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Broadcasters Will Weigh U. S. Acts, 


TWA Takes Off 
from BBDO, Lands 
on FC&B Runway 


Sudden Shift Puts All 
Howard Hughes Accounts 
Under FC&B Management 


New York, April 12—Trans- 
World Airlines this week took 
off from Batten, Barton, Durstine 
& Osborn, which landed the ac- 
count in 1947, and glided into the 
Foote, Cone & Belding hangar. 

The talk on Madison Ave. was 
that TWA took off from BBDO un- 
expectedly, and that the cancella- 
tion—effective July 1—was so 
precipitate that a baffled Ben Duf- 
fy was forced to ask the airline for 
its reason. The reason given, re- 
port had it, was that there was 
nothing anybody at TWA could 
put a finger on—that BBDO’s serv- 
ices were excellent—but that the 
switch just boiled down to a “man- 
agement decision.” 

According to the Madison Ave. 

(Continued on Page 87) 


NBP Will Study 
Test City Impact 
of Business Press 


Hor Sprines, Va., April 12—Na- 
tional Business Publications today 
unveiled an interesting new re- 
search project at its annual con- 
vention. An entire community will 
be studied to determine the cov- 
erage, readership and impact of 
the business press. 

James S. Mulholland Jr., of 
Electronic Design, reported for the 
research committee that a typical 
industrial community such as Peo- 
ria or Ft. Wayne will be studied on 
the basis of the combined circula- 
tions of all audited business papers, 
with field interviews supplemented 
by a mail questionnaire. 

In addition, individual compa- 
nies will be studied to determine 
the depth of penetration of the 
business press in manufacturing, 
distribution and service operations. 

It is expected that a professional 

(Continued on Page 87) 


R&R Closes Shop 
in Canada; Lever 
Seeks New Agency 


Toronto, April 11—Ruthrauff & 
Ryan is shutting down in Canada. 

The decision to fold the Toronto 
office was announced in New York 
and caught Canadian admen by 
surprise. 

R&R men here apparently were 
surprised also. Only yesterday they 
had announced acquisition of the 
Serta division of Star Bedding Co. 
account. 


1942. It currently has 17 employes. 


dian Lever Bros., and it is reliably 
reported here that Batten, Barton, | 
Durstine & Osborn—which is open- 
ing its Toronto office Monday— 
and Cockfield, Brown & Co. will 
split the Lever business between 
them. Ramsay Lees, who was) 
R&R’s radio-tv director here, will | 
be filling the same post with 
BBDO. 

Lever business serviced by R&R 
in Canada includes: Lifebuoy soap, | 
Rinso soap, Sunlight soap, Rinso 
detergent, New Formula Rinso, 
Pepsodent dental cream, tooth 
powder and tooth brushes, Life- 
buoy shave cream and Lysol. The 
office also handles Frostee for 
Thos. J. Lipton Ltd., a Lever sub- 
sidiary. 
® Other accounts handled by R&R 
here include American Kitchens 
division of Avco Mfg. Co., Dwight 
Edwards Ltd. (tea and coffee), 
Hamilton Mfg. Co., Lewis-Howe 
Co. (Tums), PF Credit Ltd., Red- 
di-Wip of Canada, A. E. Staley 
Mfg. Co., United Co-Operatives 
and Yale & Towne. 

R&R will close the office on June 
30 after all responsibilities to cli- 
ents are fulfilled and “proper ar- 
rangements have been completed 
for the transfer of accounts.” 

In announcing the retrenchment 
from Canada, R&R in New York 
said: “In view of the highly com- 
petitive marketing situation in the 
U.S. and the expanding opportun- 
ities which are presented, the best 
interests of clients and agency 
would be served by a further con- 
centration of creative time and ef- 
forts.” 

The agency said the decision was 
made in connection with a “series 
of other moves which are the result 
of a recently completed six months’ 
evaluation of the over-all agency 


operation.” 


Except for P&G, Biow Clients 
Arent Rushing Toward the Exit 


Soap Company Moves Its 
Biow Business to Y&R, 
Grey and Tatham-Laird 


New Yorxk, April 12—The cli- 
ents of Biow Co. this week calmly 
prepared to award their accounts 
to new agencies between now and 
July. 

In contrast with the frantic 
Klondike rush which followed the 
dissolution of Duane Jones Co. in 
September, 1950, or of Cecil & 
Presbrey in September, 1954, the 
clients seemed to be taking their 


time and feeling little urgency. 

Agencies, of course, were scour- 
ing their contacts, and whipping 
up presentations all over the lot, 
and many an agency worked last 
weekend on a presentation for one 
or more of Biow’s clients. 


s The first and most complete re- 
assignment came—to no one’s sur- 
prise—from Procter & Gamble Co. 
The Cincinnati soap colossus split 
the Biow business (some $10,000,- 
000) like this: Grey Advertising 
was named to handle Lilt home 


R&R opened an office here in| 


The major portion of the Toronto | 
office’s billing comes from Cana-| 


mS 


. 
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verted: fr the bright 
NEW Poablunn packages! 
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CEREAL CONTAINERS—Pablum’s new 
package stands out in four colors 
on this otherwise b&w page, sched- 
uled to appear in the May 28 is- 
sue of Life. McCann-Erickson, 
Chicago, is the agency for Pablum 
products division of Mead John- 
son & Co., Evansville, Ind. 


Getting Ready... 


FC&B Studies 
Costs, Alerts 
All Its Clients 


Four A’s Consent Decree 
May Alter Agency-Client 
Relationship, Cone Says 


Cuicaco, April 11—At least one 
advertising agency believes that 
the government anti-trust suit 
against advertising associations 
may have “far-reaching implica- 
tions” on agency-client relations, 
and has alerted its clients to this 
effect. 

ADVERTISING AGE learned this 
week that Fairfax M. Cone, presi- 
dent of Foote, Cone & Belding, has 
sent a letter to all clients of the 
agency, emphasizing his belief that 
the consent decree signed by the 
American Assn. of Advertising 
Agencies in the anti-trust suit 

(Continued on Page 87) 


Civil Defense Retention 
of VHF Channels Revives 
De-Intermixture Dilemma 


WasuincrTon, April 13—Proposals 
for an all-vhf tv system—re- 
garded by many as the most 
practical way of getting a sub- 
stantial increase in the number of 


Ronson’s Buy, Shift 
of ‘Omnibus’ to ABC 
Mark Busy Net Scene 


New York, April 13—Develop- 
ments on the network tv program- 
ming front this week included: 


e The signing of Ronson Corp. as 
alternate sponsor of an hour of 
“Playhouse 90,” to be seen Thurs- 
day nights on CBS-TV starting in 
the fall. Ronson’s lighters, shav- 
ers and accessories will be fea- 
tured on the 90-minute show, 
which was placed through Nor- 
man, Craig & Kummel (AA, April 
9). 


e After four years on Columbia, 
“Omnibus” this fall will return 
as an ABC-TV Sunday night at- 
traction. Produced by the TV-Ra- 
dio Workshop of the Ford Founda- 
tion, the 90-minute show decided 
to move to ABC-TV when the net- 
work offered a choice time spot. 
Its sponsors have not indicated yet 
whether they will renew. 


e ABC-TV also picked up some 
business from NBC-TV when East- 
man Kodak Co. (JWT) decided to 
move “Screen Directors’ Play- 
house,” effective July 4. “Mas- 
querade Party” will transfer to 
another time to make room for the 
show Wednesdays at 9 p.m., EDT. 


@ General Foods (Benton & 
Bowles) and Pall Mall (Sullivan, 
\Stauffer, Colwell & Bayles) 
| handed a pink slip to the “M-G-M 
| Parade” (ABC-TV), but Pall Mall 
is keeping its Wednesday night al- 
|ternate half hour, with the “Dun- 
‘ninger Show,” which starts May 9. 


Last Minute News Flashes 


Ted Bates Is Top Agency in TV Spot 
New York, April 13—In connection with its release of the ranking 


of the top advertisegg.in spot television (see Page 2), the Television 
Bureau of Advertising tabulation also reveals these top ten agencies in 
tv spot expenditures for the fourth quarter of 1955, in order: Ted 
Bates & Co., Leo Burnett Co., McCann-Erickson, Batten, Barton, Dur- 
stine & Osborn, Dancer-Fitzgerald-Sample, Benton & Bowles, Young 
& Rubicam, J. Walter Thompson Co., Compton Advertising and Cun- 
ningham and Walsh. 


Senate Group Sets Fee-TV Hearings Next Week 


Wasurincton, April 13—The Senate commerce committee announced 
today that it will hold hearings on subscription tv throughout the week 
of April 23. Sponsors of three subscription tv plans will be heard 
April 23 and 24; opponents will besheard during the remainder of 
the week. Meanwhile, the committee.staff is completing preparations 
for hearings on network “monopoly” of tv, which are expected to take 
place in mid-May. 


Burnett Gets Franco-American Products from Ogilvy 
PHILADELPHIA, April 13—Leo Burnett Co., Chicago, has been ap- 
pointed advertising agency for Franco-American products of Campbell 
Soup Co. as of Aug. 1. The account has been handled by Ogilvy, Ben- 
son & Mather, New York, for the past four years. 


(Continued on Page 90) 
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Hit Back at Critics at NARTB Meet 


U.S. tv stations—were blown to 
bits today. The event throws a 
sobering shadow across the forth- 
coming deliberations of television 
men, who are assembling in Chi- 
cago for the 34th annual conven- 
tion of the National Assn. of Radio 
& Television Broadcasters. 

The advance agenda for the 
convention reflects the generally 
carefree mood of radio and televi- 
sion station operators, with few 
really knotty issues up for dis- 
cussion. The general prosperity of 
the industry is also reflected by 
the advance registration figures 
of more than 1,700 this year for 
the combined management and 
engineering conference, compared 
with 1,300 in Washington last year 
and 1,250 in Chicago in 1954. 


® But serious issues, particularly 
those facing tv operators, came 
into focus today as top govern- 
ment officials turned thumbs down 
on the plan for an all vhf-system. 
The plan had been under study 
at the Office of Defense Mobili- 
zation after FCC and industry 
leaders expressed confidence that 
the stalemate in station construc- 
tion could be broken by release 
of government-held spectrum 
space. 
This, it was hoped, could be- 
come the basis for six or seven 
new commercial tv channels in the 
vhf band. These channels would 
clear the way for a new allocation 
plan, assuring a minimum of four 
powerful vhf station assignments 
in each of the top 100 markets. 


® While this would be substan- 
tially fewer stations than are pos- 
sible, in theory, under the existing 
intermixture of vhf and uhf as- 
signments, there was widespread 
feeling that it represented the 
most practical way of bypassing 
the uhf problem. 

Engineers had reported inexpen- 

(Continued on Page 91) 


CBS, Ampex Bring 
Out ‘First’ TV 
Tape Recorder 


Cuicaco, April 13—Undaunted 
by the fact that Radio Corp. of 
America brought out a trial mag- 
netic tape for television use two 
years ago, Columbia Broadcasting 
System is bringing out its own 
under the label, “first in the broad- 
cast industry.” 

Actually, the manufacturer is 
Ampex Corp., Redwood City, 
Calif. But CBS is lending its name, 
promotion support and patronage. 
The first three prototype versions 
of the new machine have been 
ordered by CBS (for delivery in 
late summer), and the machine 
will be demonstrated at a CBS-TV 
affiliates meeting here tomorrow. 

“First” or not, the new device 
for recording and reproducing 
television shows on tape shows 
several improvements over the one 
RCA introduced, and which has 
yet to achieve what RCA Chair- 
man David Sarnoff called “com- 
mercial reality.” The Ampex de- 
vice can put a full-hour program 

(Continued on Page 91) 
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Adaptability Is 
Feature of S&W 
‘Step-Down’ Ads 


San Francisco, April 10—To 
gain additional impact in its news- 
paper advertising, S&W Fine Foods 
is currently using “step-down” ads 
in all markets, except in the cases 
of certain metropolitan newspapers 
scheduled for four-color pages. 
Foote, Cone & Belding, San Fran- 
cisco, handles the account. 

In the past, S&W has adapted its 
four-color page ads to 1,000-line 
b&w and two-color versions for use 
in other dailies on the newspaper 
list. 

But Roy Petersen, FC&B account 
executive on S&W, told AA it was 
felt that the 1,000-line versions 
suffered in reduction and repro- 
duction. As a result, the new ap- 
proach was decided upon to in- 
crease reader attention. 

This year’s four-color pages 
were designed to provide color im- 
pact and appetite appeal, but an 
additional element was added— 
human interest, in the form of 
whimsical cartoon art. 


gw The cartoon became the leading 
illustration element in converting 
the pages to the 1,000-line step- 
down versions. The drawings also 
provided a coordinated theme for 
each insertion. 

Copy for the ads was purposely 
kept short and was planned to con- 
vey quickly S&W’s top-quality 
story. 

“The combination of art treat- 
ment and the step-down shape of 
the ads,” reports Mr. Petersen, 
“has created wide and favorable 
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STAIRWAY—In these pages of the Palo Alto Times the two four-color 
pages are shown in their two-color “step-down” form, the major 
color element removed, but the cartoon continuity preserved. 


8 Advertisers Join 
May, June Drive for 
Products Bar-B-Qd 


New York, April 10—Eight food 
industry companies and two food 
orsanizations will join in a $750,- 
6v0 ad promotion campaign for 
barbecued chicken during May 
and June. 

Participants in the joint effort 
are National Broiler Council, Ac’- 
cent International, Coca-Cola, 
American Molasses Co., the Mc- 
Ilhenny Co. for Tabasco, Alumi- 
num Co. of America, Ocean Spray 
Cranberry Co., Swift & Co. (Jewel | 
salad oil), Ralston Purina Co. and 
the Poultry & Egg National Board. 

The promotion is built around 
a menu for an outdoor meal which 
includes barbecued chicken, cran- 
berry sauce, chef’s salad, herb 
buttered bread in Alcoa wrap and 
|Coca-Cola. The menu and recipe 
|were developed by the Poultry 
| Board. 


|@ The National Broiler Council 
|will advertise the menu in four- 
color ads in the May 28 issue of 
Life and the June 22 issue of Col- 
lier’s. Ac’cent International will 
run ads in the April and May is- 
sues of leading Sunday supple- 
ments. Ac’cent also will distribute 
10,000,000 match books and other 
promotional material. 

Coca-Cola will feature the 
recipe twice on the Eddie Fisher 
tv show, and will provide its bot- 
|tlers with point of sale materials 
featuring broilers and the outdoor 
| cooking theme. American Molasses 
Co., for Grandma’s Unsulphured 


Foods | Molasses, has scheduled four-color 


newspaper four-color page shows|ads in Parade and This Week 


the rectangular treatment of pro-| 


Magazine, and four commercials on 


canned vegetable line. 


comment by both the grocery trade | 


and consumers.” 

Before the campaign was put in- 
to production, the agency queried 
the nearly 100 newspapers on the 
S&W: list to determine the accept- 
ability of the ads. 

Some newspapers were con- 
cerned that they might have trou- 
ble with their retail accounts re- 
questing similarly shaped copy too 
frequently. 

When the final count was made 


|network radio show. 


Mcllhenny Co. will use large 
space ads featuring barbecued | 
|chicken in the Los Angeles Times 
| home magazine and the New York 
|Times Sunday magazine. Alcoa 
| will feature.the broiler theme on 


Ocean Spray has allotted $225,000 
for retailer co-op advertising, and | 
will distribute 2,000,000 chicken | 
and cranberry barbecue booklets. | 

Swift & Co. will run half-page | 


however, according to Mr. Peter-| 


sen, only 


Arizona and one in New Mexico— | °VeT . 
ed | “Grand Ole Opry” in May. 


reported a firm policy prevent 
them from accepting the step- 
down copy. 


canned vegetables, appeared 


ads in Sunset Magazine and West- | 


jern Family, and will tie in in 22 
"| states. Ralston Purina for its feed 
two papers—one in division will feature the promotion 


152 ABC tv stations on 


Black & Decker Elects Black 


International 
Ad Scene Buzzes 
with Activity 


New York, April 13—Increasing 
interest in international advertis- 
ing will be reflected in a series of 
meetings and events scheduled for 
the next three weeks. 


Item: A planeload of Swiss ad- 
vertising executives will 
here Monday, April 16, for a two- 
week study tour of the American 
advertising scene. 

The party of 70 will visit agen- 
cies, media and associations in a 
number of cities. The Swiss Fed- 
eration of Advertising Clubs is 
sponsoring the tour, which will 
be conducted by Walter Weber, 
assistant advertising manager of 
Swissair in Zurich. 


Item: The American Assn. of 
Advertising Agencies is sponsoring 
an international meeting of ad- 
vertising agency leaders from 
April 23 through May 4. 

Eighty agency executives—most 
of them  presidents—from 35 
countries will participate in the 
two-week program. They will be 
wined and dined in New York, 
Washington and White Sulphur 
Springs, where they will attend 
the spring meeting of the Four A’s. 


Item: The American Manage- 
ment Assn. has set up a new divi- 
sion, the International Manage- 
ment Assn., which will inaugurate 
its activities with a conference on 
“Managing Foreign Operations” at 
the Hotel Roosevelt in New York, 
April 30-May 2. The conference 

(Continued on Page 65) 


three “Alcoa Hour” NBC tv shows. | © 


CHARLES A. HOLCOMB, formerly exec) 
vp of H. B. Humphrey, Alley & 


| Black & Decker, Towson, Md.,| Richards, has been elected presi- 
s The first S&W step-down ad,| manufacturer of portable electric| dent of the agency, succeeding 
featuring the company’s line of| tools, has elected Robert D. Black/p 5 Humphrey, who has been 


January and the second, featuring| board to succeed the late Alonzo | 
canned fruits, currently is appear-|G. Decker. Mr. Black has been 


ing in newspapers. 
scheduled for May and June; 


Another is exec vp of the company since 1954 . 
it and a director since 1950. Alonzo|Humphrey will continue in the 


in| president and chairman of the \named chairman of the board. 
Deane Uptegrove, creative direc-| 
tor, has been elected exec vp. Mr. 


will highlight S&W’s line of 17|/ Decker Jr., with the company | Boston office and Mr. Holcomb 


canned juices. 


|since 1929, was elected exec vp. 


| and Mr. Uptegrove in New York. 


arrive | 


= about a 70% 


First Figures on Spot TV Reveal 
Expenditures for 4th Quarter ‘55 


bere by stations—national and 
regional advertisers spent an es—am 


_ TvB-Rorabaugh Figures 
_ Find Spot Nearly as 
| Big as Network Volume 


New York, April 11—Spot tele- 
vision this week joined the grow- 
ing list of measured media with 
|the Television Bureau of Adver- 
| tising’s release of national and re- 
|gional spot expenditures during 
the months of October, November 
and December, 1955. 

According to N. C. Rorabaugh 
| Co.—which is providing the spot 
data on the basis of reports pro- 


Mail-Promoted 
Health Insurance Is 
Liable to FTC Rule 


Wasuincton, April 12—A Fed- 
eral Trade Commission hearing 
examiner ruled today that the 
commission should clamp down 
on questionable advertising claims 
by a health insurance company 
that distributes its literature chief- 


ly by mail. 
Travelers Health Assn. of 
Omaha, like other health insur- 


ance companies, had contended 
that its advertising is regulated by 
state authority, and that it is ex- 
empt from FTC regulation. 

But FTC Hearing Examiner J. 
Earl Cox said the Nebraska In- 
| surance Commission’s authority is 
\limited to material distributed 
within the boundaries of Nebraska. 
He said circulars and other pro- 
motion material distributed out- 
side Nebraska by mail are subject 
to FTC review. 

In previous insurance cases, 
Mr. Cox and other FTC ex- 
aminers have ruled that FTC can- 
not intervene in the advertising 
activities of companies in the states 
where these activities actually are 
supervised by state authorities. 

Mr. Cox agreed that some of 
FTC's objections to Travelers 
|Health ads were justified, and he 
| proposed a cease and desist order 
covering a portion of the com- 
plaint. 


WRTI, Off Air after 
Losing CBS Tie, Is 
Back, Now with ABC 


ALBANY, April 12—WRTI, Chan- 
/nel 35, is going back on the air 
| July 1, as an ABC affiliate. 

The station has been off the 
air for several months, since losing 
|its CBS affiliation. 
| The return of WRTI marks one 
of the few times a uhf station has 
resumed after suspending activi- 
ties, according to William A. Riple, 
general manager of Van Curler 
Broadcasting Co., Albany, and Al- 
fred Beckman, director of station 
relations of ABC-TV. 

Mr. Beckman estimated there is 
uhf set conversion 
in the Albany-Troy-Schenectady 
area at this time. He said an in- 
tensive promotional and merchan- 
dising campaign to increase set 
conversion will be launched im- 
mediately. 


|NADA Distributes Fashion Kit 

The National Automobile Deal- 
ers Assn., Washington, is distrib- 
uting a “Kit on Spring Automobile 
Fashion Festival” to local dealer 
associations and NADA officials to 
assist local dealer groups in or- 
ganizing and promoting the indus- 
| try program set for May 7-12. The 
booklet contains eight sections of 
aids in planning the program and 
also includes sample posters and 
| newspaper mats. 


Advertising Age, April 16, 195 


timated $103,872,000 for spot t 
of 1955. This figure does not in 
clude what the 3,017 sponsors pai 


programs. 


| 
| grossed on time sales for the same 


jperiod, or $116,522,831, 
Bureau. 
um is Procter & Gamble, the coun- 


try’s biggest advertiser for many 
years. Several P&G products were 


|formation was _ available, 
company placed 62nd on the list. 
Most of the top ten are also very 


ova Watch Co., both of whom al- 
located more than $1,200,000 to 
spot tv for the fourth quarter. 


= TvB launched spot television as 
a measured medium by releas- 
ing (1) the top 200 advertisers 
with dollar expenditures; (2) an 
alphabetical list of 300 other ad- 
vertisers who spent at least $27,- 


(Continued on Page 64) 


Electric Shaver 
Field Bristles 
with Price Cuts 


New York, April 11—This week 
you could get a trade-in allowance 
of $8.50 on a Remington electric 
shaver or $7.50 on a _ Ronson, 
Schick or Sunbeam. Until last 
week, Schick had allowed $7.50 on 
even the blade razor you paid less 
than a buck for. 

Newcomer to the field, Ronson, 
is whittling down its price this 
month to $12.45 with trade-in, 
claiming in its ad campaign, “Now 
Ronson cracks the shaver price 
barrier.” Ronson is scheduling 
four-color pages in Life May 21 
and Look April 17 and June 12. 

The discount houses are adver- 
tising and selling electric shavers 
for far less than manufacturers’ 
list prices. Many department stores 
have done the same. Macy’s has 
chopped prices below two of New 
York’s leading discount houses. 
Gimbel’s so far has maintained fair 
trade prices. 

Sunbeam is the only electric 
|shaver in the New York market 
whose list prices have not been cut. 
|Stores selling at list in midtown 
Manhattan find sales of electric 
shavers practically at a standstill. 


|# United Cigar-Whelan drug store 
1221 Avenue of the Americas, one 
| of the busiest in the city, is holding 
| the price line. The manager said he 
hasn’t sold an electric razor since 
Christmas. 
The trade-in battle was launched 
the evening of Feb. 27. Within 
jhalf an hour of each other’s tv 
shows, Schick advertised a $7.50 
trade-in on any shaving appliance, 
including blade razors. Remington 
| (Continued on Page 90) 


time during the last three months™ 


for talent and production on thesemm 
announcements and locally placed 


The spot figure is within shout-§ 
ing distance of what network tv@ 


as re-§ 
|ported by Publishers Information 


s The No. 1 spender in the medi-§ 


included in the $4,064,600 budget.3 

Next in line is Brown & Wil-@ 
liamson Tobacco Co., with $2,739,-0y 
| 100. If the cigaret maker keeps 
spot tv running at this rate, it® 
will undoubtedly boost Brown &@ 
| Williamson to a higher spot on the® 
| list of leading advertisers. In 1955,9 
| with network radio, spot radio andy 
|spot tv excluded because no in-@ 
this® 


active in network tv. Exceptions 4 
are Robert Hall Clothes and Bul- # 
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Advertising Age, April 16, 1956 


GE Again Tops 
Companies Using 


Business Papers 


ABP Study Reveals 37 
Companies Joined List 
Spending Over $175,000 


NEw York, April 11—Sixteen 
companies invested $1,000,000 or 
more in business publications in 
1955, according to Associated Busi- 
ness Publications’ fifth annual 
study of leading advertisers, re- 
leased today. 

_ In 1954, 17 companies qualified 
in this category, while in 1953 
there were only 13. 

General Electric Co. led the list, 
as it has in four previous studies. 
Its investment in ’55 was $3,793,- 
000, compared with $3,400,000 in 
54. Second was General Motors 
Corp., which invested $2,276,100 in 
= compared with $2,310,440 in 


Third place both years was held 
by Allis-Chalmers Mfg. Co., with 
$1,945,900 in °55 compared with 
$1,967,500 in ’54. E. I. du Pont de 
Nemours & Co., in fourth place 
both years, spent $1,919,700 in 55, 
compared with $1,941,100 in ’54. 

Fifth place in ’55 was taken by 
Allied Chemical & Dye Corp., with 
$1,700,000. In °54 Allied was in 
eighth place with an expenditure 
of $1,260,000. Fifth place in ’54 was 
held by Eastman Kodak Co., with 

(Continued on Page 56) 


FTC Decides 
Armour Is Exempt 
from Margarine Act 


Wasuincton, April 12—The 
Federal Trade Commission has 
decided it has no jurisdiction over 
the advertising for Cloverbloom 
99 margarine because Armour & 
Co., which makes the product, is 
regulated by the Department of 
Agriculture. 

The commission contended that 
advertising for Cloverbloom 99 
violated the special act on marga- 
rine advertising because it im- 
plied that Cloverbloom 99 is a 
dairy product. In reply, Armour 
questioned whether FTC can reg- 
ulate the activities of any com- 
pany that is subject to the Packers 
& Stockyards Act. 

FTC Hearing Examiner Abner 
E. Lipscomb had recommended 
that FTC withdraw from this dis- 
pute. In today’s final decision, FTC 
agreed that the Packers & Stock- 
yards Act gives the Secretary of 
Agriculture ample authority “to 
enforce honesty and fair dealing 
in advertising of margarine by 
packers.” 


Fowpant wt of few quatity plaving cords. 


Z 7 alae! with ny Semenntts Cord Vaible Ail far cast of table wine 


Tharp 
Widenhofer 
AFA—Here are officers of the fift 


Knight 


Co., Cleveland, 1st lt. gov., was 


Sullivan 


eration of America, elected at the meeting in Canton, O.: Warren 
Widenhofer, Indiana-Michigan Electric Co., governor; Martha Sul- 
livan, Byer & Bowman, 2nd It. gov.; C. Lane Breidenstein, president, 
Ft. Wayne Better Business Bureau, secretary; Mel Tharp, Colum- 
bus Dispatch, board chairman; William Knight, Knight Advertising, 
Columbus, treasurer; H. Needham Smith, WTRF-TV, Wheeling, 4th 
It. gov., and Sydney Cowlin, Eaton Mfg. Co., Massillon, and presi- 
dent, Canton Advertising Club, 3rd lt. gov. Girard T. Bond, Higbee 


yA 2 . f ~ ee 
Cowlin 

Breidenstein 

h district of the Advertising Fed- 


Smith 


not present. (Story on Page 74.) 


Filter Tips Will 
Get 33% of Market 


in ‘56: McComas 


Flip-Top Box Tests 
for Parliament, Philip 
Morris Are Disclosed 


RIcHMOND, April 10—Filter tip 
cigarets, more than ever capturing 
the fancy of the American smoking 
public, are expected to increase 
their sway to nearly one-third of 
the domestic market by the end of 
this year, according to O. Parker 
McComas, president of Philip Mor- 
ris Inc. Filter tip cigarets account- 
ed for 20% of all 1955 sales. 

Speaking at the annual stock- 


by the company in the growth of 
southern industry, Mr. McComas 
pointed out that “the trend is in 
favor of the filter tip cigaret. Sales 


have leveled off. I anticipate that 
at the end of this year, regular 
non-filtered cigarets may be sell- 
ing at a rate of 45%, king size 25%, 
and filtered 30% of the domestic 
market.” 

Reviewing the need for aware- 
ness of the problem of providing | 


holders meeting on the part played | 


of non-filtered king-size cigarets | 


“For the past three months we 
have been test-marketing Philip 
Morris long-size in a crush-proof 
box similar in construction to the 
Marlboro box. This product will go 
on sale April 16 in California, 
Oregon and Nevada—and we hope 
to attain national distribution as 
soon thereafter as practical,” he 
said. 

In 1955 the company took two 
major steps in packaging. The 
Marlboro brand was introduced in 
the flip-top box, and the Philip 
Morris brand was given a “change 
of dress,” from the traditional 
brown package to a new design in 
red, white and gold. 

The other change cited by 
Mr. McComas was the introduction 
last week of Parliaments in a 
crush-proof, flip-top box in the 
Providence area. 


® Turning to the financial aspects 
of the company, Mr. McComas said 
the company’s first quarter sales 
this year will total approximately 
| $72,000,000, compared to $57,000,- 
000 in the same period in 1955. 

Noting that the “South’s propor- 
tion of the nation’s manufacturing 
facilities has increased from 9% 
}in 1900 to nearly 25% in 1954,” Mr. 
|McComas added that Philip Mor- 
Tis’ contribution to this growth 
| during the last 10 years alone has 
been about $2 billion. 


Lynch, Hart Adds One 
Lynch, Hart & Stockton Adver- 


products “the consumer desires,” | tising Co., St. Louis, has been ap- 
Mr. McComas outlined new proj-| pointed to handle advertising for 
ects the company is presently em-|Chemical Sealers, Belleville, IIl., 


‘Time Plays Tricks’... 


_ Castle’s Attorney 
_ Says Appeal of Decision 
Depends on Conference 


New York, April 11—Supreme 
court Justice Irving Levey has dis- 
missed the $1,500,000 suit by ex- 
adman Brayton W. Castle against 
|the American Tobacco Co. on the 
| grounds that the plaintiff has 
| failed to show originality, novelty 
|or credibility, and that the defend- 


Venezuela Basks in 
Cmdr. Whitehead’s 


Schweppervescence 


Caracas, April 13—A_ bearded 
gentleman who goes by the name 
of Cmdr. Whitehead will alight 
from a plane here next week, 
bringing glad tidings to oil-happy 
Venezuela: Schweppes Ltd. has 
extended its marketing operations 
to this South American country. 

Arrival of Cmdr. Whitehead will 
kick off an introductory campaign 
for Schweppes tonic water and— 
as a by-product—gin and tonic. 

Part of the opening-week pro- 
motion will be a “1790 party”— 
Schweppes Ltd. was started in 
1790—in the Caracas restaurant, 
Pavillion, which will be decorated 
for the occasion as an English ale 
house. 

Accompanying Cmdr. White- 
head to Venezuela will be John 
Rhodes, vp in charge of market- 
ing, Pepsi-Cola International. 
Pepsi will be bottling Schweppes 
in Venezuela, just as it already 
does in the U. S., Canada and 
Mexico. 

The first Schweppes ad in Ven- 
ezuela, featuring Cmdr. White- 
head stepping off the plane with 
a case of Schweppes, will run next 
Friday. The agency on the account 
is Corpra, Venezuelan affiliate of 
Colman Prentis & Varley, London, 
and Gaynor, Colman, Prentis & 
Varley, New York. Corpra also 
handles Pepsi-Cola in Venezuela. 


Pennoyer to Tailored Woman 

Mrs. Sara Pennoyer, formerly 
advertising consultant for Saks 
Fifth Avenue and its branch stores, 
has been retained by Tailored 
Woman, New York specialty store, 
as director of advertising, promo- 
tion and publicity. 


W. B. Doner Adds Two 

W. B. Doner & Co., Baltimore, 
has been appointed to handle ad- 
vertising for the Central Savings 
Bank and Schafer-Pfaff Cigar Co., 


barked on. | manufacturer of a paint base. 


both of Baltimore. 


DOUBLE DECKER—Samsonite is offer- 
ing two decks of U. S. Playing 
Cards with the purchase of any 
Samsonite card table. The offer is 
made in this color page, set for 
Parade April 29 and This Week 
Magazine May 6. Grey Advertising 
is the agency. 
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|Admen are asked to keep liquor | 


Issue 


hah AS SS, Pere Page 47 
Sex is a waste of time in trade 
publication ads, says Jim 
EE £4 aio Kewdt.0 00 909s Page 51 


REGULAR FEATURES 


Advertising Market Piece occcccccccccnn 92 
Along Media Path 72 
Coming Conventi 62 
Creative Man's Commer ooc.cccccccccccceccenes 52 
Editorials 12 
Empleye C icati 52 
Farm Publications Linage .......................... 81 


Getting Personal 
Looking at Radio & TV 
Looking at Retail Ads ...... 
Magazine Linage 
Obit ries 1 66 
On the Merchandising Front 
Photographic Review 


Production Tips 4 
Rough Preofs 12 
Salesense in Ads 51 
This Week in Washingt 88 
Voice of the Advertiser .............ccc B® 


What They're Saying 2 


American Tobacco 
Wins in $1,500,000 Suit 


Lucky” 
independ- 


ant’s “Be Happy—Go 
slogan was developed 
| ently of the plaintiff. 

Mr. Castle, now a real estate op- 
|erator in Terre Haute, filed suit in 
1951, stating that in 1933—-when he 
was sales manager of Chicago 
Elevated Advertising Co.—he sug- 
gested the phrase, “Be Happy—Go 
Lucky” to American Tobacco. His 
| suggestion was declined, according 
|to Mr. Castle, but in 1950 the com- 
pany began a campaign based on 
| that theme. He sued for 15% of ail 
|advertising expenditures for the 
|phrase, and the trial began two 
/months ago (AA, Feb. 20). 
| Mr. Castle is not the first person 
| to claim authorship of the much 
| disputed four-word phrase, but he 
|is the first to back up his claim 
with a lawsuit. 


| 


|® In his decision, Judge Levey 
said he placed “very little, if any, 
|credence” in the claim that Mr. 
| Castle presented his plan to Amer- 


|ican Tobacco, because he could 


not prove it. 

“Furthermore,” Judge Levey 
wrote, “the slogan, ‘Happy Go 
Lucky’ had been used and ex- 
ploited by the defendant long be- 
fore the alleged conference... and 
the mere prefixing of the word ‘be’ 
searcely created an original use or 
change in its meaning and impres- 
sion.” 

“Unfortunately,” the judge con- 
tinued, “time frequently plays 
tricks on mortal memory, and of- 
tentimes it appears that the imagi- 


(Continued on Page 32) 


Weaver, ‘Lassie,’ 
Como Are Among 
Peabody Winners 


New York, April 11—People 
don’t stand a chance when there’s 
a handsome dog around. 

At least this appeared to be the 
case today when the i6th annual 
George Foster Peabody Awards 
were presented at a _ luncheon 
meeting of the Radio & Television 
Executives Society. 

By far the biggest response 
went to “Lassie,”” who was there in 
person to bark his thanks for being 
singled out to represent the best 
children’s show on tv. He shared 
the spotlight with Milton A. Gor- 
don, president of Television Pro- 
grams of America, producer of the 
film, which is presented on CBS- 
TV by Campbell Soup Co. and Kel- 
logg Co. (Though his stage name is 
feminine, “Lassie” actually is a 
male dog.) 

The stately collie, who stopped 
the show by accepting his award 
in his mouth, even shaded Perry 
Como (NBC) and Art Carney 
(CBS) in the applause department. 
Mr. Como and Mr. Carne, the lat- 
ter representing vacationing Jackie 
Gleason, came up as a double, be- 
cause the Como and Gleason shows 
had received a double award for 
outstanding entertainment. 


® A more serious note was struck 
by award winner. Sylvester L. 
(Pat) Weaver Jr., chairman of the 
board of NBC. He received a radio- 
tv public service award for his 
pioneering program concepts, as 


60 s ‘ ‘ 
evidenced in “Monitor,” “Week- 


day,” “Wide Wide World” and the 
spectaculars. 
Reiterating his strong belief that 


(Continued on Page 6) 
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Kelleher Joins Molesworth advertising manager of Moles-, 

William C. Kelleher, formerly! worth Associates, New York, pub- 
assistant business manager of| lic relations, advertising and man- 
Business Week, has been named| agement counselor. 


WORTH SHOOTING FOR 
and Easy to hit, too!.... 
The Billion Dollar Siouxland Market 


a 
te ieee 


centrally located, major 
city, Sioux City, and one 
dominant advertising med- 
jum, Sioux City’s News- 


i ee ae 


$1,117,429,000.00 


100,121 ABC CITY ZONE 
781,800 RETAIL TRADING ZONE 


Che Sieux City Journal 


JOURNAL-TRIBUNE 


NATIONAL “REP. JANN & KELLEY. INC 


| ing, 


‘Institutions’ Drops Anti-Trust Charge 


Against Conover-Mast, but Trial Continues 


Cuicaco, April 11—The Insti- | & Housing. 
tutions-vs.-Conover-Mast Mr. Barnett testifed that C-M 


trial | 
moved into its seventh day today) has oral circulation agreements 


in U.S. district court, with attor- | with franchise dealers and that| 


neys for Conover-Mast prepared | these dealers submit to C-M lists 
to present their case for the de-|of persons to whom they wish to 
fense. send Institutional Feeding & Hous- 

Earlier this week Casper W./|ing. The dealers pay 10¢ a name. 
Ooms, Institutions attorney, told! Mr. Meyer told the court that he 
Judge Michael L. Igoe that his cli-| did not know the source of ads 
ent had decided to drop a charge|that were used in a promotional 


of violation of anti-trust laws | brochure published by C-M in| 


against Conover-Mast. | December, 1953. He identified data 

The Institutions suit still charges| compiled from a readership study 
C-M with unfair competition, and|for IF&H conducted by Ross Fed- 
alleges that the C-M_ publica-|eral Surveys, and added that some 
tion, Institutional Feeding & Hous-|of the information was used as 
had infringed Institutions’|sales tools by members of the 
trademark and copied its style. IF&H sales staff. 


s The bulk of earlier testimony 
covered the Ross study, and ques- 
tionnaires mailed out last year by 
Cc. L. Staples, vp of Domestic 
Engineering Co. and editorial di- 
rector of Institutions. 


® Principal witnesses for the 
plaintiffs yesterday were Harold 
C. Barnett, circulation manager of 
C-M, and Blake Meyer, assistant 
publisher of Institutional Feeding 


Complete 1956 Buying Habits and Brand Preferences 


Arthur H. Dix, vp in charge of 
research of C-M, said the reader- 
ship study was taken to combat 
claims by Institutions that it had 


| 
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|all the best buyers in the market 


Mr. Staples told the court tha 


he had mailed questionnaires last 
year to many persons who werel 
listed as non-Institutions readers 
in IF&H sales lists. He added that 


tutions that were subscribers of 
Institutions. 


some hot verbal battles over the 
alleged non-readers of Institutions. 
Mr. Ooms maintained that the 
important thing is that Institutions 
goes into institutions, and he 
charged that the IF&H study led 


people to believe that it didn’t. 
. T. Newman Lawler, C-M at- 


| publication was mailed to an in- 
|Stitution did not prove who read 
|it. He also criticized Mr. Staples’ 
| questionnaires, and charged that 
|many were sent to persons who 
definitely were not subscribers of 
Institutions. 

George Milne, vp of Domestic 
Engineering, said he had checked 


found 36 who were subscribers. | 
He said he was able to produce 29 
subscription purchase orders. 

The case is expected to wind up 
some time next week. 


WasHINcTON, April 12—Publish- 


Publishers Tell House Postal Group They 
Fear ‘Destructive Series of Postal Hikes’ 


The opposing lawyers got into™ 


he wrote only to persons or insti-™ 


'torney, said that just because a@ 


the list of alleged non-readers and ? 


| this week were publishers, who 7 
ers expressed fear this week that emphasized the public service ren- © 
their industry will face a destruc-| dered by the Post Office, the com- ~ 
| tive series of postal rate increases | mittee heard a substantially dif- © 
| unless Congress adopts a policy|ferent story this morning from 
|statement emphasizing that a por-| former Postmaster General James © 
‘tion of postal operating costs are|A. Farley, who appeared at the 
chargeable to taxpayers as a pub- ‘invitation of the committee chair- 
lic service. man, Rep. Tom Murray (D. Tenn.) 
As the House post office com- 
mittee went through a third week # He said deficits during his seven 
of hearings on proposals for a|year term totaled less than the 
$406,500,000 increase in _ postal | deficit which is in sight for fiscal 
rates, Robert C. MacNeal, presi-| year 1957 alone and that a large 
dent of Curtis Publishing Co.,| portion of his deficit consisted of 
pointed out that second class is government mail and airline sub- 


— 


NOW READY— 


send for your copy today! 


New -12th Annual Edition Gives 
Brand Preference in 97,666 Omaha- 


Council Bluffs homes. 


tobacco and 
The World-Herald’s 12th annual 


study of the Greater Omaha market 
is now available for distribution. This 
detailed study of consumer buying 
habits and brand preferences covers 
the Omaha-Council Bluffs market of 
97,666 homes. 


products including foods, drugs and 
toiletries, soap products, household 
appliances and equipment, beverages, 


Get your copy of this fact-revealing 
market study now! Write the Nation- 
al Advertising Department, Omaha 
World-Herald or contact the near- 
est O’Mara & Ormsbee office. 


charged with a $235,000,000 “de- 
ficit” at this time. 

“To insist that second class mail 
costs nearly $300,000,000 to handle 
compared with 1955 revenue of 
$65,000,000, makes it apparent,” 
Mr. MacNeal said, “that the re- 
quest for a $7,000,000 rate increase 
is only a brief pause on the way 
to a completely unrealistic rate 
structure.” 

While most of the witnesses 


_sidies which are not rightfully 
|chargeable to the department. Over 
the seven-year period, he said, de- 
‘ficits amounted to about 7% of 
over-all operating costs. 

Several of the publishers who 
appeared this week emphasized 
the rate increase will wipe out 
profit margins at a time when 
magazines get stiff resistance to 
further increases in subscription 
and advertising rates. 


automotive products. 


The 1956 World-Herald Consumer 
Analysis shows your product’s pop- 


ularity. Western | 


Here are up-to-the minute facts on 
brand standings of more than 150 


The World-Herald is read in 3 
out of 5 homes in Nebraska and 


million people with 2 billion dol- 
lars to spend. 


owa—a market of |'/2 


251,549 Daily 


Omaha 
World-Herald | 


Publisher's Statement for September 30, 1955 
O'Mara & Ormsbee, National Representatives 
New York * Chicago * Detroit * Los Angeles * San Francisco 


262,462 Sunday 


es al | Woo 5 eee : ; r 3 Me. * ET. ae, ee pk ae 
‘ . a = 3 ‘ : .* : : ation 


your trucks... bring it to light 
with SCOTCHLITE 


REFLECTIVE SHEETING 


Yes, there’s a company that’s making doggone good use of their 
truck fleet! Brilliant signs of SCOTCHLITE Reflective Sheeting have 
turned their trucks into 24-hour-a-day traveling salesmen. Durable, 
easy-to-maintain SCOTCHLITE Reflective Sheeting can give your prod- 
uct colorful sales appeal night and day—as well as being an added 
safety factor for your trucks! Why not cash in on the valuable free 
selling space on your trucks—for a free demonstration, write Minne- 
sota Mining & Mfg. Co., Dept. AA-4166, St. Paul 6, Minn. 
“SCOTCHLITE” Reflective Sheeting is © registered trademark of Minnesota Mining & Mig. Co. 
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SUBJECTS IN THE MILWAUKEE JOURNAL 1956 CONSUMER ANALYSIS 


FOOD PRODUCTS— : home permanent waves, safety razor blades, shampoo, electric 
All-purpose shortening, baby foods, bacon, baking mixes, i shavers, shaving cream, tooth paste, tooth powder, 
baked beans, bread, butter, candy, catsup, cat food, : toilet articles purchased in grocery stores. 


chili con carne, canned chicken, branded Chinese foods, 


coffee, cookies, cooking or salad oil, canned corn, z é BEVERAGES— 
cottage cheese, corned beef hash, graham and soda é . Cordials, gin, grape brandy, scotch, 
crackers, cranberries — fresh and sauce, dessert powdeis, af vermouth, whiskey, wine, beer, 


dietetic fruits and vegetables, dog food, flour, 4 soft drinks, prepared cocktails. 


frozen foods, frozen orange juice, canned fruit and 
vegetable juices, hot and cold 
breakfast foods, jams, jellies and 


preserves, ice cream, liver sausage, 


_. Clothes dryers, cooking ranges, home 
Pa food freezers, dishwashers, garbage 
a disposers, home heating, home heating, 
home improvements, owners and 


= 1” HOMES, APLIANCES— 


luncheon meats, margarine, macaroni *s. 
and spaghetti, milk, canned peas, — 
peanut butter, pizza pie mix, 

potato salad, potato chips, rice, 

salmon, salt, tea bags, tea balls, -~myasciinge 


dry soup mixes, tuna fish, wieners, 


renters of homes, power lawn 
mowers, power tools, planning to 
build or buy, room and outside 
painting, refrigerators, 

canned peaches, sardines, sugar, television sets, washing machines, 
meat sauce, refrigerated ready carpets and rugs, wallpeper, 


to bake biscuits. lawns, lawn seeds, lawn fertilizer, 


-—:" 


air conditioners, dehumidifiers. 


SOAPS, ALLIED PRODUCTS — P “ 4 4 im ss en AUTOMOTIVE— 
Powdered bleach; bleaching fluid; : Be _— 
deodorizers; disinfectants; laundry starch; 
scouring cleansers; toilet soap; soaps and =” 
cleaning agents for dishes, fine fabrics, F 
hardwood floors, household laundry, linoleum 
or tile floors, painted walls and woodwork, =. ¥ 
rugs and upholstery; toilet bowl cleaners; floor wax; ea 
scouring pads; household ammonia, furniture polish, shoe polish. 5 


Antifreeze, make and model car owned, gasoline, 
motor oil, tires, ownership and make and model 
of second car in family, planning to buy. 


GENERAL— 

Cellulose sponges, cigarettes, cigars, 

composition of families, girdles, brassieres, nylon hosiery, 
pipes and pipe tobacco, paper towels, aluminum foil, 
paper napkins, toilet tissue, wax paper, family income, 


DRUGS, TOILETRIES— E employment, life insurance, outboard motors, 
Anti-acids, deodorant, facial cream, facial tissues, hair spray, : stocks and bonds, wrist watches. Installment buying, 
hair tonic or dressing, hand cream, hand lotion, recreation, winter and summer, savings, 
toilet soap, headache remedies, lipstick, nail polish, fountain pens, movie attendance, vacations. 


Buying habite and brand preterence 


” 1956 


Here’s the up-to-date picture of consumer buying in 
a metropolitan market of 304,000 households and a 
million population. It’s the 33rd annual report of 
America’s Consumer Analysis — telling what, when 
and where Milwaukee people buy; their brand prefer- THE MILWAUKEE JOURNAL 
ence and product USAG? > ownership of am SP li- National Representatives, O’Mara & Ormsbee, Inc. 
ances, homes and their buying plans. This informa- New York Chicago Detroit Los Angeles San Francisco 


tion, all gathered since January 1, 1956, again shows 
the competitive positions of brands in many lines; 
shifts in preference for brands and types of stores, 
dealer distribution by brands and comparisons with 
past years. Write for a copy and get the close-up 
details on local marketing and buying factors which 
influence your sales in the Milwaukee market. 
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6 
Its Sales Up 1,000% Since ‘50, Power 
Products Takes First Flyer in Consumer Ads 


GraFTon, Wis., April 13—Next 
week, Power Products Co. breaks 
the first big consumer advertising 
program in its ten-year history. 

The company makes lightweight, | tor. 
two-cycle gasoline engines used) ‘ican living means more and more 
principally in power lawn mow-|8 The merchandising program is|families now have yards big 
ers. Up to now, advertising has|in two parts: Point of purchase | enough to warrant power mowers. 
been confined almost entirely to| material offered to dealers and| And the price of power mowers 
the trade, but the power mower/direct mail to manufacturers and|has dropped so drastically that 
business has grown mightily in the | retailers. most home owners can afford—or 
past few years. Power Products The abrupt about-face is main-/| think they can—an engine driven 
sensed a change in advertising|ly the result of market research|mower. Prices now start under 
emphasis was necessary. findings. There are about 30 man-_| $50. 

Designed to promote the whole/ufacturers of lightweight gasoline| The final factor is the replace- 


power mower industry, the cur- | engines. Of these, only a handful ment market. While replacements 


even more. spectacular. From 
about 60,000 units in 1950, the 
company expects to ship 600,000 
|engines this year. 

and Time. The trade schedule will | 

use Farm Implement News, Gar-|® Three factors seem to account 
den Supply Merchandiser, Hard- | for the rapid growth. First, the 
| ware Age and Implement & Trac-| continued movement to the sub- 
|urbs that has characterized Amer- 


rent campaign, which will run | are known to the public by name.) represented only 30% of total sales | 


nearly | Most of the estimated 200 power last year, it’s estimated they'll 
| mower manufacturers buy en- constitute about 52% in 1956. 
gines, and Power Products sup-| Buyers, especially replacement 
consumer magazines. plies some 30 of these companies.| buyers, says Power Products, are 

Two-color, fractional-page ads The industry’s retail sales moved | highly critical of the merchandise 
will appear in Better Homes &| from about 1,000,000 units in 1950 they look over and the name of 
Gardens, Household, Life, News- to an estimated 2,500,000 this year.| the engine manufacturer now is a 
week, The Saturday Evening Post! Power Products’ sales record is| vital selling point. 


through June, allocates 
two-thirds of a $290,000 advertis- 
ing budget to institutional ads in 


—71,648 ADVERTISERS Advertise in 
cee |Edition of TR. 


ToS 
ANY 


A 
\ 
x 


The number and quality of T.R. advertisers 
grows each year— 


11,648 ADVERTISERS CAN’T BE WRONG! 


THOMAS REGISTER 


461 EIGHTH AVENUE NEW YORK 1, N. 


Py al vt Peer Bs fo Soo oe rae 


BIG SWITCH—A new “instrument 
panel control” sets the theme of 
this Power Products ad. 
pears in The Saturday Evening 
Post April 14 and is first in the 
company’s first series of consumer 


It ap-| 


WTM] Reassigns Three 

The Journal Co., publisher of 
the Milwaukee Journal and op- 
erator of WTMJ and WTMJ-TV, 
has reassigned three men in its 
radio and television department 
following the death of Russell G. 
Winnie, former assistant general 
manager for radio and tv (AA, 
April 9). George Comte, with the 
company since 1935, most recently 
as stations manager, has been 
named manager of radio and tele- 
vision. Sprague Vonier, formerly 
tv supervising producer-director, 
has been named program manager 
of WTMJ-TV, and Donald Loose, 
| previously radio production man- 
| ager, was named WTMJ program 
| manager. 


_Kagran Appoints Stern 

Alfred R. Stern, assistant to the 
| president of NBC, has been named 
|a vp of the network’s subsidiary, 
Kagran Corp., New York. As head 
of Kagran’s new theatrical divi- 
sion, he will direct the operations 
of the NBC Opera Co. and the NBC 
Television Opera Theater. He con- 
tinues as assistant to Robert W. 
Sarnoff, NBC president. Alan W. 
Livingston recently was named 
president of Kagran (see story on 
Page 46). 


Advertising Age, April 16, 1956 


Weaver, ‘Lassie, 
Como Are Among 
Peabody Winners 


(Continued from Page 3) 

|television must not let itself bog 
down in a pattern of sameness, Mr. 
Weaver urged the 


industry to? 


move forward in the information 7 


and cultural fields. 
The fact that programs in this 
category—such as 


“Richard III” § 


and “The Twisted Cross”—are now | 


reaching vast audiences should be 


of great encouragement to all con- 7 


cerned, he said. 
Mr. Weaver asserted that televi- 


sion has no other choice but to J 


move forward, unless it wants to 
|“end up as a juke box in the corner 
| of the room to keep the kids quiet.” 


® Other awards went to Douglas 
Edwards (several sponsors, CBS) 
for television news; “Producers’ 
Showcase” (Ford and RCA, NBC) 
for “Peter Pan”; Dr. Frank Baxter 
(KNXT, Los Angeles) for his 
treatment of Shakespeare; “Voice 
of Firestone” (ABC); 


dio-tv promotion of international 
understanding; “Biographies in 
Sound” (NBC), radio education, 
and KIRO, Seattle, for local radio 
public service. 

Citations were given to “Omni- 
bus” (produced by Ford Founda- 
tion’s Tv-Radio Workshop on 
CBS) for the Adams family series; 
“Assignment India” (NBC) for 
radio-tv promotion of international 
understanding; KFYO, Lubbock, 
Tex., for radio local public serv- 
ice, and WMT-TV, Cedar Rapids, 
Ia., and KQED, San Francisco, for 
tv local public service. 


ABC Radio Appoints Three 

William Aronson, formerly man- 
ager of the cooperative program 
department of ABC Radio, New 
| York, has been named to the new 
post of director of sales service for 
the network. George Sax, manager 
of program operations, will take 
over Mr. Aronson’s former title 
in addition to the duties in pro- 
| gram operations. At the same time, 
| Peter Wade, previously manager 
‘of sales service, was appointed to 
the new post of director of station 
clearance. 


| 


x 
+ 4 


Quincy © 
Howe (ABC commentator) for ra- | 
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How to turn a brand name 
into a household word 


Have you ever wondered how brand 
names become part of everyday 
language? Examine their case histories 
and you'll find they have a great many 
things in common. 

The product is first-rate. It has been 
advertised consistently. It has been 
advertised to the right people—and to 
enough of them. 

In connection with this last point, 
it is hard to name one that hasn't been 
a heavy advertiser in The Saturday 


Evening Post. The Post’s influence on 
all members of the family is one ex- 
planation of this. Another is the con- 
fidence and devotion with which it is 
read. And still another is the fact that 
Post families set the living—and buy- 
ing—patterns in their communities. 
In any case, the Post has played the 
major part in establishing more brand 
names than any other publication or 
advertising medium. It gets to the 
heart of America. 


NEWSSTAND SALES 
LATEST ABC FIGURES 


THE SATURDAY EVENING POST | 


America reads the Post 


“The scenery is magnificent. The 
climate is superb. Your neighbors are 
movie stars, writers and royalty. And 
thanks to the local smugglers, your 
favorite cigarettes are tax-free. From 
what this article says, Spain's /a Costa 
Brava on the Mediterranean is even 


“Where else could you live it up 
on $2 a day- without sponging ?” 


ED WILHELM, Director of Radio and Television, Maxon, Inc., N. Y., 
previews “The Bargain Coast” from this week's Saturday Evening Post. 


better and cheaper than Majorca. My 
only question is: how long can it stay 
that way, now that the word is out?” 
In all, 9 articles, 4 short stories, 2 serials 
and many special features in the April 
21 issue of The Saturday Evening Post. 
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Agencies Warned: 


Do More Point 


of Purchase or Face New Competition 


New York, April 
advertising agencies inject them- 
selves more actively into the point- 


12—Unless | 


effective use of point of purchase 
advertising materials for clients.” 


of-purchase advertising field) = Max E. Buck, director of adver- 
“there is a growing feeling that the | tising and merchandising for Na- 
vacuum in this field will have to|tional Broadcasting Co. owned- 
be filled by some other type of| stations division, told the forum 


ga Peay eet ee Pai 
m5 oe Pus rth yee 4 ee totes: 


service organization,” E. F. 
Schmidt, sales promotion manager 
of Blatz Brewing Co., told the 
Point-of-Purchase Advertising In- 
stitute here this week. 

Speaking as a panel member at 
the merchandising forum, Mr. 
Schmidt stressed that the situation 
of the national advertiser is not 
being served under current condi- 
tions. 

If an advertiser “has $1,000,000 
to spend on consumer advertising, 
he goes to his advertising agency,” 
Mr. Schmidt said, “‘and asks, in ef- 
fect, how he should spend his mon- 
ey to get the greatest sales benefit. 


® “The agency is not wed to any 
particular medium and has no fi- 
nancial interest in channeling the 
advertiser’s money into one me- 
dium rather than several. To the 
best of its ability it recommends 
not only where he should spend his 
money and how he should spend 
the money, but it also creates the 
message that the advertiser should 
deliver to the consumer. 

“On the other hand,” Mr. 
Schmidt said, “the advertiser who 
has money to spend on point of 
purchase advertising is virtually 
without unbiased advice. If he 
turns to a lithographer for creative 
help, the lithographer, with presses 
to keep running, obviously is going 
to recommend that the major por- 
tion of the advertiser’s budget be 
spent on litho displays. 


= “True, there are a few creative 
brokers,” Mr. Schmidt conceded, 
“and even a few organizations 
which might be called merchan- 
dising agencies, but their position 
in relation to the advertiser is that 
of a supplier. They are forced to 
compete with one another, order 
for order, at great expense to the 
advertiser. More important, they 
are usually doing business with as 
many of the advertiser’s compe- 
titors as they possibly can. 

“It is my personal belief,” Mr. 
Schmidt said, “that the advertising 
agency has not wanted to be in the 
point of purchase picture. For one 
thing, the majority of advertising 
agencies exchange dollars when it 
comes to the mechanics of adver- 
tising, despite a 15% mark-up on 
production. They usually make 
their money on media commissions. 
An agency head might very well 
take a dim view of an advertising 
medium in which virtually all of 
the money is expended for produc- 
tion. Having been forced over the 
past 25 years to add more and more 
for services, the advertising agency 
nets as little as 3% profit today, 
and does not need a new way to 
lose money. 


® “However,” Mr. Schmidt contin- 
ued, “if advertising agencies today 
recognize the value of point of 
purchase advertising and wish to 
assume their proper responsibility 
in this field, it will be necessary 
for them to do the following: 

“1. Train or hire creative per- 
sonnel capable of working and 
thinking in three dimensions. 

“2. Set up a method of compen- 
sation which will permit them to 
make a reasonable profit on point 
of purchase advertising. 

“3. Include point of purchase ad- 
vertising plans as an integral part 
of all their advertising proposals. 

“4. Assume responsibility for the 
supervision of production of point 
of purchase advertising materials. 

“5. Undertake research in the 


isigen 


that most point of purchase display 
material is “one-dimensional, lacks 
the human touch and needs the 
voices and personalities of radio 
and tv stars to become effective. 
“Fm radio, closed-circuit radio, 
closed-circuit tv, kines, tape and 
records are all available,” he said, 


“to bring the voices of the stars and | 


their personal persuasiveness to 
the retail selling floor.” 


s This year’s Popai meeting had a 
registered attendance of more than 
10,000. There were 107 suppliers 
exhibiting, in addition to 11 nation- 
al advertisers. These included: 
Philip Morris & Co. with Philip 
Morris and Marlboro cigarets, 
General Electric with displays of 
tv receivers and roll-around vacu- 
um cleaners, Seagram-Distillers 
Co. with Golden Gin, Johnson & 
Johnson with Band-Aid, Texas Co. 
with Sky Chief gasoline, Pepsi- 
Cola, Benjamin Moore paints, 
RCA Victor with unbreakable 
portable radios, American Meat 
Institute, and General Foods Corp. 
with three new Jell-O flavors. 


= Stanley L. Wessel, president of 
Stanley Wessel & Co., Chicago, was 
elected president of the institute 
for the ensuing year. He succeeds 
Donald S. Hutchinson, vp of Lutz 
& Sheinkman, who became board 
chairman. 

Other officers include: ist vp, 
Car] Bergmann, Palmer Associates; 
treasurer, Harry Fenster, I. Fen- 
ster & Sons; executive director and 
secretary, Norton B. Jackson. 


Marketing a New 
Product Costs About 
$1,000,000: Forrest 


Cuicaco, April 10—The market- 
ing expense in launching a new 
grocery product nationally today 
would almost never be less than 
$1,000,000, W. R. Forrest of Foote, 
Cone & Belding, said yesterday. 

In a talk before members of the 
U. S. Wholesale Grocers’ Assn., 
Mr. Forrest said that marketing 
expenses could run to $10,000,000 
or $20,000,000 and take three to 
ten years to recover. 

Mr. Forrest assured his audi- 
ence that only three or four of 
every 100 new products “hatched” 
ever reach the point of actual pre- 
sentation at the wholesale level. 


s Donald W. White, president of 
Don White Inc., national grocery 
merchandising company, cited a 
study by the National Canners 
Assn. which disclosed that canned 
foods have the lowest retail han- 
dling costs of any category. The 
7,009 retail grocers who partici- 
pated in the study also said that 
canned foods account for 18% of 
their total net profit dollars—an 
amount exceeded only by meat 
and produce. 


s “Canned foods handling in re- 
cent years has posed the paradox 
of big opportunities for extra net 
profits—and not just misleading 
big gross profit margins that can 
be gobbled up by high handling 
costs—but getting less space, at- 
tention or promotion than some of 
the more recent so-called ‘glamor’ 
products that have handling costs 
so high that they have to be part- 
ly absorbed by canned foods in 
order to survive,” Mr. White said. 


| 


WATER BABY—This is one of six 
swimsuit pages scheduled for May 
issues of fashion magazines by 
U. S. Rubber Co. to promote its 
Laster yarn. It will appear in 
Charm, Fletcher D. Richards Inc., 
New York, is the agency. 


FTC Is Looking 
Into Trading 
Stamps Hassle 


Wasaincron, April 12—The Fed- 
eral Trade Commission is elbowing 
its way into the squabble over re- 
tail trading stamps and is currently 
investigating the operations of a 
number of firms that supply or use 
stamps. 

While the fact that the investiga- 
tion is under way has been con-| 
firmed by the FTC’s chief investi- 
gator, Harry Babcock, there is no! 
indication what the FTC has in| 
mind, or which side it intends to 
champion. 

The FTC’s investigation came to 
light after weeks of mounting agi- 
tation among retailers over the op- 
erations of stamp plans. In some 
communities there have been re- 
ports that retailers have banded to- 
gether to fight stamp plans on the 
ground that they represent a form 
of price war. 

There have also been reports 
that the FTC is receiving com- 
plaints from some retailers who 
say the exclusive dealing contracts 
between their competitors and 
stamp suppliers have placed them 
at a competitive disadvantage. 


® In some markets retailers have 
contended that stamp plans repre- 
sent an evasion of fair trade laws, 
particularly in the} 20 states that 
currently have antf-Stamp legisla- 
tion on their statutP*books. 

In Philadelphia a few weeks ago 
an association of retail druggists 
filed suit charging that two big 
food chains violated fair trade con- 
tracts by giving away food stamps 
with fair traded drag items. 

Because of the KTC’s reluctance 
to discuss investigations, a number 
of confusing reports have been cir- 
culated. Among them was a report 
that FTC officials believe retailers 
have a right to boycott the stamp 
plans. 


8 In an effort to stop this report, 
top officials issued a warning that | 
any effort by retailers to band to-| 
gether to oppose the introduction | 
of stamp plans in their community 
would violate the anti-trust laws) 
unless there is a finding that the 
stamp plans themselves represent 
an illegal operation. 


In addition to the complaints | turers of color tv receivers are | 


Advertising Age, April 16, 1956 


NBC ‘All-Color’ Television Station 
Fanfare Excites Few Set Makers 


Curcaco, April 12—Starting Sun-| ola dealers. Motorola is not in pro- 
day, WNBQ, television outlet for | duction on color tv now but plans 
NBC, will become the first all-| to announce a new line in June. 
color station in the world. | Admiral not only won’t adver- 


To the viewer, this means 40 
hours of color television program- 
ming each week—32 hours of 
locally originated shows and eight 
hours of network shows. Addition- 
al network shows, of course, are 
still in black and white. To the ad- 


| tise or promote color, but its pres- 
ident, Ross D. Siragusa, still main- 
tains the price of color tv is too 
high and won’t come down sub- 
| stantially until 1957 or even 1958. 
| Admiral introduced a color set last 
year but is not in production now. 


vertiser, the sharply increased | Raytheon, like RCA, is current- 
schedule of colorcasting means aj/ly producing a color set and is 
compulsion to use color commer-| working hard to get Chicago re- 
cials on all local shows even|tailers to display and demonstrate 
though most of the audience will/it on their sales floors. The com- 
see them in black & white. pany supplied dealers with post- 
As far as NBC goes, launching | cards to send to selected prospects, 
of the all-color station means the | inviting them to come to show- 
realization of phase one of its| rooms and see sets in actual oper- 
eventual switch to color all over/ation. The cards also offer free 
the country. In January, 1954, right | home demonstrations. 
after the FCC approved compatible! A Volkswagen, painted in four 
standards for commercial color | colors with side panels showing the 
broadcasting, NBC opened its “in- | Raytheon color set, will scoot 
troductory year” with a colorcast| through the city delivering sets for 
of the Tournament of Roses. Color|free home trial. All advertising 
spectaculars followed and, in the) will be through dealers on a coop- 


fall of 1955, the network an- 
nounced its decision to convert 
WNBQ to all-color operation. 


® But manufacturers of color tele-_ 


vision sets, who might be expected 
to view the constant colorcasts as 


a promotional windfall, generally | 
are failing to show any appreciable | 


excitement over the event. 
Retailers of television sets are 


j}most active, with many of them | 


running special newspaper ads, 
sending direct mail, showing color 
sets in operation in their windows 
and on their sales floors. 

Polk Brothers, giant appliance 
chain, will break a full-page ad 
Sunday, April 15 headlined, “Until 
you've read this page, please don’t 


|buy color television.” Copy then 


explains that Polk handles eight 
brands produced by nationally 
known firms and invites inspection 
of them all. 


A follow-up ad on Monday of-| 


fers a $400 trade-in allowance for 
any old receiver, 
condition or size, on a CBS-Colum- 
bia console color set. Cash differ- 


ence is $495 and the offer is limited | 


to the first 500 takers. 

Probably the first retailer to of- 
fer color tv on a rental basis, Polk 
charges $5 per week with a guar- 
antee of 52 weeks for a Hallicraft- 
ers console “if it is to be displayed 
in a public place such as a country 
club.” 


® A special closed circuit coloreast 
sponsored by NBC will run from 
April 16 through April 20 and will 
be beamed to 20 large retailers, 
commercial buildings and hotels in 
Chicago’s Loop and other parts of 
the city. The programming will of- 
fer 14 hours of wnbroken color 
from 9 a.m. to 11 p’m. and will be 
seen on sets especidlly displayed in 
prominent places. INBC will feed 
color film to replade black & white 
network shows normally seen. — 
While an NBC airplane sky- 
writes in three colors over the city, 
two more planes hired by Polk 


Brothers will bear fluttering ban- 


ners with “Thank you NBC” mes- 
sages heavenward. 

The week of April 15 was pro- 
claimed “color television week in 
the city of Chicago” by the mayor. 
Coincidentally, the National Assn. 
of Radio & Television Broadcasters 
meets here this week for its 34th 
annual convention. 


regardless of | 


‘erative basis. 
|: Perhaps the biggest news is 
| Sears’ introduction of a 21” console, 
color receiver. Offered at $595 for 
mahogany finish and $605 for 
limed oak, the Sears set is priced 
$100 under its nearest competitor. 
The set is sold with a $90, one-year 
| service contract. 
Sears’ set is made by Warwick, 
the Chicago electronics company 
| which supplies Sears with Silver- 
tone black and white receivers. 
The Sears set will be offered 
only in the 22 retail stores in 
greater Chicago. As color program- 
|ming increases throughout the 
country, Sears will broaden its 
|distribution market by market. 


® A collateral merchandising pro- 
gram is sponsored by Owens-Corn- 
ing Fiberglas Corp. The company’s 
'\“Color Cavalcade” is a $250,000 
promotion used to dramatize the 
rapidly growing impact of color on 
consumer products and home fur- 
| nishings. 

For eight days starting April 16, 
shoppers at Carson Pirie Scott & 
Co., Loop department store, will 
see special colorcasts of fashion 
shows, merchandise displays and 
guest celebrity appearances. Twen- 
ty color sets will be placed through 
the store in key traffic areas. 

Owens-Corning says it will take 
the Color Cavalcade to department 
stores in 28 other cities after its 
Chicago run, with DuMont and 
RCA providing the technical per- 
sonnel and know-how to stage it. 

NBC, Chicago, says it will spend 
some $156,000 on advertising and 
|promotion between March 19 and 
April 20 to launch color television. 
| About $90,000 is represented by ra- 
|dio and ty spot announcements. 
The remainder is committed to 
newspaper ads, trade paper ads, 
promotion stunts and publicity. 


COLOR EQUIPMENT 
‘BOUGHT BY WGN-TV 
Cuicaco, April ar | 
vision equipment, includ 
complete projection syste 
been purchased by WGN- 
experimental purposes. 
The equipment was bought from 
RCA and will be on display at the 
RCA exhibit in the Conrad Hilton 
|Hotel during the National Assn. 
‘of Radio & Television Broadcasters 
| convention. It will be delivered to 
|WGN-TV’s transmitter room in 


tele- 
goa 
, has 
for 


i‘. Only a few of the 10 manufac-| the Prudential Bldg. by April 21. 


J. Howard Wood, WGN-TV 


which have reached the FTC from |running tie-in advertising in the President, said live and film pro- 


retailers it has been learned from | 


Chicago newspapers. On Sunday, | 


grams will be telecast only for 


a reliable source that there have} April 15, Motorola will run ads in| €xperimental engineering purpos- 
also been other types of complaints|the Tribune and American con-|¢s- None of the programs will be 
relayed to the FTC from the Senate | gratulating WNBQ. Tear sheets|available for commercial use at 
and reprints will be sent to Motor-! present. 


small business committee. 
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TV GUIDE CIRCULATION IS NOW 
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In 1955, there were only nine magazines with 
circulations of more than 4,000,000. 


In 1956, there are ten. 


LOCAL PROGRAM LISTINGS 
oe Weex OF APRIL 14-20 


Culminating a circulation trend covering almost 
three years of steady gain, TV GUIDE averaged 
4,020,000 in the first three months of 1956. 


TV GUIDE’s rise to circulation heights is a story 
unmatched in the history of magazine publishing. 
Issue after issue it has found new readers, and kept 
them. Starting in April 1953 with a circulation of 
only 1,500,000, it had 2,000,000 before the end of 
that year. In the first quarter of 1955 it had its 
third million. And now, one year later, its fourth. 


Within three years, TY GUIDE has made its mark 
with the magazine reading public. The best 

demonstration of TV GUIDE’s power with the public 
is its domination of the newsstand sale picture. 


Every week, single copy magazine outlets sell more 
copies of TV GUIDE than of Life, Saturday Evening 
Post, Time, and Newsweek combined. 


America’s Television Magazine 


National Advertising Office Advertising Offices in 28 Cities Including: 


400 N. Broad St. NEW YORK CHICAGO DETROIT 
Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 76 W. Adams Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 WOodward 2-5115 
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This is a merchant’s-eye view of Williamsport, 
Pa. Nice town. . . busy, progressive and the hub 
of a big and growing market-place. 


Pictured above is part of the city and part of 
its trading area. The businessmen of Williamsport 
would never permit anyone to drive a wedge 
between Williamsport and its trading area which 
stretches out over three counties. It is all one 
inseparable market of 147,900 people — 43,900 
families. Cash registers in this trading area rang 
up $144,084,000 in retail sales in 1955. 


The men who handle this market for you know 
that the people who work and live throughout 
this entire trading area depend on one another. 
Many share identical interests, worship in the 
same churches, cheer at the same ball games, buy 
from the same merchants. 


Who handies this market for you ? 


Perhaps there’s one thing more they'd like to 
add to their knowledge of their sales territory. 
Perhaps they would like to know how big our 
business is in their territory. So numerous are 
countryside families in the Williamsport trading 
area that our Countryside Unit gets into more 
Williamsport trading area homes than any of 
the seven other popular magazines listed below. 
Here’s the latest box score. 


Williamsport Trading Area Circulation Figures 


Countryside Unt. ......2.2.. 768 
me. «.s «ene sd eS 20! 
aL >. 0-4 + eee ee we 8 ee 
Better Homes & Gardens . . . . . 4,054 
Ladies’ Home Journal .. . . . 4,016 
Good Housekeeping .... . . . 3,600 
ee er 
American Home. ....... . . 3,003 
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North, East, 


Throughout the United States there are 
thousands of trade-center towns like 
Williamsport. Some smaller, some larger... 
all are made prosperous by the countryside 
trading areas which surround them. 


This is the big half of the American mar- 
ket—bigger than all the metropolitan centers, 
bigger than the suburban market. There are 
millions of families here with billions of dol- 
lars to spend. 


The Countryside Unit is the one and only 
medium edited and published just for coun- 
tryside families. Now more than 5,000,000 
countryside families buy and read the Unit. 
It serves and sells Countryside America as 
nothing else can. It’s the biggest thing in 
the countryside! 


Today, more than 250 advertisers, large 
and small, are successfully selling the entire 


Subscribed to and read by more than 5 million families 


South, West...It's The Same Story 


countryside market through our Countryside 
Unit...it’s so profitable in the countryside. 


Four Regional Editions. 


The Countryside Unit is now published in 
four regional editions, Central, Eastern, 
Southern and Western. 


e When advertisers want national cover- 
age with one message, they buy all four 
editions. 


¢ Those advertisers who wish to feature 
different products, or the same products 
in different seasons or in different areas 
may buy any one or any combination 
of the four editions. 


e And advertisers who do not sell nation- 
ally may now profit through the power 
and economy of the Countryside Unit re- 
gionally—where they sell—without waste. 


THE COUNTRYSIDE UNIT — 


Published monthly by FARM JOURNAL, Inc., Phila., Pa. 


Graham Patterson, Publisher 


Richard J. Babcock, President 
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Another Pioneer Leaves the Picture 


The forthcoming dissolution of the agency founded by Milton 
Biow should not be allowed to go unnoticed in the advertising busi- 
ness. In its special way, it marks another nail driven into the coffin 
of the irrepressible entrepreneur in the advertising agency business; 
and that is cause for serious contemplation, if not for a tinge of sad- 
ness. 

Few people in advertising will feel that the dissolution of the 
agency is anybody’s fault but Milton Biow’s. The difficulties of the 
past two or three years—and particularly those of the past three or 
four months—miust be placed at his personal doorstep, just as the 
tremendous success he achieved in building a $50,000,000 agency from 
scratch, must be credited to him. Whatever else Milt Biow may have 
been, he certainly was no passive character, buffeted by winds cre- 
ated by others. He made the wind blow his way most of the time. 

Many advertising people believe Milton Biow was, in many re- 
spects, one of the latter-day pioneers of the advertising agency field. 
While there were others before him who were devotees of the “hard 
sell,” few agencies have a better claim to fame as exponents of what 
might be called the merchandising schooi of advertising—that school 
which integrated advertising into a selling and merchandising opera- 
tion up to the hilt. 

Biow turned out impressive advertising, but no one would ever 
have had the nerve to accuse him of turning out advertising for ad- 
vertising’s sake. It was designed, clearly and unmistakably, to tie 
up with a merchandising and selling operation; if it won creative 
advertising awards—that was incidental. What it was supposed to do 
was ring cash registers—and it did. 

Milton Biow himself was an impatient dynamo, an individualist, 
and—perhaps most significantly—a man who probably would have 
been pleased to be called a merchandising man or a salesman, rather 
than an advertising man. 

He used research and the tools of the trade, but basically he must 
have thought of himself as a man whose function it was to move 
merchandise—as much merchandise, as directly and as simply and 
as surely as possible. 

In some circles, this simple desire to ring cash registers is begin- 
ning to be considered old-fashioned; and Mr. Biow himself has had 
perfect evidence in the past few months that this ability does not 
necessarily keep a client happy. But it is still the guts of the adver- 
tising business. 


Some Thoughts on Media 


Ernest Jones, president of MacManus, John & Adams, made a 
speech a couple of weeks ago in which he voiced some doubts about 
television’s place as the “prime” medium in selling big-ticket items, 
such as automobiles. We wouldn’t have exactly cheered the speech 
if we were in television, but it sounded to us like the legitimate ex- 
pression of an opinion. 

From the reaction of certain tv spokesmen, however, one would 
gather that Mr. Jones had knifed the industry in the back; that his 
own agency’s use of television had been completely inept, and that 
Mr. Jones and his colleagues were clearly dopes of the first water. 

Is this the way to make sales, and friends, for tv—by jumping 
down the throat of anyone who dares to utter a word of caution or 
criticism or reasonable doubt? 

The tendency for all media to do this sort of thing has struck us fre- 
quently in the past; and always we have wondered what the point is 
supposed to be. 

We do not mean to imply that any medium should take criticism 
lying down, or be quiet under unfair attack. But we do mean that 
buyers should be granted the obvious right to think for themselves, to 
doubt, to express their opinions publicly, without getting tagged as 
disciples of Judas. 


| 


—Otte Bremers Jr., 


Loomis Advertising Co., St. Louis. 
. said he was going to make some cold calls today—in air con- 
ditioned offices, I guess.” 


What They're Saying 


More Goods Produced— 
More Distributing to Do 

We believe it is illogical to com- 
plain that distribution costs have 
not been reduced drastically. When 


producing goods, there are more 
goods available. The reduced cost 


tributed. There is a lot more dis-| 
tributing to be done now than 


there used to be! 
—“Baker’s Dozen,” newsletter pub- 
lished by Lynn Baker Inc., New York. 


For good or ill, we are in the 
midst of a distribution revolution. 

Industrial technology has raised 
productivity of the average worker 
far above the level required for 
mere subsistence. And advertising 
has provided industry with the 
means to create consumer demand 
for its new or improved products. 
The result of these two develop- 
ments has been a flood of goods 
and services which has put in- 
creasing pressures on our nation’s 
distribution system. 
Just as the wiring system of a 
35-year-old house is inadequate to 
carry the load of the average fam- 
ily’s electrical appliances today, so 
our distribution system has become 
a bottleneck which, unless it is 
broken, may seriously restrict the 
future growth of our economy. 

—Charles W. Smith, McKinsey & Co., 


speaking before the Kansas City chap- 
ter, American Marketing Assn. 


You Seldom See a Sponsor 
The reasons a company head | 
seldom appears in a commercial | 
are, of course, not obscure. Like all} 
of us who are not professionally 
trained in tv and radio presenta- 
tion techniques, he suspects that 


he will not be able to convey to the 
viewer the faith he feels in the 
product. The other side of the pic- 
ture is the fear of the writer or 
producer that the business man, in 
his desire to “be himself,”’ will in- 
sist on copy that sounds like a 
speech and will oppose any effi- 
cient use of the medium as being 
“too gimmicky.” 

Both these attitudes—the adver- 
tiser’s and his agent’s—are under- 


standable enough. Yet there are 
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technology reduces the unit cost of | 


he will not sound natural and that! 


|frequent occasions where, if the 


two-way mental block can be sur- 
mounted, the possibility exists of 
making a strong impression. For 
the manufacturer has in himself to 
an exceptional degree certain of the 
main qualities that carry con- 
viction: enthusiasm regarding the 


of production would benefit no-| Product, belief in its quality, know- 
body unless the goods were dis-| ledge of how it is made and what 


it can do. 
—Bulletin published by Schwerin Re- 
search Corp., New York. 


The Human Element 

Few businesses exist where the 
human factor plays as vital a part 
as it does in retailing. Merchants 
employ people to serve people. 
Employe attitudes have an immed- 
iate effect upon sales. In every 
store, a large percentage of the 
employes come in contact with 
customers. They, and not the ex- 
ecutives, are immediately respon- 
sible for selling the store through 
its merchandise and service. They 
either build or destroy good will. 
Their attitudes toward their em- 
ployers are continually communi- 
cated to the store’s customer. Un- 
less a store has a carefully select- 
ed, well-trained and reasonably 
happy staff, it will have difficulty 
in making its figures. 


—J. Gordon Dakins, executive vp and 
treasurer, National Retail Dry Goods 
Assn., speaking at the annual Wind- 
sor Daily Star night, Advertising and 
Sales Club of Windsor, Ont. 


Bold Move 

In the boldest public relations 
move seen in Southern California 
in many years, one of the West 
‘Coast's largest outdoor advertisers, 
Forest Lawn Memorial-Park in 
Glendale, has replaced its “hard 
sell message” outdoor billboards 
with ones devoted to a religious 
theme in honor of Easter week. .. 


—Release from Forest Lawn Memor- 
ial-Park, Glendale. 


Possibility 

Too many companies complain 
that they can’t find good office 
workers—or that “those flighty 


| young girls” won't stick at a job 


once they’re hired. Perhaps the em- 
ploye relations are flightier than 
the girls. 


—PRB Newsletter, published by the 
Public Relations Board, Chicago. 
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Rough Proofs | 


The Library of Congress now 
has a microfilm record of all 
Sears, Roebuck catalogs to ’way 
back when. 

This will enable students of 
Americana to pinpoint the demise 
of the celluloid collar and the 
mustache cup. 


Westbrook Pegler says he doesn’t 
understand why advertisers pre- 
tend that the only people who buy 
their products are young and 
pretty. 

The idea is to give the customers 
a hint of their possibilities. 


Arthur Godfrey tells the male 
members of his audience, “If you 
don’t use something, you should.” 

The “he-man” aroma is better 
Banned. 

. 


Ernest Jones must be convinced 
by now that any aspersions on tv 
as an advertising medium should 
be presented by a speaker with 
his guard up. 

* 


“Consumer credit is key sales 
tool,” headlines the world’s great- 
est advertising journal. 

Pandora had a key, too, and 
look what she let out of her box. 


Wonder if Alfred P. Sloan Jr., 
retiring from General Motors at 
81, remembers when he was a 
white collar man running Hyatt 
Roller Bearing and a young fel- 


\low named Henry Ewald was his 


advertising man. 
* 


“Another ambitious tyrant, 
Richard III, enjoyed an equally 
astonishing post mortem success on 
NBC.” 

Courtesy of William Shakes- 
peare and Sir Laurence Olivier. 


“Get to know agency creative 
personnel, Brower urges reps.” 

That’s right—they may not be 
able to give you the order, but so 
easily can kiss you off the list. 


Radio Advertising Bureau points 
out that there are 625 towns in 
the U. S. without daily papers but 
with their own radio stations. 

Here’s the chance a lot of am- 
bitious admen who want to start 
their own papers have been look- 
ing for. 


The movies are planning to pour 
a little more oil on the segregation 
fire by filming “Island in the 
Sun,” with seductive Dorothy 
Dandridge in a key role. 


Automotive linage in newspa- 
pers, Rusty Barnes’ Bureau of Ad- 
vertising points out, increased 40% 
for the first two months of 1956. 
Car sales went down by about the 
same amount, but of course that 
wasn’t the reason. 


George Abrams says Revlon’s 
sensational new products would 
have succeeded without “The $64,- 
000 Question.” 

Hal March isn’t going to like 
that. 

Copy Cus. 
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Advertising Linage is the Final Measure 
of a Newspaper’s Sales Power 


How do 
{ general 


advertisers 


rank 
Philadelphia 
hewspapers ? 


First in National Advertising 


First in Retail Advertising 


First in Classified Advertising 
First in TOTAL Advertising 


Linage Source: Media Records 


Adonai» Bite aes ate See 


TOTAL GENERAL ADVERTISING 
1955 


INQUIRER : | BULLETIN 
5,937,000 lines | 5,236,000 lines 


In 1955, The Inquirer published the largest volume of general 
advertising ever carried by any newspaper in the history of 
Philadelphia— 5,937,000 lines . . . a gain of 340,000 lines over 
1954; a leadership of 700,000 lines over the second newspaper. 


1955 marked the 7th consecutive year that general advertisers 
have made The Inquirer their first choice for sales in Delaware 
Valley, U.S.A. 


Che Philadelphia Bnguirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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Groups Ask Admen 
to Drop References 
to Liquor on Air 


WasHINcTon, April 10—Adver- 
tisers are being asked by an organ- 
ization located here te voluntarily 
eliminate reference to liquor from 
their radio and tv shows. 

The request is being made by the 
National Television & Radio Ad- 
visory Assn., 715 8th St., N.W. It 
is located in a building owned by 
the Calvary Baptist Church. 

Jesse L. Ward, president of the 
group, said his organization is not 
advocating legislation to deal with 
the problem of alcoholic beverage 
advertising. 


mw “We are relying purely on per- 
suasion appealing to the advertis- 
ers. We do not believe children 
should be encouraged to feel 
drinking is a normal part of life,” 
he explained. 

He said the group is four or five 


D heads are 
better than ¥ 


- 


ABSOLUTE RATING 
LEADERSHIP IN EVERY 
AUDIENCE SURVEY— 


@ 52.8% Share of Audience 


® 14out of Top 15 Weekly Shows. 


@ 9 of Top 10 Monday-thru-Friday 
Shows. 


KOIN-TV 
CHANNEL 6 


Portland, 


Represented Nationally by 
CBS Television Spot Seles 
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years old, and that it includes;CBS-TV Advances Saxe | Falknor will serve as a consultant| Guttenberg Joins Schenley 
among its members many individ-| Edward L. Saxe, vp and assist- to CBS-TV after his retirement.) Edgar E. Guttenberg, who re- 
uals who have had experience with | ant to the president of CBS Tele-|CBS-TV also has appointed | signed recently as vp and adver- 
drink. He estimated the group has/| vision, New York, has been named | Jacques Sammes, formerly pro-| tising director of Calvert Distillers 
several hundred members, many’ vp in charge of operations for the motion copywriter of the Radio|Corp. (AA, Feb. 13), has joined 
of them located outside of Wash-| network, succeeding Frank Falk-| Advertising Bureau, to its ad and| Schenley Distillers Co. as assistant 
ington. nor, who will retire May 7. Mr.|sales promotion department. advertising director. 


JOHN L. McCAFFREY TELLS WHY INTERN 
HARVESTER CHOSE LOUISVILLE AS THE’ 
THE LARGEST FARM TRACTOR PLANT IN 


“Several years before coming to Louisville, our company had wanted a large plant 
to build three of our tractor models. After considering other sites, we chose 
Louisville in 1946 because, among other things, the city offered very favorable 
transportation, distribution and manufacturing facilities. The $60,000,000 investment 
our shareowners have made in Louisville Works indicates our company’s faith in 

the city’s future. It is our largest single investment in a manufacturing plant. 

The many industries that have moved to Louisville since 1946 more than attest 

to Louisville’s many advantages and encouraging future.” 


The B. F. Goodrich Chemical Company employs about 
850 skilled workers in its Louisville plant—one of the 
largest of its kind in the country. The plant produces 
a resin trade-named “Geon’’, which is used by other 
processors in the manufacture of insulating material, 
film and sheeting material for shower curtains, uphol- 
stery material, etc. In addition to “Geon”, the Good- 
rich plant produces a type of synthetic rubber used as 
a gasket material and in the production of certain 
kinds of paper. 


International Harvester Louisville Works is situated 
on a 132-acre tract and has 1,800,000 square feet of 
floor space. The firm currently employs about 3,800 
with an average weekly payroll of approximately 
$334,000. The huge plant has a capacity to build 
Farmall tractors at the rate of one a minute. Over half 
a million have been built since production began in 
1947. The plant also has a modern foundry which can 
produce a thousand tons of iron a day. 


GbE LOUISVILLE 402 all ith worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Che Conrier-Zournal - THE LOvISVILLE TIMES 


381,468 Daily Combination © 314,966 Sunday ¢* Represented Nationally by The Branham Company 
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Maguire Named Ad VP Rolls Razor to Hickerson 
Thomas F. Maguire has been Rolls Razor Inc., New York, has 
appointed vp in charge of advertis- | moved its account from Anderson 
ing by Financial World, New York. & Cairns to J. M. Hickerson Inc. 
He succeeds Weston Smith, who) A campaign in national magazines 
resigned recently to open his own | will be prepared for the compa- 
consultative service. ny’s new Viscount model. 


\Cook’s Wines to Kleppner 

Schenley Import Co., New York, | 
has appointed Kleppner Co. to 
handle advertising of Cook’s| 
|'wines and champagnes. The line 
|was formerly handled by Norman, 
Craig & Kummel. 


| 


| 
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Movie ‘Alexander’ 
Gets ‘the Great’ Ad 
Push ($1,150,000) 


New York, April 10—“Alexand- 
|er the Great” is getting the biggest 
advertising push ever accorded a 
movie released by United Artists 
Corp. 

Some $1,150,000 is being spent 
through Monroe Greenthal Co. to 
build a boxoffice for the Cinema- 
Scope, Technicolor production, 
which stars Richard Burton, Fred- 
ric March, Claire Bloom and Dan- 
ielle Darrieux. 

A major innovation calls for the 
movie’s opening in nearly 50 key 
cities to be heralded with newspa- 
per spreads. This phase of the 
campaign, which will cost $250,- 
000, already has started in several 
cities. 


= Color pages for the Robert Ros- 
sen presentation will appear in 
Good Housekeping, Harper’s Mag- 
azine, Life, Look, Parents’ Maga- 
zine and The Saturday Evening 
Post. Color pages also will run in 
Family Weekly, This Week Mag- 
azine and Pictorial Review. 

The intensified local campaign 
will include co-op newspaper, ra- 
dio and tv advertising with thea- 
ters. In addition to tv spots and 
participations, there is a 15-min- 
ute film telling the story of how 
“Alexander the Great” was made. 


SES OSS VSS VINES we eee + = 


INTERNATIONAL—Canada Dry vodka, 


“America’s finest” (it’s a small 
world), is being introduced this 
month in New York by Canada Dry 
Distillers Inc., Hudson, N. Y. A na- 
tional campaign will start in May. 
J. M. Mathes Inc. is the agency. 


Ad Council § Seeks 
20% More Public 
Service Ad Volume 


WasuinecrTon, April 10—Louis N. 
Brockway, board chairman of the 
Advertising Council, last week an- 
nounced that the council is seeking 


\ This will be presented on some tv , 
A stations. to increase the volume of adver- 
N“ tising devoted to public service by 
20%. 
; C. A. Snyder Appointed In a talk at the 12th annual 
_C. A. (Fritz) Snyder has re-|washington conference of the 
JOHN L. McCAFFREY signed as vp in charge of advertis- | council, Mr. Brockway said that 
President mde et a “1 ee, the free space and time . made 
ve stait of George F’. Hollingbery | available through the council hits 
INTERNATIONAL Co., New York, radio-tv station prtenang tt rey penton 


HARVESTER CO. 


representative. Mr. Snyder, whose 
background includes network, 
agency and advertiser posts, will 
be director of the sales develop- 
ment, research and promotion de- 
partments at Hollingbery. Televi- 


sion has not appointed a replace- | 


about $125,000,000 worth annually, 
but it is not enough. He urged 
| members to cooperate with the 
| council on its projects. ‘ 
The council’s biggest project this 
year is to persuade qualified 
|Americans to register and vote, Mr. 
Brockway said. Other campaigns 


i; ment yet. the council would like to assist in 
i! promoting, he said, are a wider 
if Stalcup Names Don Diebel understanding of NATO, a mental 


Stalcup Inc., Kansas City, Mo., 
outdoor advertising company, has 
appointed Don Diebel special as- 
sistant to the president, Howard J. 
Stalcup, effective April 15. Mr. 
Diebel formerly was with General 
Outdoor Advertising Co., most re- 
cently in charge of public relations 
in the New York area. 


health program and helping young 
men better understand their ob- 
ligation to serve in the armed 
forces. 

Mr. Brockway disclosed that the 
council received more than 100 
requests for help on important 
projects in 1955. Most of these had 
to be denied major help, he said. 


newspaper 


when time is important—get 


mafts from 
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Philip Morris recently built one of the world’s largest cigar- 
ette plants in Louisville as a part of its $10,000,000 expansion 
program. The new 116,000 square-foot factory represents the 
most important plant investment of the company. Today 
Louisville is one of the largest cigarette manufacturing centers 
in the world, with four of the six largest companies operating 
plants here. Other cigarette manufacturers in Louisville in- 
clude Brown & Williamson, American Tobacco and P. Lorillard. 
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New life 


for 


tired sales! 


CHILD POPULATION of AMERICA (Analysis 
of Toy Buying Power) 


MARKETING and MERCHANDISING of TOYS, 
complete 98-page booklet 

GUIDE TO BUYING TIME in department 
stores, wholesalers, chains 

List of more than 400 FACTORY 
REPRESENTATIVES 

Complete direct mail service to all impor- 
tant toy outlets 

ANNUAL BUYERS’ GUIDE—more than 572 
pages 


Nete: available enly to manufacturers 
and their egencies 


TOYS and NOVELTIES 


a HAIRE publication 
1405 Merchandise Mart, Chicago 54, Illinois 


WRITE FOR 
FURTHER 
INFORMATION 


New York, Boston, Pittsburgh, St. Louis, Los Angeles 
Daas, Atlanta, Kansas City 


Lewin, Williams Adds One 


Lily of France Inc., New York, 
|has appointed Lewin, Williams & 
Saylor to handle expanded adver- 
tising for Enhance girdles, Lily of 
|France brassieres and Christian 
Dior brassieres and foundation 
garments produced by Lily of 
|France under a licensee agree- 
py Sterling Advertising Agen- 
cy formerly handled the account. 


Maher Joins Owens-Corning 

| Donald L. Maher has been ap-| 
pointed director of publicity of) 
| Owens-Corning Fiberglas Corp.,| 
| Toledo. He formerly was associate 
manager of press relations of Gen- 
‘eral Foods Corp. 


Bell Bakeries to Caples 

Caples Co., New York, has been 
/appointed to handle advertising for 
Dandee bread and other bakery 
products of Bell Bakeries, Jamaica, 
N. Y. Friend-Reiss Advertising is 
the previous agency. 


106 Miles from Memphis 


~CARUTHERSVILLE, 


: MISSOURI . 


* 1950 Census 
ee ape rrenpomest Survey of Buying Power 


s** AB 


Number of Families 
$6,396,912** 


Effective Buying Income 


Retail Sales in Five 
Classifications 


FAMILY COVERAGE 
Combined Daily Circulation 


44.5%" 


$3,595,970** 


+++. and you get this answer.... 
The Nation’s 10th Wholesale Market! 


Start with ever-expanding Memphis . . 


market the many centers of buying power such as Caruthersville, 


Missouri .. . 


discover why CAPS is the most powerful sales force in the Mid- 


South Empire. 
Many advertisers buy CAPS for Memphis alone . 


vertisers get scores of bonus markets—and Memphis, too! 


Two Dailies and The South’s Greatest Sunday Newspaper 


THE = Aa oe” MEMPHIS PRES Boom. 


SCRIPPS-HOWARD NEWSPAPERS 


. then add to the Memphis 


analyze CAPS total circulation coverage . . . 


and you 


. . but all ad- 


CHARLES H. PINKHAM, a director, sec- 
retary and advertising and re- 
search director of Lydia E. Pink- 
ham Medicine Co., Lynn, Mass., 
has been named exec vp and gen- 
eral manager of Chambers & Wis- 
well, Boston. He succeeds Charles 
F. Hutchinson, whose resignation 
becomes effective May 1. 


Ice Cream Maker 
Hails Translucent 
Reusable Containers 


Cuicaco, April 10—Translucent 
re-usable plastic containers have 
proved to be very effective point 
of sale merchandising devices for 
the Bresler Ice Cream Co. 

Several months ago, Harry Bres- 
ler, general manager of the com- 
pany, was looking for a way to 
increase sales for French coffee ice 
cream. Despite razzing from other 
company officials, he ordered 32,- 
000 of the plastic containers. 

Results surprised everyone, in- 
cluding Mr. Bresler. Sales in a 
two-month period doubled. In ad- 
dition, the 32,000 containers, which 
one plant foreman had predicted 
would gather dust, were al) sold 
in three months. Mr. Bresler plans 
to use 18 carloads of the containers 
before the end of the year. 


es After seeing the success of the 
coffee ice cream, Mr. Bresler 
started packaging pineapple-rasp- 
berry sherbet in the plastic con- 
tainers. In three days, the supply 
of containers was gone. He pointed 
out that this had occurred in the 
middle of winter—the off season 
for sherbet. 

“It’s the most effective point of 
sale merchandising I’ve yet seen, 
at least for an ice cream producer,” 
Mr. Bresler said. “It’s like televi- 
sion over radio—the constmer can 
see what he’s getting.” 


International Home Building 
Exposition Set for May 12 

“Showcase for Better Living,” 
the first international home build- 
ing exposition, will be held May 
12-20 in the New York Coliseum, 
featuring four full-size homes 
completely decorated and land- 
scaped, including a life-size swim- 
ming pool. 

Research displays, sponsored by 
individual companies, will demon- 
strate how atomic energy can be 
converted into peace time uses 
for home and industry. Foreign 
exhibits will include architectural 
designs, building methods, prod- 
ucts and decorations. Educational 
exhibits will include “Hometown 
U.S.A.,” a scale model “ideal” 
community as well as “before” 
and “after” models of rehabilitated 
communities. 


Sorensen Named Western Rep 

Torben H. Sorensen has been ap- 
pointed western advertising repre- 
sentative for New England Elec- 
trical News and New England Ap- 
pliance & Television News, Bos- 
ton. Mr. Sorensen heads Soren- 
sen & Co., 549 W. Randolph St., 
Chicago, publishers’ representa- 
tive. 
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WNBQ LEADS 
THE 


First Chicago station to develop a distinctive style of 
creative local programming, with products of its “Chi- 
cago School” graduating to network status .. . 

First Chicago station to run a regular weekly commer- 
cial television program ... 

First Chicago station to transmit in color... 

First Chicago station to use color film projection . . . 
First Chicago station to run a regularly scheduled, live, 
all-color show . . . 


ee ns fen 
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Now wnesqQ leads again! Beginning April 15th, wNBQ 
goes all-color — the world’s first all-color TV station. 


With new color equipment and enlarged studio facili- 
ties, WNBQ converts all its live local studio production to 
color — supplementing the national color break-through 
which RCA is backing with a $70-million investment 
and which NBC is pushing forward with its heavy 
schedule of network shows in color. 


COLOR TV IS HERE! And the lessons learned, the 
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AGAIN, 


techniques developed in this Chicago pilot operation 
will be made available to every television station inter- 
ested in advancing color television as a regular service 
to the public and to advertisers. 


On the next page, you’ll find a list of Mid-America’s 
TV favorites now on view in full color over wNBQ. This 
rainbow of programming leads to a pot of gold for 
audiences — in the shape of exciting new entertainment 
values. And for advertisers — a colorful new framework 


VITH 


VORLD’S FIRST 
STAVION! 


for their messages and a perfect testing ground for 
the techniques of displaying their products in color. 


Show business serving all business — that’s WNBQ’s spe- 
cialty in America’s 2nd richest market. 


WNBQ 


g 8c TELEVISION IN CHICAGO 
a service of ea represented by NBC Spot Sales 
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REBNY'S Kite 
Maa-irn. 


TOWN A Fa: 
Mon 


: J | ae ¥ 
TRE Eivriany ADULTS OMLY¥ 
BMonF ri. ; Mon.-Fri 


WNBQ, 


schedule of 
local shows in 


COLOR 


a WRAT SS MUKLA, FRAN 
ee PIKE? ; & OLLIE 
FANGGne lay  ‘PRursday 


SUNDAY 
FUNNIES 
Sunday 


1's CHRIS 
Saturday 


KIDS" HOLIDAY 
Saturday , 


SPORTS 


New — : 
CITY DESK ALEX DREIER Stan TEME 
Sunday : ? Sunday 2 dey 


BROADCASTERS ARE CORDIALLY INVITED... 
While you’re in town for the NARTB Convention, 
we hope you'll drop into WNBQ’s new Color | 
Exhibition Hall in the Merchandise Mart. | 
You'll find a visit well worth your while. 


JULES HERBUVEAUX 
Vice President and General Manager 
— WNBQ-WMAQ, NBC Chicago 
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Fergus Mead, Exec 
VP of Buchen Co., 
Is Dead at 62 


La Crosse, Wis., April 10—Fer- 
gus Mead, 62, exec vp and a board 
member of the Buchen Co., Chi- 
cago, died in Lutheran Hospital 
here April 8. A 
veteran of nearly 
39 years at the 
Buchen Co., Mr. 


from copywriter 
to the executive 
level of the agen- 
cy and only re- 
cently had been 
Mamed exec vp 
(AA, March 19). 
Fergus Mead A University of 
Wisconsin grad- 
uate in 1916, he saw active serv- 
ice overseas in World War I. After 
the war he worked as a reporter 
for the Gazette, Janesville, Wis., 
then became ad manager of Amer- 
ican Appraisal Co., Milwaukee, 
where he remained for about five 
years. He then spent a year in 
Europe as a free-lance writer, fol- 
lowing which he joined the Bu- 
chen Co. in 1927. He became a vp 
in 1936. 

A former chairman of the cen- 
tral council, American Assn. of 
Advertising Agencies, he served as 
a director of the Advertising Re- 
search Foundation and was a mem- 
ber of the technical advisory coun- 
cil of the Industrial Advertising 
Research Institute. He also was a 
director of the Janesville Gazette, 
American Appraisal and Southern 
Wisconsin Radio Corp. 


WILLIAM B. SPOONER 

Morristown, N. J., April 10— 
William B. Spooner Jr., 63, co- 
founder and partner in Spooner & 
Kriegel, New York industrial 
sales and advertising consultant, 
died in a hospital here last Friday 
after a long illness. 

After World War I, Mr. Spooner 
joined McGraw-Hill Publishing 
Co. in a sales promotion and con- 
sulting capacity. Previously, he 
had been with the Primos Chem- 
ical Co. Between 1924 and 1927 
he was vp of the old C. S. Hallo- 
well agency. 


IRL W. ROSE 

New York, April 11—Irl W. 
Rose, 61, president of Rose- 
Martin Inc., died of a heart at- 
tack April 9 at Idlewild airport. 
He had just landed with his wife 
and friends after a flight from 
Jamaica, B.W.I., where he had 
been on vacation. 

Born in Ligonier, Ind., Mr. Rose 
was graduated from New York 
University and served in the Army 
in World War I. He started his 
advertising career as promotion 
manager of D. C. Heath & Co., 
textbook publisher. Early in 1920, 
he established the Rose-Martin 
agency, in partnership with John 
B. Martin, who retired in 1954. 

Mr. Rose is survived by his 
widow and a son, Irl W. Rose II, 
director and exec vp of the agency. 


Lescarboura Expands 

Austin C. Lescarboura & Staff, 
Croton-on-Hudson, N.Y., has ex- 
panded into Lescarboura Advertis- 
ing Inc. Austin C. Lescarboura, 
who founded the original agency in 
1925, heads the new corporation; 
his son Stanley, partner since 1946, 
becomes vp and treasurer. Fred P. 
Donati, formerly advertising man- 
ager of Aerovox Corp., has joined 
as secretary. 


Robertson Potter Adds Two 

Robertson Potter Co., Chicago, 
has been appointed to handle ad- 
vertising for Mossley Hill Or- 
chards, Lake Zurich, Ill., and for 
Gor-Vann Enterprise, Barrington, 
tl. 


21 


Mead had risen’ 


FELS & COMPANY 
AMERICAN TOBACCO COMPANY 
GENERAL MOTORS 
GENERAL FOODS 
COCA-COLA 
READER'S DIGEST 
CARNATION COMPANY 
SEARS 
CHRYSLER CORPORATION 


The above companies are just a few of the many advertisers who have used WGN’s 
Complete Market Saturation Plan during the past year. 


These are advertisers who recognize Radio’s New Dimension and sell the millions 
of WGN listeners day and night, seven days a week, at low saturation rates. 


If you are not aware of Radio’s New Dimension and WGN’s Complete Market 
Saturation Plan—it will be worth your time . . . and definitely save you money . . . 


if you allow us to give you the full story. 


The Chicago market—and WGN’s position in the market—have never been more 


important to advertisers than they are today. 
; Chicago 11 
A Clear Channel Station . . . Illinois 
Serving the Middle West 50,000 Watts 
720 
—— On Your Dial 


Chicago Office: 441 N. Michigan Avenue, Chicago 11 
Eastern Sales Solicitation Office: 
220 E. 42nd Street, New York 17, for New York City, Philadelphia and Boston 
tatives: George P. Hollingbery Co. 
Los Angeles—411 W. 5th Street - New York—500 5th Avenue + Atlanta—134 Peachtree Street, N.W. 


Chicago—307 S. Michigan Ave + San Francisco—417 Montgomery Street 
Detroit—500 Griswold Street 
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‘Technician & Circuit Digests’ Offers Data; 
9,231 Readers Ask for 459,000 Items 


New York, April 10—What|the cards had to be used before 
started out as an extra one-time)! April 30. 
service feature for subscribers of| The issue containing this ma- 
Technician & Circuit Digests to|terial was mailed to subscribers 
help them build their literature|about March 10. By the end of 
files, turned within three weeks| March these were the results: 
into an entirely unexpected deluge. 

The Caldwell-Clements monthly | # Altogether, 9,231 cards were re- 
goes to radio and tv technicians| turned, requesting 459,000 indi- 
who operate their own businesses. vidual pieces of literature. Of those 


who returned cards, 20% 
checks, money orders, stamps or | 
currency amounting to $5,400 for | 
literature on which there was a| 
charge. 

Albert J. Forman, editor of 
Technician, said that he and his 
associates had expected a maxi- 
mum return of 750 to 1,000 cards 
—about 2%. 

They received a return close to 
18% within three weeks. 

All of the 9,231 cards have to be 
processed. The company is doing 


ature is requested are being sent 
lletters detailing the requests for 
material. Gummed labels are in- 
cluded, so that all the manufactur- 
er has to do is mail the material 
designated on the labels. Covering 
checks, where necessary, are being 
sent by Caldwell-Clements to the 
manufacturers. 

Mr. Forman says the job of 
processing the returns will cost the 
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sent|this with the help of two letter, Triangle Appoints Three 
houses. Manufacturers whose liter- | 


David J. Bennett, formerly gen- 
eral manager of WTPA, Harris- 
burg, Pa., has joined Triangle Ra- 
'dio & Television division in the 
new post of director of regional 
sales development. At the same 
time, Clark Pollock was named 
program director of Triangle sta- 
tions WNBF and WNBF-TV\V, Bing- 
hamton, and Edward M. Scala was 
appointed program director of 
the Altoona stations, WFBG and 


publication at least $10,000. 


WFBG-TV. 


(The publisher lists 52,000 ABC) 
paid circulation as of Dec. 31, ’55.) 

In its March issue the publica- 
tion ran a special eight-page fea- 
ture urging readers to build up 
their files of technical literature. 


Material offered by about 200 
manufacturers and others was 
listed with code numbers. 

Most of this was free literature, 
but about 50-odd items were of- 
fered at nominal charges, ranging 
from 10¢ to $3. Business reply 
cards with the code numbers were 
inserted in the issue for readers’ 
convenience. It was stipulated that 


To tap the rich Portland 
market, scores of adver- 
tisers use KEX'’s KAY 
WEST, Portiand’s most 
popular women’s pro- 
gram. 


“Coffee With Kay West” 
10:00 to 10:15 a.m. 
Monday thru Friday 

KAY WEST can help you 

get your share of the re- 

tail doilars spent... 


Food _ . $631,031,000 
Drug . $58,881,000 
Gen. Merch. _ $303,593,000 
Home Furn. . $129,581,000 


Source: SRDS Consumer Market 1955 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 


Coll Bob Rudoiph, KEX Sales Man- 
oger, CApito! 2.1881; A. W. ‘“Bink™ 
Donnenboum, WBC Genera! Soles 
Manager, MUrray Hil! 7-0808, New 
York; or your nearest bh Griffin, 
Woodword, inc., offic 
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FROM ASSEMBLING 


ELECTRIC TYPEWRITERS TO 
ELECTRONIC “BRAINS”. . . 


Pictured above is the IBM 
electric typewriter — 
line at Poughkeepsie . 

at left, a line of “6850's, a ‘the 
medium-sized data processing 
machines manufactured at 
I1BM’s Endicott, N. Y. plant. 
These are just two of six 
plants operated by IBM in 
the United States, Products 
include electronic data proc- 
essing machines, electronic 
and electric accounting ma- 
chines, time recording devices 
and time control systems. 
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Haggerty Joins Branitt 

Phyllis Haggerty, formerly pub- 
lic relations representative with 
Northwest Orient Airlines and 
publicity writer for Benton & 
Bowles, has joined Braniff Inter- 
national Airways, New York, as a 
publicity representative. 


PR Corp. Elects O’Brien 


Public Relations Management| opened an office in London. Ber- 


areas of the U.S. and Canada, a 
elected Dale O’Brien president. Mr. 
|O’Brien also continues as presi- 
dent of Mayer & O’Brien, Chicago 
and Los Angeles public relations 
company. 


Bernard Opens British Office 
Roy Bernard Co., New York 


public relations company, has 


Corp., New York, which is com-|nard already has two offices out- 
prised of major public relations| side of the U.'S—in Dusseldorf and 


companies in principal market 


Bonn, West Germany. 


Average Household 


in ‘65 Will Spend 


$7,000, Says Lembke 


New York, April 10—By 1965, 
the average American household 
may be expected to have an an- 
nual spending power—after taxes 
—of $7,000, according to Harold C. 
Lembke, general manager of Ham- 
mond Organ Co., Chicago. 

In an address before Hammond 
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|dealers here, Mr. Lembke based|) “To make the most of an ex- 
‘his predictions on an expanding panding economy, we must step 
American economy, which at the up creative selling to stimulate 
present time, he said, has more consumer want,” he said. 

‘than 19,000,000 households with an Noting an increasing need to 
“average annual income of $5,000. | satisfy the “growing hunger of 
Speaking of the creative selling the mind” in the U. S., Mr. Lemb- 
opportunities of the next five years | ke declared this is a “very present 
as being the greatest in the his-| hunger,” demonstrated by the fact 
tory of American business, Mr.|that in 1954 more people attended 
Lembke pointed out that the|concerts than baseball games. He 
standard of living “does not in-|described it as more than just a 
crease automatically with in-|statistic or coincidence. It is, he 


|creased purchasing power. 


a € 


. hee a * 


of your 
advertising in 
American 
Machinist 

at work with IBM... 


where 83.4% of purchase dollars 
go for the machinery, materials, 


parts, and supplies 
required by PRODUCTION. 


Yet, the buying pattern at IBM is 
typical of all Metalworking companies, 
where by far the major expenditures 
are made to supply the needs of pro- 
duction engineers and executives . . . 
the men responsible for the manufac- 
ture of products from metal. 


You will want to make sure your ad- 
vertising to Metalworking is selling 
the men who buy for Metalworking... 


American Machinist 
cGraw-Hill 


The M Magazi 
McGraw-Hill Building 


New York 36, N. Y. 
Published every other 


the men responsible for production. 
You do this in the advertising pages 
of American Machinist. Edited specif- 
ically and exclusively for the produc- 
tion engineers and executives of 
Metalworking. Subscribed to by more 
of them than any other Metalworking 
magazine. 


Ask your American Machinist District 
Manager. ..WHY! 


ne of Metalworking Production 


Monda 
Member of the Audit Bureau oe Circulations 
and the Associated Business Publications 


said, “a revelation—and a revolu- 
tion.” 


Grant, Erwin, Wasey to Move 

Grant Advertising will move its 
New York offices to the 20-story 
building now being completed at 
711 Third Ave. Erwin, Wasey & 
Co. will be another tenant in this 
building, located between 44th and 
45th Sts. 


Gaynor Colman Moves 

Gaynor Colman Prentis & Var- 
ley, New York, has moved to 
larger quarters at 400 Madison 
Ave. 


... and of course the biggest 
bonanza in the West is the 


CALIFORNIA 
STATE 
PACKAGE 


To sell the West, buy the new 
transit advertising package — the 
CALIFORNIA STATE PACKAGE 

... large economy size! 
Reach more Californians! 
CALIFORNIA 
STATE PACKAGE 
covers transit systems serving 75% 
of the state’s population in the 
dominant market areas... includ- 
ing San Francisco, Oakland, 
Los Angeles and San Diego. 
Save 20%! 

Buyers of full showings in the 
CALIFORNIA 
STATE PACKAGE 
receive a 20% discount. 
Dominate the medium! 

Buy second full showings for 50% 
of the discounted rate. 


THIS 
TRANSIT ADVERTISING 
BUY OF THE YEAR 
1S OFFERED BY 


FIELDER, 
SORENSEN & DAVIS 


130 Kearny Street, Son Francisco 8, California 
376 17th Street, Oakland 12, California 
. 


HARWOOD 
HOYT FAWCETT 


235 Broadway, San Diego |, California 
2 


CALIFORNIA 
TRANSIT ADVERTISING, 
INC, 


2233 Beverly Bivd., Los Angeles 57, California 


ASK YOUR NEAREST MUTUAL OFFICE 
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Winnipeg Officials 


To influence doctors — advertise in 
MODERN MEDICINE 


America’s most influential medical journal 


MODERN MEDICINE geined . . 1,945 pages 
Journal B gained......... 815 pages 
470 pages 


During the pest 10 yeors 
emong the three nationally 
circulated medical journals: 


Agein in 1955 mooeen mere MODERN MEDICINE 
carried mere phermecevtival adver- 


in Conede: Modern Medicine of Conada 
in Greot Britain: Modern Medicine of Great Britain 


Minneapolis, New York, Chicogo, Son Francisco, Los Angeles — 


Hit ‘Restrictive’ CBC; 


Seek Another Station 


Ottawa, Ont., April 10—The 
city of Winnipeg has asked the 
Fowler Royal Commission, which 
starts probing Canadian radio and 
| television this month, for another 
tv station. 

The request was made last week 
|in a hard-hitting letter to Robert 


* |M. Fowler, of Montreal, president 


of the Canadian Pulp & Paper 
| Assn. and chairman of the three- 


man commission. 
The other two commissioners 


*|are James Stewart, president of| 
| programs. 


| the Canadian Bank of Commerce, 
| Toronto, 


and Edmund Turcotte, | 


former Canadian ambassador to 
Colombia. 

“The public demand is almost 
explosive,” the Winnipeg city 
council’s letter said, “when citizens 
know that reputable Winnipeg 
people are ready to operate ad- 
ditional tv stations. 

“When the area is limited to a 
single channel by government de- 
cree, in a heavily-populated dis- 
trict such as this, a growing dis- 
content can be expected. 


s “Public demand for freedom of 
choice has sometimes taken the 
form of violent criticism of CBWT 
(the government-controlled chan- 
nel operated by the Canadian 
Broadcasting Corp.) for certain 


“We are convinced that such 


r 


LOOK AT ATLANTA, 


a 


J . <5 oO . 
© Thay s " é 
ta ff Pt oe i * iy tae ee ae eS. 


is, 


Che Atlanta DZournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South's Standard Newspaper 


Represented by Kelly-Smith Co. 


SRE J 
a eae er cs ee Wey 2 5 . a 
ie 4 om . es 2 
Bo ae es ae, he ga _ met " 


“White Columns,” new $1,500,000 home of WSB 
Radio and WSB Television stands on historic 


. 
a 


* 
ee 


ground—site of an ante bellum plantation— 
now overlooking Peachtree Street. 


The site is appropriate. Pioneer of radio and 
TV, WSB went on the air as the South’s first 


radio station, March 15, 1922; 


first TV station Sept. 28, 1948. 


as the South’s 


WSB, The Voice and Eyes of the South, is 
owned by The Atlanta Journal and The Atlanta 
Constitution, the South’s largest newspapers. 
These four are the greatest advertising media 
in Georgia. Use them with profit! 


Circulation: 441,825 Daily * 493,042 Sunday (4.8.C. 9/30/55) 
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violent criticism would disappear 
almost completely if local viewers 
had something else to turn to when 
a program failed to interest them. 
“Until such a time, it is to be 
‘expected that Winnipeggers will 
'continue, by letter and telephone, 
to protest violently when a pro- 
gram offends or displeases them, 
jand to grumble when it fails to 
|interest them.” 

| The letter pointed out that in 
|most other Canadian cities where 
only a CBC station is operated, it 
is possible to pickup U.S. tv sta- 
tions. 

“No matter how fine many of 
the [CBWT] programs may be,” 
the letter added, “citizens desire 
ithe freedom of choice which the 
|present restrictive policy rules 
out.” 
| 


“TORONTO STAR’ HITS 
CBC ON HOCKEY ‘SLIP’ 


| Toronto, April 10—There are 
times when the Canadian Broad- 
|casting Corp. doesn’t leave its de- 
fenders a leg to stand on, the To- 
ronto Daily Star said last week. 
What could one possibly say, asked 
|the newspaper, in defense or ex- 
|tenuation of the CBC’s behavior 
‘last Tuesday [April 3], when it 
“failed to lift a finger to telecast 
the second game of the Stanley 
Cup series for Ontario viewers? 
“Tuesday was one evening when 
CBC needn’t have worried about 
the competition of the American 
networks,” said the Star. “It could 
have had practically every Cana- 
dian within reach of a tv set by 
the ears and eyes for a solid hour. 
“Even ‘The $64,000 Question’ 
wouldn’t have rated, stacked up 
against hockey’s World Series. An 
immense expectant audience had 
been built up by the televised 
opening game of the series, which 
had the home viewers standing on 
|their armchairs with excitement. 


le “It is a matter of record that 
‘Toronto CBC officials responded 
ito this splendid opportunity by 
|picking their teeth and discussing 
|Proust, or whatever it is they do 
over there when there is nothing 
much going on. It hadn’t occurred 
to them to check and find out if 
sponsors of scheduled programs 
were willing to give up their time 
to the hockey game.” 


‘This Week’ Advances Bolte 

Alan Bolte, advertising director 
of This Week Magazine, New 
York, has been named a vp and 
director of the corporation. He has 
been with This Week since 1948. 
This Week also has named William 
R. C. Huber, formerly with Schief- 
felin & Co., manager of the drug 
division of the marketing depart- 
ment. 


Miller Names Hamilton VP 
Robert L. Hamilton, media di- 
rector of C. L. Miller Co., New 
York, has been appointed a vp 
and member of the agency’s exec- 
utive committee. Previously media 
director of Ellington Co., he joined 
Cc. L. Miller in September, 1955. 


take the STRAIN otf 


your PRINTING 
budget! 

Let a Nebraska Farmer Print- 
ing Company estimate, together 
with some of our samples, prove 
thot you CAN cut costs with- 
out sacrificing quality. 

We're equipped to handle 
every job from folders to 
periodicals with complete off- 
set lithography and letterpress 
equipment, operated by skilled 
craftsmen who are proud of 
their work. We can give you 
creative service, too. 


write or call 
Nebraska Farmer 
Printing Co. 
1420 P St. Lincoln, Nebr. 
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' Be Our Guest 
Imagine! Just to get you used to the many time- 

} and money-saving advantages of CLIP BOOKs—Line 

i Art, Tone Art or Lettering—you now get a complete 


issue as a gift when you accept a trial subscription 
to any of these three monthly art services. 
Yes, you get the current monthly issue of which- 


Gave Time & Money! Your Choice 
of These “CLIP BOOK” Sete FREE! 


ever service you wish—Line Art, Tone Art or 
Lettering—at no extra cost when you subscribe on a 
limited trial basis. You may cancel at the end of 
three months, or at the end of any succeeding 
month. 

Best of all, you can examine the CLIP BOOKS in 
your own office for ten days. If you decide against 
keeping them, you are free to return all books with- 
out cost or obligation. You take no risk! 

The three CLIP BOOK art services are used all over 
the world and are generally recognized as typifying 
the best in American art for advertising. Fresh 
releases are prepared each month by a well-balanced 
staff of exceptional talents. 

Priced at a trifle more than $1 a week, any CLIP 
BOOK service can do wonders for your direct mail, 
brochures, catalogs, dealer aids, house organs, news- 
paper and trade paper ads. Read the full story— 
then order a trial subscription to one, two or all 
three today! 


oe SoOe oe Ree nee 
28 tO, Mester 


OK of ' 
Used by Top Firms @°:—- > 
Prominent advertisers and agencies 
here and abroad use “Clip Books” 
* American Petroleum Inst. * Ford Motor Company 
* American Trucking Assn. * General Electric Co. 
* American Weekly * General Mills Inc. 
* Armour and Co. * Goodyear Tire & Rubber 


*BBDandO * Gulf Oil Corp. 

* Bausch and Lomb * KLAC-TV 

* Chavannes Publicite * MacCann-Erickson 

* Chicago Tribune * McGraw-Hill 

* Cincinnati Gas & Electric * Motorola Inc. 

* Colgate-Palmolive * Newsweek Magazine 
* Cowles Magazines * Rovion Products Corp. 
* Crowell-Collier * Sears, Roebuck and Co. 
* Curtis Candy Co. * The Toni Company 

* Detroit News * United States Steel 

* Rueben H. Donnelly * Westinghouse Electric 
* DuPont Co. * Young and Rubicam 


No-Risk Guarantee 


You will receive your gift books and the first 
issue of your monthly subscription in one shipment. 
If not delighted, return all CLIP BOOKS within ten 
days. Subscription and all charges will be cancelled. 


Easy Order Form = 
HARRY VOLK, JR., ART STUDIO are a= 
PLEASANTVILLE 78, NEW JERSEY AFTER so 
Please rush my gift copies of the latest CLIP AGE AGG * x 
BOOKS, as checked below, free of extra cost in con- G BLL ALL 
nection with a trial subscription to the service or I AME p ANS 
services checked. We agree to subscribe for at least AND N RD 
three months but reserve the right to cancel at the um ny ARC > « 
end of the third month or any succeeding month. nT A > 4 AS 
—— “> .2— Any * E BB 
eee Br ATE 7 , ant 


FIRM 


SIGNED BY 


STREET 


CiTY AND STATE (Please Print or Write Clearly) 


%: : 
ca . 
A ens i 2" —- 
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CLIP BOOK of TONE ART 


ome SESroneTO™ om 
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THE CLIP BOOK OF 


LINE ART 


Just clip and paste these black-and-white art proofs for 
immediate and effective use. No waiting, no searching, no 
fussing and fuming. Each line drawing is flawlessly reproduced 
in several sizes so that you can use it in your paste-up without 
statting to size, etc. 

As a subscriber you get three complete CLIP BOOKS OF LINE 
ART each month. Two books of 12 printed pages and one of 8 
—32 pages of art in all. Each book is a complete classification 
in itself, such as: “Animals,” “Announcers,” “Children,” 
“Food,” “Industry,” “Men,” “Women,” etc. 

Illustrations, light illustrations, humorous and decorative 
spots, all drawn by ranking free-lancers to our order. High 
fidelity reproduction on glossy proof stock. 5 x 8 page size 
for easy filing. 

You get three brand new books each month for only $5.95 
per month, postpaid. There are no extra reproduction fees, no 
restrictions (except resyndication for resale). You get a com- 
plete issue of three CLIP BOOKS OF LINE ART as a gift when 
you enter a trial subscription which you may cancel at the end 
of the third month or any succeeding month. 


THE CLIP BOOK OF 


TONE ART 


The only art service of its kind in the world! Now, you can 
add big continuous tone illustrations to your advertising for 
just several dollars each. Lots less than you’d pay for ordinary 
stock photos. Big wash drawings and opaques, rendered by 
top illustrators to our order. 

As a subscriber you get proof sheets of the nine continuous 
tone illustrations released in the CLIP BOOK OF TONE ART each 
month. You choose any three in 8 x 10 quality photo print 
form. Faithful reproductions of the original art on double 
weight photo paper. 

Each month our illustrators do nine top subjects — men, 
women, babies, couples, etc. Each month you may order 
three 8 x 10 continuous tone prints, or for a nominal charge 
we'll make screened dropout prints in any size and any screen 
(50 to 100) you wish. 

For only $5.95 per month, plus 30¢ postage, you order 
three prints per month from current issue or catalog of over 
100 new illustrations recently released. Choose any three 
8 x 10 prints as a gift when you enter a trial subscription 
which you may cancel at the end of the third month or any 
succeeding month. 


THE CLIP BOOK OF 


LETTERING 


The newest, smartest, most economical and easiest-to-use 
lettering service available! Handsome, new-trend display lines 
for your direct mail, brochures, dealer aids, house organs, 
Po ans trade paper ads. It’s easy to set hand-lettered 

eads! 

As a subscriber you get two sets of the CLIP BOOK OF 
LETTERING each month. Each set is a complete face in eight 
pages, 84% x 11 inches, quality stock, with three-hole punch- 
ing for easy filing. We even provide a new two-side adhesive 
which eliminates messy clean-ups of rubber cement. 

You clip and align entire words and syllables. No more 
painstaking cutting and placing individual letters. Each face 
is a topnotch new style, in caps or caps and lower case, and 
includes hundreds of the most used words, syllables, numerais, 
punctuation. 

You get two complete new faces a month. 8 pages in each 
or 16 in all, for only $4.95 per month, plus 30¢ postage. One 
monthly issue—two sets—of the CLIP BOOK OF LETTERING 
as a gift when you enter a trial subscription which you may 
cancel at the end of the third month or any succeeding month. 


z (Ee } 
“<j encom 8 &3 a” ps pl + 
» ¢ ss 4 
af ca | he gg 

+= ie 

Re re : 

RE : ee 

ee er ee Ty Pe 

Si, 5.4 = xP Pi | | c 

Baiga | 

PF Pe sl ~~ $53 * 
ee e eens! | Re 

_ Y s 2 7 : 

of TON al >) “ 

———. at re L ; ae, 

‘ 7 aa * . E 

A | rod : 

4s Hm | I x 

< ; t P 

a / é 

Lettering Ho 3 << \ : 7 ; . : 
ee pt o 

~ P BOO - ——— 3 ; 
= Gar soo oF Tied Vora (eer - 
ae ae Are av ave 88 . 
oe ea eae Sra ws ASS AE oe | 
ee —__— fiegoaee gage Ball : 
soe ee ree ee 18 yyy ayy x7 BS 5 5B as 
FT ep owe pee eee ® ss SEES x 
| ¢ put BUY BY cccc®h 
a aK CO. COME CON 2 : 

4 es ‘ eo ae a on ae = n 9% ‘ e m = be 


You Can'’t ‘Sell’ 
Presidents Like 
Cigarets: Benton 


Kansas Crry, Mo., April 10— 
Madison Ave., Bah! Harry Tru- 
man, Hurrah! 

This is a somewhat gross but ac- 
curate rendition of how William 
Benton, ex-adman, ex-senator and 
publisher of the Encyclopaedia 
Britannica, feels about the whole 
question of using advertising tech- 
niques in American politics. 

Mr. Benton told the Kansas City 
Advertising and Sales Executives 
Club that ex-President Harry 
Truman is “worth more in politics 
than all Madison Ave. rolled to- 
gether” and said the Republicans 
are relying too heavily on Madison 
Ave. Mr. Benton had been invited 
to speak by Mr. Truman and was 
introduced at the club luncheon 
by the former President. 


@ “If I were a candidate today I 
would far rather have Harry Tru- 
man as an adviser than Batten, 
Barton, Durstine & Osborn, plus, 
for that matter, my old firm of 
Benton & Bowles and the rest of 
the big six,” he said. 

However, not all Mr. Benton’s 
speech was so harsh to the adver- 
tising fraternity to which he once 
belonged. He praised advertising 
for the contribution it has made 
to the U. S. standard of living and 
urged sales and ad executives to 
get into politics. But, he added: 

“Because advertising sells goods 
and services so successfully, many 
without long political experience 
over-estimate its ability to sell 
political ideas in packages, like 
breakfast food. Voters don’t want 
their political ideas in packages, 
like breakfast food. They will 
think far longer and harder about 
who should be President than 
about their choice of a toothpaste 
or cigarets, and they will think for 
themselves. In politics, they sus- 
pect the slick slogan, the over- 
simplified solution, and the over- 
stated promise. 
8 “Similarly, the 


they suspect 


another 


in 
ADVERTISING 
REVENUE 


for a First Half 
(January-June) 1956 


PARENTS’ 
MAGAZINE 


with over 


3% miition Children 


smooth and glossy personality. 
They look for sincerity and integ- 
rity; when they recognize them in 
a Harry Truman they cast their 
votes for these qualities, despite 
what they read in their news-| 
papers. They expect some human | 
frailties; Nixon’s success with his | 
little-dog tv show seems to illus- | 
trate this latter point. | 

“With Lux and Post Toasties | 
the claims, the gimmicks and the 
cutouts on the boxes are expected | 
jand accepted. But the public 


voice.’ That’s a fallacy, in my opin- 
ion. He had the good issues—he 
was on the right side, with the 
issues at the right time.” 

Mr. Benton said that television 
will become increasingly import- 
ant, but not by following the ad- 
vertising pattern. 

“Indeed, it will become so im- 
portant and so costly that equal 
time should be furnished free, and 
financed by the federal govern- 
ment, to major candidates of 
political parties. But the candi- 
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j}are easy to grow; (2) to encour- 
age savings in state banks, in 
order to divert money out of con- 
sumption and into heavy industry; 
(3) to promote the sale of non- 
essentials, such as inexpensive 
beverages, which are easy to make 
and have a wide “profit margin” 
—and which take money that 
might create demand for boots or 
vacuum cleaners or any scarce 
= | commodity—and (4) for the social 
ape ia political aims of the state. 


EASY TO uSE—Heavy spring adver- 


|neither expects nor accepts gad-/|dates will make a mistake if they 
gets with a President or a Presi-|fail to develop techniques to 
dential candidate,” continued Mr. | match their own personalities, and 
Benton, who is credited with in-| techniques which are appropriate 
venting the cutout on cereal boxes.|to the issues under debate. In 
|selling cigarets, roughly the same 
® “Repetition and perpetual reit-|tv techniques can be used effec- 
eration don’t have the same im-/|tively for any brand. That is not 
pact in politics. Nor will the most true in politics.” 
skillfully televised tv show, com- | 
plete with teleprompter, take the | ® Reporting, at the request of the 
place of issues in campaigns. club, on his recent visit to the 
Franklin Roosevelt was said by Soviet Union on behalf of En- 
Republican opponents to be suc-|cyclopaedia Britannica, Mr. Ben- 
cessful because of his ‘golden {ton disclosed that the Russians 


tising in newspapers, magazines 
and tv will promote S. C’. Johnson 
& Sons’ new J-Wax—“easy-to- 
use” auto paste wax with built in 
cleaner. Needham, Louis & Brorby, 
Chicago, is handling. 


are making increasing use of ad-| 


vertising. 

They use it to promote state 
purposes in four ways, he said: 
(1) To encourage consumption of 


crops, such as soy beans, which | 


® “The Russians use pictures of 
men rather than girls in their 
advertisements,” he said. “For in- 
|stance, one bank advertisement 
|showed a young man leaning 
against an automobile, with the 
|legend, ‘Save your money to buy 
'a car’ (This would require a life- 
'time’s savings for most Russians). 

“One display I saw featuring a 
girl was for Russian champagne; 
and she was holding not a dainty 
wine goblet but a brimming tum- 
blerful. That seemed enticing to 
me. 


Good 


Grief. 


T’S true. We, the newsweekly of radio 
and tv, perpetrated it. But before you 

go ho-humming onto the following pages, 
consider this extenuating circumstance: we 
celebrate our 25th birthday next October 15; 


the survey is 
ventory. 


a sort of quarter-century in- 


We didn’t really make the survey. Erdos 


and Morgan * 


did. ‘They sent out 4,584 


Survey 
Facts: 
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“Perhaps half of all Russian 
poster advertising can be called | 
political—for example, posters | 
welcoming the 20th Party Con- | 
gress, or glorifying manual labor, | 
or extolling peace. I am excluding | 
the millions of statues and pic-| 
tures of Lenin and Stalin; these 
classify as political. propaganda | 
rather than advertising as we | 
would identify it. 


® “In a sense, all communication 
in the U.S.S.R., from Pravda to 
the circus, is political propaganda. | 
There has been no such thing as 
Straight news or pure entertain- 
ment in the Soviet state. Thus 
the ‘commercials’ on Russian tv 
are political plugs, and the enter- 
tainment is designed to build the 
audience for propaganda. 

“What is now emerging which is 
new is commercial advertising for 
economic purposes. I had many 
reports that Anastas Mikoyan,|to the great possibilities in ad-, American Sound Buys Urania 
minister of commerce and a mem-|vertising for the development of| American Sound Corp., recently 
ber of the party Presidium, and|the Soviet economy,” he con-| formed by Allied Record Mfg. Co., 
other leaders are increasingly alert | cluded. ‘Hollywood, and Bart Mfg. Co., has 


PLUNGE—Shulton Inc., New York, will use outdoor advertising for 

the first time this summer. Shown here is one of the posters which 

will appear in 100 resort areas across the country. Bronztan will 

also be promoted with two-color and b&w ads in June and July 

issues of Charm, Glamour, Harper’s Bazaar, Holiday, Life, The New 

Yorker and The Saturday Evening Post. A radio spot campaign is 
set for 46 markets. Wesley Associates is the agency. 


| 


| 


| purchased Urania Records and 
|takes over operation April 16. 
|American Sound will maintain a 
|Manhattan office with accounting, 
| production and warehousing quar- 
|tered in Urania’s main plant in 
Belleville, N. J. 


Publisher Boosts Kennedy 
Trailer Dealer Publisher Co., 
Chicago, has promoted James J. 
Kennedy to assistant publisher of 
Trailer Dealer and Trailer Park 
Management. Mr. Kennedy has 


agement, assistant editor of Trailer 
Dealer and advertising represent- 
ative of both publications for the 
past two years. 


Patterson Heads Circulation 

Jack F. Patterson has been ap- 
pointed circulation manager of the 
Washington Post & Times Herald. 
With the Washington Post Co. 
since 1952, he most recently has 
been assistant circulation director 
of the newspaper. 


Another Survey 


Let’s get something straight right now. 
This is a research study among executives 
and leaders in radio and television. It in- 
cludes advertising agency personnel as well 
as station and network executives, represent- 
atives and five other groups. The publica- 
tions listed in the survey, besides Broadcast- 
ing®Telecasting, were Billboard, Radio-Tele- 
vision Daily, Sponsor, Television, ‘Television 
Age and Variety. 


questionnaires and got 1,936 replies. The 
respondents had no way of knowing whose 
survey it was. The publication names in the 
questions were rotated so every book on the 
list was printed first on the same number of 
questionnaires; sampling was scientific, with 
proper controls, geographic distribution, and 
category of readership. We'll send vou a 
copy of the whole works upon request—just 
give us time to have it printed.** 


90.4% read BT regularly (second place publi- 64.9% prefer B*T for reporting of current 
cation: 52.8%) trade events (runner-up: 12.2%) 
65.2% selected BT as “first choice’ when 40.8% prefer B-T for personal interview fea- 
asked “If you could get only 2 publica- tures (runner-up: 26.1%) 
: : 19 
tions which would you choose”? 25.7% prefer B*T for “how to” features (the 
i H . eo 
(second place publication: 12.3%) winner had 36.2%—this is the only 
65.2% voted B-T as “the publication in which category we didn’t win) 
~ aoe the — confidence as far as 78.4% prefer a weekly publication (second 
editorial content is concerned.” (second place went to Monthly—10%) 
place publication: 19.5%) 
E Agency Personnel Only were asked “In which of 
57.1% list B*T as “the publication in which the following publications would you advertise 


if you were a station manager?” 
49.1% said BT. (all six others combined 


an advertisement would be likely to have 
the most impact on you.” (second 
place: 18.7%) 


scored 40.5% —10.4% did not reply) 


Mavbe we'll touch new peaks during our 
next 25 years. Meanwhile, as the survey 
proves, when you want to reach the entire 
radio-television fraternity, nothing can touch 
Bel for effectiveness. 


“Clients include Colgate-Palmolive Co., IBM, Na- 

tional Biscuit Co., Wall Street Journal, McCall 
Corp., McGraw-Hill, Street & Smith, Time, Inc., 
National Geographic Society. 


* 


*Write Executive Offices, BeT Building, 
DeSales St., N.W., Washington 6, D. C. 


been editor of Trailer Park Man- | 
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WKNB-TV 


Hartford County 


{sa 


medium 


sath 


Dave 
Garroway 


Between [today] and ; 
| tonight] - two of NBC's - 
finest weekday shows — oy 
WKNB-TV gives its au- = 
dience 100% good enter- 
tainment all day, every 
day, all week. 


WKNB-TV combines 
the complete lineup of 
NBC star-studded shows - ti 
with its own popular local ‘. 
live shows. Whatever time 
you choose from dawn to “ 
midnight every day, you'll 
find that WKNB-TV is 
more than an advertising 
medium — it’s a° selling 
medium in this 13% billion 
dollar Hartford County 
Market. 


Contact The Bolling 
Company, Inc., for the 
complete WKNB-TV 
success story. 


WKNB- 


Basic 


nen » 


——agg 


Studios and Offices ‘g { 


West Hartford 10, Conn. 
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pio you" 
thot this is 
BIKE SAFETY WEEK 


and alse 
NATIONAL COIN WEEK ? 


ae 


... but EVERY DAY is an 


OIL MARKETING DAY 


You can cover this $12,000,000,000 market — at the 
buying level—with NPN. It’s the only magazine edited 
for and directed to the men who purchase and main- 
tain virtually all equipment and facilities for the stor- 
age, transportation and merchandising of oil products 
and TBA. Make sure they see your story regularly 


in NPN. | 
Niational 
(Pletroleum 
[Niews 


the McGraw-Hill Magazine of OlL MARKETING 
@ @ Estoblishes 1909. published monthly 


NPN Factbook published as a 13th issue in May 


| Philco Elects James Skinner 

_ James M. Skinner Jr., formerly 
vp and general manager of the 
television division of Philco Corp., 
has been elected president of the 
company. He succeeds James H. 
Carmine, who earlier had an- 
nounced his intention to retire 
when his present term expired. 
Mr. Carmine, who continues as a 
member of the board and special 
consultant on sales and merchan- 
dising, also indicated he might 
serve as consultant to other com- 
|panies in addition to Philco. Phil- 
co also has reduced the number of 
directors on the board from 22 to 
13. 


Carnation Appoints for PR 

Carnation Co., Los Angeles, has 
appointed Burns W. Lee-Patrick 
O’Rourke, Los Angeles, to handle 
| the 1956 national product publicity 
|program for Friskies pet foods, 
|products of Albers Milling Co., a 
|division of Carnation. Friskies’ ad 
|program is handled by Erwin, 
Wasey & Co. 


AD Colgate Palmolive Co. 
BETTY CROCKER Date Bar Mix 
BRISK Colgate Palmolive 
COCA COLA [King Size) 
COMET Procter & Gamble 
CREST Procter & Gamble 
DASH Procter & Gamble 
DUNCAN HINES COFFEE 


| 
| 
| 
| 
| 
ENDEN Helene Curtis | 
| 
| 
| 
| 
| 


KELLOGG'S Special K 
LANCE 

LUCKY LEAF 

PABST Sparkling Beverages 
SEBB Max Factor 

SENTRY Bristol Myers 
STRIDE S. C. Johnson 
WHIRL Procter & Gamble 
WISK Lever Bros. 

WONDER WRAP Scott Paper 


make YOUR business local 


in Columbus, Ohio! 


“All business is local” “_ the popular saying. And it's never more true than 


with Columbus Dispat 


Advertisers. Listed at the left are some of the new 


products which have successfully used The Columbus Dispatch during the past 


twelve months to create stronger local brand acceptance and increase sales 


tionally distributed products in the sales-rich "City of the Future.” 
In Columbus, only The Dispatch carries your message to so many ple 
benefit of ROP. ull 


. . « gives such dominant coverage . . . 


and offers you ¢ 


color to paint a brighter sales ‘eran in this rich Central Ohio Market. 


We can help you establis 
Central Ohio Market. Write for information today! 


a strong, local demand for your product in the 


“ Golumbus Dispatch 


Read in More Thon 4 owt of § Columbus Homes Daily, 9 owt of 10 Sunday. 


NATIONAL REPRESENTATIVES: 
Los Angeles, San Francisco. 


Resort Newspaper Representatives, Inc., Miemi Beach 


O'MARA & ORMSBEE, INC.. New York, Chicago, Detroit, 
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‘Fuels Compete in 
Adjacent Dryer Ads 


Cuicaco, April 10—Conflicting 
ads, one promoting gas, the other 
electricity, for clothes drying, were 
strange page-fellows in a number 
of Chicago area suburban newspa- 
pers recently. A gas ad, placed by 
Northern Illinois Gas Co., went 
into about a dozen papers. In six 
or eight of them it wound up 
either near or next to electric 
clothes dryer ads placed by Com- 
monwealth Edison Co. 

Aside from the odd juxtaposi- 
tion, the ad contrast begs the ques- 


Why Bill P 
won't get much (, 
of a dinner 


‘ 


tion: Which utility came out bet- 
ter? One answer comes from Frank 
Lietz, ad manager of Northern IIli- 
nois Gas, who says local gas sales 
increased considerably in the wake 
of the ads. 

Leo Burnett Co. Inc. handles the 
Commonwealth Edison account; 
J. R. Pershall Co. handles North- 
ern Illinois Gas. 


Weekly Newspapers Gain 
Circulation, Lose Numbers 

Weekly newspapers in the US. 
continued to gain circulation last 
year, reaching a total of 20,927,000 : 
paid copies, according to the 88th 
annual edition of N. W. Ayer & 
Son’s “Directory of Newspapers & 
Periodicals.” 

The increase in paid circulation 
was nearly 200,000 copies, with 
increases in 26 states, although 
there was a drop of 114 in the 
number of weeklies published. 
There are now 9,030 weeklies, 319 
published twice a week and 33 
three times a week, according to 
directory figures. There has been 
a steady decline in the number and 
steady rise in circulation for the 
past seven years. During that time, 
total paid circulation has gone up 
21%. 


Stephenson Joins Nowland 

Dr. William Stephenson, former- 
ly visiting professor at the Univer- 
sity of Chicago and an industry 
consultant, has been appointed di- 
rector of research of Nowland & 
Co., Greenwich, Conn., marketing 
research company. 


AWW r= 
R DER 


reach 5553 
POLICE CHIEFS 


via this all-selective 
medium! They buy uni- 
forms, communications, 
weapons, traffic sys- 
tems, parking meters, 
conveyances! Get the 
full story... TODAY! 


NATIONAL REPRESENTATIVE 


Wm C 
Va75 Boodway 


S East Wacker Drive Chicago 1. Ill 
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First in news and first in 


advertising - plus the largest 


circulation in northern 


California daily or Sunday 


Lata Fri, nde hu Heol Bulan Suny Fauneser 


THE SAN FRANCISCO EXAMINER IS REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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Ad Agencies’ Increased PR Activities 
Are Center of Attention at PR Meeting 


WasuHINGTON, April 10—In-| products are needed. It will engage 


creased public relations counseling 


by advertising agencies was a ma-| 


jor topic of discussion during the 
three-day 12th annual conference 
of the American Public Relations 
Assn. here last week. 

One speaker said his past four 


years as head of the public rela-| 


tions department of an agency have 
been among the most stimulating 
he had experienced in 20 years as 
a member of the profession. 

But another speaker was criti- 


erations and expressed doubt that 


agencies are the right place t0| agency st 
provide the complete public rela-| future wi 


tions counseling that business ex- 
ecutives need. 


@® In his welcoming remarks as 
outgoing president of APRA, Will- 
iam F. Treadwell, director of pub- 
lic relations of Leo Burnett Co., 
New York, said recent controver- 
sies between pr counselors and pr 
directors of ad agencies “give me a 
chuckle.” 

“I remember before the war 
when it was impossible for me to 
sell advertising agencies on pr for 
their clients. Now pr has sold itself 
to these agencies. And I might add 
I am glad I joined the ranks, too.” 

Mr. Treadwell pointed out pr 
requires a different kind of think- 
ing from advertising because it 
sells intangibles. “I believe this is 
the reason why today you find 
large public relations departments 
in the 20 largest advertising agen- 
cies in the U.S,” he said. 


® But William H. Freeman, adver- 
tising and marketing columnist for 
the New York Times, said 
that advertising agencies have been 
able to take over public relations 
functions because too many public 


relations people have been operat- | 
ing as press agents, rather than) 


true public relations counselors. 

He said the true function of pub- 
lic relations is to make sure that 
the employer’s ideas, products, 
thinking and methods are fully 
known and achieve the desirable 
objective. 

He pointed out that the public 
relations executive in an advertis- 
ing agency “is engaged daily in 
making public relations second to 


advertising, although advertising is | 


a part of public relations.” 


® The advertising agency of the 


future will be an all-inclusive op- 
eration, he predicted. It will do a 
great deal more than study a prod- 
uct, decide how to advertise it, 
create and place the advertising 
and collect 15% of the charges 
for the space or time used as its 
compensation. 

“It will become instead a mar- 
keting agency. It will survey the 
consumer scene to ascertain what 


A Billion Dollar 
Market 


More than 37,800 separate Cath- 
olic institutions are a major U. S. 
purchasing segment. They spend 
one billion each year on new con- 
struction, remodeling, equipment, 
furnishings, decoration and main- 
tenance. 


For the facts about 
The Catholic Market 


contact 
CATHOLIC NEWSPAPER 
ADVERTISING BUREAU 


Grand Central Terminal Bidg. 
New York 17, New York 
MUrrey Hill 6-7671 


| vertising theme, the campaign and 
| the copy and places the results in 
cal of agency public relations op-| the proper media. 


engineers, designers, architects and 
other specialists to create the prod- 
uct. It will contract with a manu- 
facturer to make the product and 
make it in the right areas in the 
right quantities. 

“The manufacturer becomes a 
client, and the tremendous differ- 
ence here is that the agency, and 
not the client, is the protagonist. 
The agency then creates the ad- 


“Here is where the ordinary) 


ll be only half-done at} 
|this point. It will see to it that 
stores display the product, and | 


know about it, in detail, through | 
all the techniques and tools of pub- 


lic relations, advertising and pub- 
licity, as news. After that will 
come a complete merchandising 
follow-through, and perhaps even 
a post mortem analysis as guid- 
ance for next time,” he said. 


® More than 65 speakers partici- 
pated in 30 sessions during the 
three-day meeting, which included 
the association’s seventh annual 
International Public Relations In- 
stitute. Silver Anvil trophies were 
awarded to 14 organizations and 
certificates of achievement to 33 
others. 

At a business meeting, Paul H. 


Bolton of Washington, exec vp of | 
the National Assn. of Wholesalers, | 


was elected APRA president. 
Mr. Bolton is a co-founder of the 


| organization. He has been eastern 


vp during the past year, and was 


eral years, chairman of the awards 
committee. 


Paul Bolton 


Jr., manager of institutional serv- 


ices, Chrysler Corp., Detroit. 


Winners were: 
Agriculture: 


Farmers Union Grain Terminal 


Assn., 
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Chambers of Commerce: Silver Anvil, 
| Rockford chamber of commerce, Rock- 
ford, IL 

Communications: Silver Anvil, Radio 


Corp. of America, Camden. Certificates, 9 
Cincinnati; 3 


Crosley Broadcasting Corp., 
McCall Corp., New York. 


vil, American Hospital 
Evanston, Ill. Certificate, 
Moline Co., Minneapolis. 

Food Processing: Silver Anvil, General 
Mills, Minneapolis. Certificates, Lever 
Bros. Co., New York; Stroh Brewery Co., 
Detroit. 
| Government: Silver Anvil, U.S. Depart- 
j}ment of the Army, Washington. Certifi- 
|} cates, Equal Job Opportunity Conference, 
| Washington; U.S. Civil Service Commis- 
| sion, Washington. 

International Relations: Silver Anvil, 
Communities of Hagerstown, Md.—Wesel, 
Germany. Certificate, Government of 
Brazil by Joseph A. Jones, New York. 

Manufacturing: Silver Anvil, Shell Oil 
|Co., New York. Certificates, Bridgeport 
| Brass Co., Bridgeport; Firestone Tire & 
Rubber Co., Akron; New Holland Machine 


Supply Corp., 
Minneapolis- 


Silver Anvil, Beet Sugar |Co., New Holland, Pa., and Sinclair Oil 
ops. The agency of the| formerly treasurer, and, for sev- | I™dustry of Michigan, Detroit. Certificates, Corp., New York. 


Philanthropic Organizations: Silver 


St. Paul; Texas Beef Council, Fort Worth; | Anvil, Alliance Woman's Club, Alliance, 


United Fruit Co., New York. 


Neb. Certificates, All-American Indian 


The 47 Anvils and certificates Banking, Finance & Insurance: Silver | Days, Sheridan, Wyo.; American Founda- 
| Anvil, Aetna Casualty & Surety Co., Hart-/| tion for the Blind and American Founda- 
ford. Certificates, Beloit State Bank, Be-| tion for the Overseas Blind, New York; 
loit; Chicopee Savings Bank, Chicopee; CARE, New York; Emergency Hospital, 


most important, that consumers) this year were given in 15 classifi- | 


cations. Chairman of the commit- 
tee of judges was John H. Smith 


The Hanover Bank, New York. 


Washington; Junior Achievement of Un- 
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SHARPENING SALES IN 


At the conclusion of your campaign you are 
furnished a complete report, such as is illus- 
trated here, of all work done for you by Hearst 
Marketing Service. 


Distribution and Marketing: Silver An- 
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ton County, Elizabeth, N.J. 

Professional Associations: Silver Anvil, 
American Academy of General Practice. | 
sore Georgia Optometric Assn., At- 
anta. | 


Retailing: Certificates, Hecht Co., Wash- | 
ington; Woodward & Lothrop, Washing- | 
ton. (A Silver Anvil was not awarded in 
this category.) 

Trade Associations: Silver Anvil, Hand- 
writing Foundation, Washington. Certifi- 
cates, National Assn. of Food Chains, 
Washington; National Assn. of Home | 
Builders, Washington; National Lumber | 
Manufacturers Assn., Washington; Amer- 
ican Institute of Iron & Steel, New York; | 
Stainless Steel Producers, New York. 

Transportation & Travel: Silver Anvil, 
Capital Airlines, Washington. Certificates, | 
Ferguson-Steele Motor Co., Dallas; Missis- | 
sippi Valley Barge Line Co., St. Louis. 

Utilities: Silver Anvil, Cleveland Elec- | 
tric Illuminating Co., Cleveland. Certifi- | 
cate, Pacific Telephone & Telegraph Co., 
Seattle. 


Markets Miricil Cream 

Miricil Chemical Corp., Stam- 
ford, Conn., is introducing Miricil, 
a new hand cream for “detergent- 
burned” hands. The product is 
confined to department stores at 
present and they are expected to 
run newspaper advertising. No 
agency has been appointed as yet. 


totaal ae | lars dae 


le 


MMM MAGIC—There’s a MAGIC (Modernize 


a 


And Glamorize In 


Color) touch to the fifth annual DOOF (Dents Out of Fenders) 

Month, scheduled for June, sponsored by Minnesota Mining & Mfg. 

Co., St. Paul. Three M’s has a free DOOF kit to help body and paint 

shops sell customers on the idea of DOOFing (repairing) and 

MAGICing (painting) their cars. Shown here with model Chris 
Higgins are some of the materials in the kit. 


| RKO-Teleradio Buys WGMS 
WGMS, the “good music sta- 
|tion,’”’ which recently became Mu- 
| tual Broadcasting System’s Wash- 
jington affiliate, has been sold to 
|RKO-Teleradio Pictures for ap- 
proximately $400,000. Robert Rog- 
jers and his wife, Teresa, will 
jcontinue to manage the station, 
with the alternative of a five-year 


|consulting contract at $30,000 a) 


year. Mr. Rogers said good music 
programming will continue, and 
|that RKO-Teleradio may decide to 
feed WGMS music to WOR-FM, 


New York, and WNAC-FM, Bos-| 


ton, which currently duplicate pro- 
gramming of their am affiliates. 


Hawthorn Advances Hoose 
Ellane Ebbesen Hoose has been 

appointed advertising and produc- 

tion manager of Hawthorn Books 


Inc., New York. Mrs. Hoose, with | 


Hawthorn since its organization 
in 1952, has been assistant to the 
general manager in charge of ad- 
vertising, publicity and produc- 
| tion. 


AN EXAMPLE IN THE DETROIT MARKET 


INDIVIDUAL MARKETS 


How The Flexible Hearst Marketing Service Helps 
Advertisers In Hearst Newspapers Get Top Results 


Problem: Wider Distribution Fast 


Product Y is an aid to home laundering. In con- 
nection with impressive, introductory advertis- 
ing in the Detroit Times, the Hearst Marketing 
Service of that paper was asked to help the ad- 
vertiser’s own sales force in an intensive drive to 


expand distribution. Here’s 


1. Hearst Marketing field men quickly con- 
tacted 151 independent super markets and super- 
ettes, and merchandised the advertising. 


2. Of these outlets, 70 were found already han- 
dling Product Y, 30 non-handling outlets were 
developed into hot prospects and their names 
turned over at once to advertiser’s sales force. 


Representing: 


BOSTON ADVERTISER 


BALTIMORE AMERICAN 


NEW YORK JOURNAL-AMERICAN 


BOSTON RECORD-AMERICAN 
PITTSBURGH SUN-TELEGRAPH 


79 shelf talkers 


what happened: 


A 


and 28 banners. 


**e#*& & * 


3. During these calls, Hearst field men put up 


4. Careful attention was given to dealer com- 
ments and these were noted in store-by-store 
reports furnished the advertiser. 


5. Stressing this promotion, the Hearst Detroit 
Times Marketing Service dispatched an Ad-O- 
Gram to the 8 principal grocery jobbers and 9 
chain store headquarters in the Detroit area. 


The advertiser was highly pleased with this prac- 
tical cooperation. This was working cooperation. 


Check any of the Hearst newspapers listed below 
as to how best their marketing service can fit 
into your individual city program. 


Ss 


Herbert W. Beyea, President 
959 Eighth Ave., New York 19, N. Y. 
Offices in Principal Cities 


BALTIMORE NEWS-POST 
ALBANY TIMES-UNION 
DETROIT TIMES 
MILWAUKEE SENTINEL 


Wlearst AApvertisinG Service Inc. 


CHICAGO AMERICAN 


SEATTLE POST-INTELLIGENCER 


SAN ANTONIO LIGHT 


LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER : 


‘Lever 8-Market 
Test Uses Ballots, 
Sets of 3 Coupons 


| New York, April 10—Lever 
Bros. last week saturated the eight 
markets in which it is test market- 
ing Imperial margarine (AA, 
March 26) with a series of cou- 
pons and a ballot. 

The coupons are numbered #1}, 

#2 and +3. The first, which is good 
only until April 15, offers a pound 
of Imperial free with the purchase 
of a pound. The second (good 
from April 16 through 30) and the 
third (good from May 1 through 
|15) each offer 10¢ off on the pur- 
|chase of a pound. 
The ballot included with the 
|three coupons is broken into two 
|parts. The first part asks the user 
to compare Imperial with other 
margarine; the second asks for a 
comparison of Imperial with “the 
high-priced spread.” 


"FREE DOLLAR’ OFFER 
PROMOTED BY ALLSWEET 

Cuicaco, April 10—Swift & Co. 
is using newspaper ads to promote 
a “free dollar” offer for Allsweet 
margarine. 

To get this “free dollar” the 
purchaser must clip the coupon 
from the back of an Allsweet car- 
ton, and send it in, along with 
“ten (10) red ’n blue Swift Qual- 
ity Seals from ten (10) Ali- 
sweet cartons,” thus getting what 
amounts to 10¢ off on each of the 
ten cartons purchased. 

After sending in the coupon 
and the ten labels the consumer 
will receive $1 in cash from Swift. 


Stellar Takes Over Two Books 

Stellar Publications, manage- 
ment subsidiary of Maco Magazine 
Corp., New York, has taken over 
the management operations of 
Reporter Publications, publisher of 
Gentry and American Fabrics. 
Profits of the operations are to 
be divided between the two com- 
panies. Steller retains an option 
to buy Reporter Publications out- 
right. 


Magazine Boosts Papineau 

A. T. Papineau has been named 
to the new post of eastern man- 
ager of Domestic Engineering and 
Domestic Engineering Catalog Di- 
rectory. Mr. Papineau, with Do- 
mestic Engineering Co. since 1927, 
will continue to headquarter in the 
company’s offices in New York and 
Needham, Mass. 


the Ring Binder that 
STANDS, SITS 
or LIES FLAT 
to get your prospect's attention 
At a flip of the fingers, it becomes a 
harJ-hitting sales tool. Displaymaster 
props up at a 30° angle when prospect 
is standing, 60° when prospect is sit- 
ting. This better vision means better 
presentation. Sets up and takes down 
in a flash; no fussing with gadgets. 


Le a hie om \- =, SEE ore 
A 


SEND For Full Line Folder 


} 1702 West Washington 


CHICAGO 12, ILL. 
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Take it from me, 


Saturday is different 


The thing that makes Saturday different 
is the big Triple Streak Weekend Edition 
of the Chicago Daily News. And what 
makes the News different is the fact that 
its circulation goes up on Saturday. The 
News not only exceeds its own week- 
day 600,000, but also breaks records by 
having the largest Saturday circulation 
of any evening newspaper in the U. S:! 
Most papers would like to sweep their 
Saturday circulation figures under the 
rug. But advertisers expect and get big 
results from the Daily News, weekdays 
and weekends, because it goes home. 
And because it goes home— 


The CHICAGO DAILY NEWS 
HITS HOME 


American Tobacco 
Wins in $1,500,000 Suit 


(Continued from Page 3) 
nation runs riot with possible ex- 
periences and incidents of the 
distant past—understandably so 
where the staggering sum of $16,- 
000,000 is involved.” 


® John B. Griffin, trial counsel for 
Mr. Castle, told AA, “The decision 
is against the weight of the evi- 
dence.” He also said he thought 
the judge was “100% wrong” in 
his interpretation of the statute of 
limitations as it applies to this case. 

“I think the decision is most vul- 
nerable on appeal, because it does 
not truly reflect the evidence in the 
record,” he stated. 

Whether or not an appeal will be 
taken depends on conferences be- 
tween Mr. Castle, the Chicago 
counsel (Peabody, Westbrook, 
Watson & Stevenson) and himself, 
Mr. Griffin said. 

The full text of Judge Levey’s 
decision follows: 


@ “The plaintiff seeks damages in the 
sum of $1,500,000 for both a breach of 
contract and a misappropriation by the 
defendants of his literary property and 
ideas. 

“The plaintiff's version briefly is that 
in 1933, while perusing sundry advertise- 
ments appearing in magazines, he sudden- 
ly conceived the idea of creating a new 
and winning slogan for the promotion of 
sales in connection with Lucky Strike cig- 
arets. 

“This consisted, simply, in annexing to 
the defendant's extensively displayed 
‘Happy Go Lucky’ the verb ‘be’, thus mak- 
ing it read ‘Be Happy—Go Lucky.’ 

“In order to present his conception in 
the most favorable light, he employed a 
commercial artist to draw some profes- 
sional layouts. 

“The artist, one Theon Betts ie up 
six such sketches, which wei. thereupon 
photostated. 

“The plaintiff claims that he then ar- 
ranged through his friend, Mr. Hakes [a 
salesman for Chicago Elevated) to meet 
the head of the defendant's advertising 
department, one Mr. Witzleben, at the de- 
fendant’s offices, and both he and Mr. 
Hakes attended. 


@ “Before discussing or showing any- 
thing, he received assurances from Mr. 
Witzleben that he would be fully protected 
if any of his ideas were adopted. 

“Plaintiff maintains that upon such 
guarantee he handed over the aforemen- 
tioned photostats, fully disclosed his ideas 
and was told that he would be advised af- 
ter consideration by the defendant's of- 
fices. 

“A short time thereafter, Mr. Hakes re- 
ceived a letter from Mr. Witzleben return- 
ing the photostats, together with regrets 
that no future additions to the advertising 
program of the defendant were being con- 
templated. This letter, however, contains 
no mention of the plaintiff, or the subject 
matter of the alleged conference, or any 
description or identification whatsoever of 
the photostats. 


“Plaintiff alleges that Mr. Hakes, who 
since has died, sent him the letter re-| 
ceived from Mr. Witzleben, together with 
the aforementioned photostats. It appears 
also that included therewith was an ac- 
companying memo from Mr. Hakes. Sure- | 
ly it can be fairly assumed that such cov- 
ering memo would have contained a ref- 
erence to the transaction in which the 
plaintiff was interested. 


gs “Two matters in the plaintiff's story 
stand out as prominently as sore thumbs, 
concerning which no adequate or reason- 
able explanations have been given. 

“First, what happened to the memo from 
Mr. Hakes, which was in the possession 
of the plaintiff at the time the suit was 
first considered? Just what reference 
would it make regarding the plaintiff and 
his present cause? 

“Secondly, why would the plaintiff fail 
either to call or to take the deposition of | 
Mr. Betts, the artist, who still is engaged | 
in his regular work in Chicago? 

“The defendant's position is that the | 
phrase ‘Be Happy—Go Lucky’ was well | 
known to it before 1933 and had been used | 
on many occasions in broadcast over the | 
radio. Mr. Hahn, who currently is presi- 
dent of the company, testified that he had 
discussed this very slogan with Mr. Hill, 
the former president, prior to 1933. 

“Mr. Hahn testified further that the 
campaign of 1950 involving the expression 
in controversy, was conceived by him 
alone and that there could have been no 
premeditated copying or use of the plain- 
tiff's ideas, since the defendant was with- 
out knowledge either of the existence of 
the plaintiff's plan or of any company 
contact with him. Its use was wholly in- 
dependent of the plaintiff and was devel- 
oped exclusively by the officers of the de- 
fendant and its advertising agent. 


@ “Furthermore, the slogan ‘Happy Go 
Lucky’ had been used and exploited by 
the defendant long before the alleged con- 
ference with Mr. Witzleben, and the mere 
prefixing of the word ‘be’ scarcely created 
any original use or change in its meaning 
and impression. 


“Very little, if any, credence can be 
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paid to the plaintiff's testimony regarding 
his conference with Mr. Witzleben and 
Mr. Hakes, primarily because of the 
plaintiff's failure to produce any per- 
suasive proof whatsoever indicating his 
presence at and participation in this con- 
ference or his connection with the pro- 
posed plan. 

“Unfortunately, time frequently plays 
tricks on mortal memory, and oftentimes 
it appears that the imagination runs riot 
wtih possible experiences and incidents of 
the distant past—understandably so where 
the staggering sum of $16,000,000 is in- 
volved. 

“In view of my conclusion that there 
was neither originality nor novelty in the 
plaintiff's idea; that the use of the slogans 
of the defendant, ‘Be Happy—Go Lucky’ 
and ‘Happy Go Lucky’, were conceived 
and developed independently of the 
plaintiff and, finally, that there is no 
credible proof which would connect the 
plaintiff with the matter in controversy 
so as to give him a semblance of legal 
interest or rights, there would be little 
purpose in exploring the question of the 
statute of limitations raised by the de- 
fendant. 


@ “Nevertheless, in passing, I might add 
that this defense seems to be a good one. 
Even assuming the merit and validity of 


| the plaintiff's claims, it does appear that, 


in 1937, the defendant employed advertis- 
ing material containing the phrase, ‘Be 
Happy—Go Lucky’ with the word ‘throat,’ 
in script, above and between the first 
words—‘Be Happy.’ Hence, whether a six 
or ten-year statute of limitations is ap- 
plied, the suit would have been barred, at 
the latest, in 1947. 
. “I have determined that plaintiff has 
not established his causes of action by a 
preponderance of the believeable and 
credible evidence. 

“Judgment is granted to the defendant 
dismissing the complaint.” 


Set Sales Execs School 

The 1956 session of the annual 
graduate school of sales manage- 
ment and marketing, sponsored by 
the National Sales Executives, will 
run from Aug. 6-22, at Rutgers 
University, New Brunswick, N.J. 
Some 300 executives will learn 
new trends and techniques in mar- 
keting and general business prac- 
tice. 


personnel. 


course. 


Many companies who use research interviewers are not aware of the 
financial liabilities they may incur from the actions of part time field 


USIC, thru complete insurance coverage, protects you from any and all 

liabilities that may arise in the event of accident or suit involv 
personnel while working on your survey. 

We will be happy to tell you more about this air-tight 

protection. Write or phone us today. No obligation of 


Cy UNITED STATES INTERVIEWING CORP. 


4 
Abs cn 141 W. Jackson Bivd. 


their 


e Chicago 4, Ill. «© WE 9-4000 


YOU CAN’T MAKE A SHOTGUN MARRIAGE 


in gravure for national advertising! 


a é If gravure positives are not right, and proved right, 
for national publication printing, you can't force 


a marriage of press, ink, and paper. 

At C M & H we learned this fact the hard way by producing 
fine color photoengravings for national advertisers and 

their agencies from coast to coast . . . and the rules we learned 
from letterpress apply equally to gravure. 

Our Gravure Division specializes in making and proving positives 
for national advertising reproduction. This is the surest way 

to match the reproductive quality of fine letterpress 


in gravure. 


When you think of gravure for national advertising, 


think of CM & H. 


COLLINS, MILLER & HUTCHINGS, INC. 


AMERICA'S FINEST PHOTOENGRAVING PLANT FOR LETTERPRESS AND GRAVURE 
333 WEST LAKE STREET AT WACKER DRIVE 
CHICAGO 6, ILLINOIS 
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NUMBER 6 IN A SERIES 


PHEASANT- 
$20 A POUND ! 


A special kind of man “bought” this bird. 
A man who spent heavily for the <i 
gun, ammunition, camping gear, food 

and clothing needed to bring it in. 

A man who, if he wished, could have paid 

dollars less per pound at even the most exclusive 

specialty food shop. 


This breed of man is the real sportsman — 
the man with a built-in “urge to splurge.” 
This urge carries over into his daily 
consumption of products, too 

— everything from autos to zwieback. 


There are almost 900,000 men like him 

‘ who read Sports Afield. 

Nowhere else do you find them 

1 in as mellow a mood to buy. 
\ The proof lies in the impressive linage gains 
: enjoyed by Sports Afield this past year. 


Ask your Sports Afield representative 
to introduce you to 
“The Man With The Urge To Splurge.” 


ee 


SPORTS AFIELD where sportsmen get the urge to splurge 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 
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On the International Scene... 


2] European Countries’ Co-op Ad 


Effort Doubles ‘Thrift Season’ Trave 


By Milton Moskowitz 


New York, April 10—Every 
year now, an avalanche of Amer- 
ican tourists descends on Europe, 
pumping sorely-needed dollars in- 
to the economies of 21 nations. 

The total number of free-spend- 
ing visitors has been rising stead- 
ily, and no ceiling is in sight yet. 

Some of the credit for this an- 
nual invasion must go to the 
European Travel Commission and 
its agency, Caples Co. 

A non-profit organization repre- 
senting 21 Western European gov- 


ernments, ETC was founded in 
1948 with but one purpose: “To 
further international good will 


and economic prosperity, through 
travel.” 

ETC is supported by contribu- 
tions based on the amount of 
tourist traffic a country has. 

Through Caples, the commission 
has been running a consistent ad- 
vertising program in the U. S. for 


make this 


print advertising in class maga-| 
zines and travel sections of news- 
papers. Generally it uses full 
| pages, in color, inviting Americans 
|to see the wonders of Europe. 

Mr. Meyer explained to AA that 
ETC advertising must walk a 
tightrope by featuring Europe gen- 
erally, rather than individual 
countries. Since the commission 
represents 21 nations, no one coun- 
try may be highlighted—this is| 
left to the separate government | 
tourist bureaus. 


magazines and $35,000 in newspa- 
per travel sections. The magazine 


Atlantic, four in Harper’s, one in 


in 


| Esquire, three in Holiday, three in in 1951 to help coordinate Europe- 
| National Geographic, three in The |an travel advertising. ETPC rep- 
|New Yorker, four in New York|resents all the major transatlantic 
Times Magazine and four in Sat-| travel 
jurday Review. 


interests: ETC, airlines, 
shipping lines, European railroads 


The newspaper sections are used |and travel agents. 


three different 


periods—be- | 


tween January and March, in July » ETPC places no advertising, 
and in the fall. On the schedule| functioning mainly as a_ liaison 


H. F. Meyer 


An 


ETC promotional 
schedule calls for four pages in| U. S. is the European Travel Pro-/|tration of this coordinated adver- 
motion Conference, a group set up tising approach is the “Thrift Sea- 


are: Boston |body. It has a coordination com- 
Globe, Boston mittee, which meets three times a 
Herald, Chicago| year. The first order of business 
Tribune, Chris-| is always the presentation of ETC 
tian Science|advertising plans for the coming 
Monitor, Dallas’ months. In this way, ETC is able 
News, Detroit/to tell other travel advertisers 
News, Hartford about its future promotions and 
Times, Los An-| line up tie-in support. 

geles Times, New The airlines, steamship com- 
York Herald/panies and travel agents are thus 
Tribune, The|informed in advance about which 
New York Times, | newspapers and magazines will be 
Philadelphia In-| carrying ETC ads. More important, 


quirer, San Francisco Chronicle|they are aware in advance of the 
® In 1956, Caples will spend for | and Wilmington Journal & Eve-|copy themes ETC is using. 
ETC approximately $100,000 in| ning News. 
important offshoot of the|to magnify the ETC advertising 


This cooperative approach helps 


effort in the| message. The most striking illus- 


VERBOTEN—This stamp ad, produced 

last year by Caples Co. for the 

European Travel Commission, had 

a short life. The agency was in- 

formed that such representations 
are prohibited. 


your year for... 


== 


LANDS HO—Pages like this are being 

used in newspaper travel sections 

by the European Travel Commis- 

sion to promote trips to Europe this 
spring. 


the past five years. Hudson F. 
Meyer, vp in charge of the Ca- 
ples office here, supervises the 
account. 


® The ETC budget for American 
operations has been running about 
$250,000 a year. Out of it must 
come all costs—advertising, main- 
taining an office and records, pub- 
licity, preparation and distribution 
of brochures. 

ETC has been concentrating its 


PRESS CLIPPINGS 
News items, editorials, advertisements 
Make Authentic Records 


You can check results promptly and base 
decisions on accurate facts with service by 


{STAR IHED COR 
PRESS CLIPPING BUREAU 
BArclay 7-537! 
165 Church Street New York 7, N.Y. 
And to keep these records for reference 
we offer sturdy, handsome, indexed 


Loose Leaf File Books 
in two practical sizes; rubber cement; 
plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 


165 Church Street * New York 7. N. Y. 


NEW YORK CHICAGO 
250 Park Avenue 230 N. Michigan Ave, 
PLaza 1-2700 Franklin 2-6373 
ATLANTA FT. WORTH HOLLYWOOD 
Glenn Bidg. 406 W. Seventh St. 1750 N. Vine St. 
Murray 8-5667 Edison 6-3349 Hollywood 9-1688 
fee eo? ae ae eet >. eer a ee <— 2 a ‘ wos ‘ eee POON Pee 


PRY! 


THESE ARE THE 


——, 


THAT MAKE 


ERS, GRIFFIN, 
WOODWARD, 1c. 


DETROIT 
Penobscot Bldg. 
Woodward 1-4255 


SAN FRANCISCO 
Russ Building 
Sutter 1-3798 
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Advertising Age, April 16, 1956 


son” campaign. This has been| In other words, while over-all, 
ETC’s big crusade—to get more|American travel to Europe has 
Americans to travel to Europe be- | gone up by 50% since 1950, travel 
tween September and April and|during “Thrift Season” has gene 
thereby lengthen the travel season.|up 109%. 

| Mr. Meyer told AA that ETC 
® The campaign was named Will continue to push the “Thrift) 
“Thrift Season” to get away from Season” concept. Plans are based 
the negative “off season” designa- | 0M optimistic forecasts. At the re-| 
tion. ETC ads have plumped hard |cent meeting of the European! 
for the former concept, and the| Travel Promotion Conference, es- 
cry has been taken up by the air- | timates of American tourists trav- 
lines, steamship companies and|eling to Europe in 1960 ranged 
travel agents in their ad pro- from 1,000,000 to 1,500,000. 
grams. 

The “Thrift Season” drive has # The expected boom in travel 
borne rich results. The number will mean increased promotional | 
of Americans traveling to Europe | budgets in the coming five years. | 
skyrocketed from 286,000 in 1950| Transatlantic shipping lines, 
to 530,000 last year, and this year’s example, 
goal is 550,000. A substantial pro-|at least 10 new passenger ships 
portion of this group went during | to compete with the airlines, which 
“Thrift Season” months. |have captured 50% of the traffic 

ETC reports that in the 1950-51| to Europe. These new services will 
season, a total of 110,104 Amer-| be promoted extensively. 
icans traveled to Europe between| Tourist bureaus of the 21 Euro- 
September and April. In the 1954-| pean nations can also be expected 
55 season, no less than 230,141) to expand their promotional ef- 
American tourists traveled in these | forts to attract more visitors. 
months. Caples, an agency specializing in 


for | 


travel accounts, hopes to share in 
the boom. In addition to ETC, it 
handles seven other European 
travel accounts: British & Irish | 
Railways, Irish Transport Co.,| 
Irish Tourist Information Bureau, | 
Europabus, Conference of Euro-| 
pean Railroad Representatives, Ry- | 
an’s Car Hire and Shannon Free 
Airport. 


Cinnamon Crunch in Drive | 

National Biscuit Co. has an-'| 
nounced it expects to achieve na-| 
tional distribution by the end of | 
May for Cinnamon Crunch, new 
cinnamon graham cracker intro-| 
duced in February in southwestern | 
markets. At present, radio spots in 


plan to put into service|999 markets and tv spots in 100) | 


markets are being used. McCann- 
Erickson, New York, is the agency. | 


Staudt Named Ad Director 


George L. Staudt, formerly ad- 
vertising manager, has been named | 
director of advertising and mer- 
chandising of Hudson Motors divi- 
sion of American Motors Corp.,| 


MADE EASY—It’s 
easy to paint with 
imported (from 
France) Mar- 
shall’s photo-oil 
|color pencils, 
according to 
this demonstra- 
tor. Advertising 
;} and promotion 
| for the import 
| are handled by 
Wexton Co., New 
York. The intro- 
ductory cam- 
paign consists of 
one-column ads 
in photography 
and art publica- 
tions. 


Coffee-Beauty Break 
Campaign Is Set by 


Detroit. He succeeds George R. 
Browder, who was recently named 
assistant sales manager. 


Nestle, Helene Curtis 


Cuicaco, April 10—Helene Curtis 
Industries and Nestle Co., White 
Plains, N. Y., have teamed up to 
| promote the “coffee-beauty break” 
|as part of the day’s routine in 
beauty shops. 

The arrangement calls for Cur- 
tis and Nestle to provide a “hos- 
pitality kit” as a premium to 
beauty shops using Curtis perma- 
|nent wave products. The kit in- 
| cludes a jar of Nescafe, an instant 
|electric coffee maker, plastic cups, 

paper napkins and a window 
sticker inviting patrons to “come 
|in and relax” with a cup of Nes- 
| cafe. 
Started only a month ago, the 
|““coffee-beauty break” idea has 
already been installed in over 10,- 
|000 beauty shops across the coun- 
|try, according to a Curtis spokes- 
| man. 


Staley Boosts Volle, Staley 

Henry Volle, advertising manag- 
er of the corn division of A. E. 
Staley Mfg. Co., Decatur, IIl., has 
| been promoted to assistant manag- 
er of the company’s grocery prod- 
ucts department, a new post. He 
is succeeded in the corn division 
post by Gene Staley, son of A. E. 
Staley Jr., president of the com- 
pany. Mr. Staley formerly was 
advertising manager of the soy- 
bean division. 


Sales Idea #2 by PIONEER 


Qualatex 


ADVERTISING 
BALLOONS 


imprinted with your message 
as premiums 
inserted in packages 


cou, 
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LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


_ tndiana’'s Best. . 
Balanced Market — 


Results Proved To Us... ‘It Takes The Journal 
and Courier To Cover This Great Market’ 


It has been proven to us time after time that we must use 
the Lafayette Journal and Courier to get our share of the 
$48,000,000 food budget of this rich nine-county market. 
No other media can do the job for us. 


DICK PAULEY, Merchandise Manager 


Nutro Division 
Wilson Milk Company 


JOURNAL**COURIER | 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


Release-of-the-Week 

National Pickle Week starts off 
|May 24 with a 29-second blast of 
| silence. They will be the only quiet 
| moments in the pickle industry un- 
til June 2. 
| The silence is for Amerigo Ves- 
|pucci, dear to the hearts of all 
|pickle packers—not only as the 
j/mamesake of America, but as a 
former pickle salesman who 
dropped selling for sailing and 
| became a 15th Century explorer... 
| —News release from Theodore R. Sills 

& Co. for the National Pickle Pack- 

ers Assn. 


| 


‘Rol-Rite Pen Names Agency 


Hixson & Jorgensen, Los Angeles, | 


|has been appointed to handle ad- 
vertising for Rol-Rite Pen Co., 
Culver City, Cal. Advertising is 
scheduled to break within the next 
| 60 days on the company’s new 98¢ 
| ballpoint pen. Rol-Rite is the suc- 
cessor to B. B. Pen Co. and is 
headed by Robert E. Blythe, for- 
merly president of B. B. Pen. 


LEADERSHIP 47,1 1S 


eewith 


advertising 
LEADERSHIP 


8,564,311 


TOTAL DAILY 
CIRCULATION LEAD 
OVER 2ND PAPER 


City Zone Lead — 10,546 
City & RTZ Lead — 16,958 


Year: 1955 


LINES 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER 


Retail Lead — 3,312,727 lines 


General Lead — 1,242,320 lines 
Classified Lead — 4,009,264 lines 


Lorgest Circulation in the Pacific Northwest 


230,238 Daily 
297,135 Sunday 


Sources: ABC Publishers’ Statements for 6 mos. 
ending September 30, 1955; Media Records total 
advertising, less AW, TW, and Comics, 1955. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC 


oo 


THE Oregonian 


PORTLAND 1, OREGON 
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Hudnut Unit Will 
End Discrimination 


in Ad Allowances 


| Wasnincton, April 12—The sec- 
‘ond of four cosmetics firms 
charged with giving disciminatory 
promotion allowances to favored 
retailers has entered into a con- 
sent settlement with the Federal 
Trade Commission. 

Today’s order is with Hudnut 
Sales Co., New York. Like the set- 
'tlement with Elmo Inc. last month, 
it provides that the company will 
not give advertising, display, 
demonstrator and other promo- 
tional benefits to customers un- 
\less they are made available on 
| proportionately equal terms to all. 

The complaints against Hudnut 
jand Elmo were issued Nov. 8, 
| 1955, after FTC investigated com- 
|pliance with trade practice rules 
which it has issued for promotion 
benefits in the cosmetics industry. 
Two other companies named in 
complaints still pending are Hel- 
jena Rubenstein and Yardley of 
London. 


Suit Blocks Sale 
of Lingerie Firm 


New York, April 10—The Mar- 
| tin Foundation has filed a stock- 
| holders’ derivative action in New 
York supreme court against Mojud 
Co. and its officers and directors 
to block the sale of its hosiery and 
lingerie business to Chester H. 
Roth Co., manufacturer of Schiapa- 
relli hosiery and Esquire socks. 

Martin Foundation, which is de- 
scribed as owning about $2,000,- 
000 of the common stock of Mojud, 
is seeking an accounting, injunctive 
relief and damages. 


® The complaint alleges that by 
terms of a March 14 contract, de- 
fendants caused Mojud to sell to 
Roth its finished hosiery inventory, 
patents, operating supplies, etc., at 
$750,000 less than their fair mar- 
ket value. Roth also received Mo- 
jud’s employes, trade secrets, 
customers and good will, it is al- 
leged. 

Plaintiff also charges that the 
contracts call for leasing of the 
hosiery plants for an inadequate 
rental; inadequate royalty pay- 
ments for use of the Mojud name 
and operation of the Mojud lingerie 
business without any substantial 
investment on Roth’s part. 

Steps were also taken by Mo- 
jud to avoid shareholder scrutiny 
and consideration of the proposed 
transactions, it is alleged. 


Riddle to Hanson & Hanson 
William H. Riddle has joined 
Hanson & Hanson, Chicago, as 
senior account executive. He for- 
merly was sales promotion man- 
ager of Louis Johnson Co., fishing 
tackle and supplies manufacturer. 


TNT Appoints John Valdes 
John T. Valdes, a former Batten, 

Barton, Durstine & Osborn account 

executive, has joined the tele- 


sessions division of Theater Net- 
work Television, New York, as a 
sales executive. 


Touchy readers get ideas that Adver- 
tisers or Agencies have invaded their 
rights. When a claim is filed, you 
need our 
“INSURANCE 

devised especially to take the sting 
out of these cases. It’s surprisingly 
inexpensive and it does the job 
adequately 


WRITE FOR DETAILS ND RATES 


EMPLOYERS REINSURANCE 

CORPORATION ~~ 

, INSURANCE ANGE 
KANSAS CITY, MISSOURI 
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‘ HOW LIFE FITS YOUR MARKET 


There are more than 11,800,000 
married women working in the U.S. 


| 
| 


and 21.8%‘ of all married working women 
are reached by an average issue of 


In no other medium can an advertiser start with so large a 
share of the market and be sure he’s getting it. This is one of 
the good reasons why advertisers of frozen foods, for example, 
spend more of their dollars in LIFE than in any other magazine. 
LIFE’s total audience of 26,450,000* weekly is larger than that *Based on: A Study of Four Media, 


of any other magazine. by Alfred Politz Research, Inc, 
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te Sears Will Market | 
The gh total net 21” Silvertone Color Getting Personal 
re Sets in Chicago Area 
paid circulation 


(Dec. 31, 1955 ABC) | oes 


buck & Co. will begin marketing ABC stork news: Stephen Strassberg, press information director 


Silvertone 21” color tv sets in its) for WABC, WABC-TV, is the father of a first daughter, second 


rr ee eK Se 


~ - 


WRN ee 6|22 stores here April 16. The sets, child, Jane Lisa, 7 Ib., 12 0z., born April 2. Also on April 2 a 7 lb., 
Pig iS now ae will sell for around $600—about| 11 oz. daughter, Sharon Robinson, was born to Patricia and Donald 
lia. er $100 below the price of any sim-| Coyle, director of sales development and research for ABC-TV. 
Titian eee © ot ilar size color sets on the market| Peter Wade, ABC-Radio sales service manager, and wife Joan Ke- 

| 


today. hoe, formerly with ABC, have a new son born March 29... 


Only one model, a console in| Paul DeChant, account executive of radio station WOKY, Mil- 


oe 

limed oak or mahogany, will be| waukee, has received the only “Oscar” granted in the field of ad- 

offered for sale. The sets will be| vertising sales by the Sales Executives Club of Milwaukee. And 

tf a manufactured by Warwick Mfg.| his wife, Pat, won a lapel pin for wifely contribution to a husband’s 
ae Ee, 


Corp., a company controlled by| success... 
|Sears. Sears does not plan any) 
am distribution outside of this area at | 
the moment, but as more pro-| 


— 
o>" The lar est circulation ~~~ gramming is scheduled, it will be-| 
- ’ asl 
See g [---- gin market-by-market expansion. 
since the magazine color sets locally, using newspa- 

pers, tv spots and point of sale} 


1 I 

I 

! ! 

was founded material. 
! | 


- ~ 
ae ~ 


Sears plans to advertise the new 


j ‘Sunshine & Health’ 
in 1922. Senna tn Georgia 


The Georgia bureau of investi- 


, gation has been ordered to seize | 
WHAT'S MORE, the 1,152,497 Elks are mature sielaabiel Gite date wmaguinn. | 
men with incomes well above the national oe & - we ag Migprers a 

. eorgia newsstands. es e ilt- 
average. They give preference to products erature commission found the| 
advertised in their magazine. magazine to be obscene, and rec- 


ommended prosecution of anyone | 
selling the magazine. 


| 
| 


Newspaper Boosts Wilkinson 


MAGAZINE Pane: D. Wilkinson, oe | HAWAIIAN CHAMPAGNE—Arthur Hull Hayes, CBS-Radio president, 
advertising director of the Stand-| 714 mrs. Hayes, currently vacationing in Hawaii, sample some pine- 


orgs ato plage peng dea apple juice served by Dole’s “aloha girl,” Becky Conchee, as they 
| tour the Dole plant in Honolulu. 


ager of the newspaper. | 


THE 


New York « Detroit * Chicago * Los Angeles 


Marking its 20th anniversary in March, West-Marquis Inc. was 
host to more than 200 friends from client companies, media, suppli- 
ers and other agencies, during a week-long open house held at its 
headquarters in Los Angeles. Among those present to congratulate 
president John R. West were Loyd E. Chappel, publishers’ represent- 
ative, and Howard Miller, Miller Printing Co., both of whom started 
doing business with the agency in its first year of operation... 

Charles M. Robertson Jr., president of Ralph H. Jones Co., Cin- 


| cinnati agency, has been elected president of the Salvation Army 
| N M | Ss s } S$ a) | ca P l | of Greater Cincinnati. Mr. Robertson has served on the organiza- 


tion’s advisory board during the last five years, and formerly was 
Firat 
x 
IN CIRCULATION — AND WITH 


executive vice-chairman of the board. The association has 18,000 
THE LOWEST MILLINE RATE. 


members who either contribute or do voluntary work for the Sal- 
Firat 
IN COVERING OVER 2'2 TIMES 


vation Army in the area... 
MORE OF THE MISSISSIPP! MARKET 
THAN ANY OTHER PUBLICATION. 


& 
Fixat IN PROVEN SALES POWER WITH 


FAMILIES THAT HAVE MOST Higgins Leonard Donghi Cooper 


BUYING POWER. CHAMPS—Co-winners of the Eastern Commercial Industrial Team 

*ABC REPORT Sept. 30, 1955 | Bridge Championship for 1956 are Bob Higgins, Bill Leonard, Frank 

Donghi and Ed Cooper, all of the CBS news department. They 
share the trophy with the New York Daily News. 


Charles S. Baur, publisher of Casket & Sunnyside and former vp 
and general manager of Iron Age, is recovering from a serious oper- 
ation at Kew Gardens General Hospital . .. 

Newest candidate for the hit parade is “Country Living,” a musi- 
cal satire of commuter woes, with lyrics by Ben Kagen, production 
supervisor of CBS-TV’s “The $64,000 Question,” and music by 
Harry Bailey, creative consultant at Cunningham & Walsh. Orig- 
inally written for “Coleytown Capers,” PTA program in Westport, 
Conn. (produced by Hal James, a vp of Ellington & Co.), the song 
made its national debut April 6 on the “Robert Q. Lewis Show” 
(CBS-TV)—crooned by “The Four Exurbanites,” a quartet which 
included Ed Stefenson, account executive at Sullivan, Stauffer, Col- 
well & Bayles, and Hoyt Allen, tv commercial supervisor for Benton 
& Bowles... 

John C. Kelly, president of Kelly, Nason Inc., New York, has been 
named a trustee of Villanova University... 

a ia The Women’s Advertising Club of Washington, D.C., has named 
Tae OS ee Ea ea ; . : | Mrs. Ruth Cotting, a Welcome Wagon supervisor, as the 1956 Ad- 

Nida Sea ee 3 ; ioe | vertising Woman of the Year... 

Co-Owners WJTV (TV) WSLI (Radio) New York employes of Batten, Barton, Durstine & Osborn gave 

237 pints of advertising blood to the Red Cross bloodmobile March 
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A CHANGING AMERICA — families and cars 


and the leisure to enjoy both 


... reluctant boy meets new miracle vaccine 


Why LOOK gained more 
circulation 1n 1955 than LIFE 
and the POST combined 


Last year people responded to the warmth of LOOK as never before. 
LOOK’s net paid circulation increased 196,198 over 1954—41,467 more 
than the combined increases of Life and the Post. 


Is LOOK’s 1955 gain unusual? Not in the least. Each year, for ten straight 
years, LOOK has gained circulation. During the postwar decade 
LOOK gained 1,727,247—again more than Life and the Post combined. 


These figures point to this fact: LOOK appeals to people because it is built 
upon their own vital interests: family, fashion, religion, human 
understanding, the great political and social events that touch on their lives. 
A President’s heart attack. Desegregation. Crisis in the schools. 

Look inside of LOOK and you will find a mirror of America—reflecting a 
changing people, a vigorous people, a thoughtful people. 


That is what we mean when we say LOOK is the exciting story of people, 
an ever-changing story told with warmth, understanding and wonder. 
And it is the people’s recognition of these qualities that has given LOOK 
both its growth and its greatness. 


—the exciting story of people 


. eee eC ee Seo 


WAY) 4 


NANNY 


...@ great spiritual reawakening 


LOOK attracts more readers per copy than any other 
large circulation magazine. 

Each issue of LOOK is read by 19,500,000 readers 
constituting one of America’s great market places. 
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Nothing succeeds like the 


Atlantic City Press 


John Adams, Publisher; DeLisser, Inc., National Representatives. 


The right way 
to look at 
ATLANTIC 
CITY! 


To heck with abstractions! Realistic facts reveal an ap- 
parel sales total of $16,571,000 for Atlantic City (that 
represents a per family clothing investment 50% greater 
than Los Angeles!). There’s proof for you of Atlantic 
City’s importance as New Jersey’s second metropolitan 
area. No wonder smart advertisers are netting big sales in 
this thriving year round market of 140,000 population. 
Fortunately it can be reached by the one paper that really 
gets into the home—the Atlantic City Press. Are we on 
your schedule? 


. . » New Jersey’s best 
BIG CITY market! 


Supreme Court Gets 
‘36 Louis-Ettore 
Fight Film Case 


PHILADELPHIA, April 11—A long 
legal battle between old time 
heavyweight fighter Al Ettore and 
Philco Television Broadcasting Co. 


about use of an old Ettore-Joe | 
Louis film has reached the U. S. | 


Supreme Court. 


An appeal was filed by Philco, | 


which formerly owned WPTZ here. 


| Subsequently the station was sold 


to Westinghouse, and it now is 
owned by NBC, its call letters hav- 
ing been changed to WRCV-TV. 

In 1949, and again a year later, 
WPTZ carried the NBC telecast 
of the movies of the 1936 fight, 
which took place in Philadelphia. 
While Messrs. Ettore and Louis 
were paid for the commercial use 
of the film, Mr. Ettore said he had 
never signed away tv rights. 


= He also said the films were 
edited to show him in a bad light 


UNITED—with DC-6A Cargoliners—gives you 
“EXTRAS” no other cargo carrier can match! 


EXTRA Air Freight Capacity—each new DC-6A carries 
up to 30,000 pounds of cargo at 300 mph. Single pieces 
up to 76” x 81” x 115” and up to 8000 pounds can be 


shipped by DC-6A Cargoliner. 


EXTRA Dependability—all of United’s new DC-6A 
Cargoliners* are equipped with radar for smoother 
flights and better on-time performance. No other air- 


line offers radar-equipped cargo planes. 


PLUS these “EXTRAS” in schedules and service: 


Telemeter Airbill—the complete airbill arrives in 


advance of your shipment. 


Reserved Air Freight Space aboard all Mainliners, 
Cargoliners, and connecting world-wide carriers. 


Every United flight —both passenger and cargo planes 
—carries freight between the 80 cities on United's 


Main Line Airway. 


EXTRA DC-6A Bulk-handling Features — including 
pre-loaded mobile pallets... motorized tug bar... 
special nets and compartments to assure protection 


of printing plates, displays. 


For service or information, call the nearest United Air Lines Representative. Write for free Air 
Freight booklet. Cargo Sales Division, Dept. K-4, United Air Lines, 5959 S. Cicero Ave., Chicago 38, 


Cette dese 


Advertising Age, April 16, 1956 


W. H. LONG joins Hoffman & York, 
Milwaukee, April 16 as a princi- 
pal owner and exec vp. Until re- 
cently he was exec vp of Hutzler & 
Long, Dayton. Previously he was 
president of W. H. Long Co., York, 
Pa. Harry G. Hoffman continues 
as president of Hoffman & York, 
and Wilford York, formerly exec 
vp, becomes senior vp and treas- 
urer. 


and that his better rounds in the 
fight were cut out. 

In the first trial, the case was 
dismissed, but the third U.S. circuit 
court of appeals reversed the orig- 
inal dismissal and ordered the trial 
court to reconsider. This action is 
what Philco is appealing. 

Philco says the ultimate disposi- 
tion of this case will have far 
reaching effects on future rights to 
televise old movies with education, 
historic and entertainment interest. 


‘Bride's’ Revises Its 
Top Staff Management 

Bride’s Magazine, New York, 
has realigned its top management 
“with an eye toward enlarging 
operations and improving efficien- 


Wells Drorbaugh Jr. Robert Thorsen 


cy.” Wells Drorbaugh Sr., founder, 
president and publisher, now be- 
comes president; and Wells Dror- 
baugh Jr., previously director of 
mercha n- 
dising and re- 
search, becomes 
publisher. 
Robert M. 
Thorsen, vp and 
formerly western 
advertising man- 
ager, has been 
named vp and 
advertising direc- 
tor, a new post. 
William S. Cox, 
vp and advertis- 
ing manager, now takes the post of 
vp and assistant to the president. 


William Cox 


Chambers to Chicago Sales 

Owen W. Chambers has been 
named vp and general manager of 
Chicago Sales Engineering Co., 
La Grange, IIl., incentive planning 
and premium product merchandis- 
ing company and a division of 
Steltenkamp-Wilson & Associates. 
Mr. Chambers formerly was man- 
ager of the premium division of 
Belnap & Thompson. 


WESTERN PACKING 
NEWS SERVICE 


covers Coast processing of conned, dried, frozen, 
and specialty foods since 1939 and offers 
LIVEST NEWS IN THE INDUSTRY 
LOWEST AD PRICES IN THE FIELD 
Sample copy free on request. Published by: 
$.D. McFadden News Bureau 
Front Street, San Francisco 11 Calif. 
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ADVERTISEMENT 


Builders, Dealers Key Factors 
In Greater ‘Modernization’ Sales 


Reports from Practical Builder 
and Building Supply News editors 
in the field indicate that the snow- 
balling promotion and publicity 
on “Operation Home Improvement” 
and other “Modernization” pro- 
grams, is sparking increasing at- 
ention from builders and building 
naterial dealers. More and more of 
them have decided that “all the 


and builders. Building Supply News 
editors have observed that selling 
home modernizing requires 4 key 
elements at the local level: 1) in- 
tense local promotion; 2) a display 
room where buyers can actually see 
what they’re getting; 3) readily 
available financing; and 4) expert 
contractors and workmen. The 
building material dealer is there- 
fuss” about this phase of the Light | fore the retail “natural” for mak- 
Construction Market makes sense | ing Modernization sell—except on 
... they’re going after the business. ‘count No. “4.” Dealers need the 

Modernization is, of course, by | close cooperation of the thousands 
no means new to these builders|upon thousands of builders who 
and dealers—in fact, it’s a business | will actually handle installation of 
that has, for several years, rivaled | the work. A survey among Building 
new home building in total dollar|Supply News dealer subscribers 
volume. But the “running start” | (tabulated only last week) shows 
they already have on selling Mod-| that only 5% of the dealers main- 
ernization is in itself one of the | tain year round contractor-employ- 


ees—a clear indication that dealers 
do not want to become involved in 
the contractor’s problems of instal- 
lation, labor, etc.—except as a nat- 
ural merchandising link in the in- 
creased sale of building products. 

Even though the “average” build- 
ers (who now do 95% of the Mod- 
ernization, according to a new 
Practical Builder Survey) are 
closely associated with their dealer 
suppliers, they are a distinctly 
separate sales target. That’s because 
in dealing with the buyer on re- 
modeling jobs, the builder acts as 
an independent agent in most cases, 
with his profit dependent on his 
own estimating, planning and sell- 
ing ability. The builder’s selling 
ability is especially important be- 
cause many inquiries they get 
through their dealer associates can 
be “traded-up” from minor to ma- 
jor remodeling jobs when the con- 
tract is actually made with the 
home owner. Here again, the sales 
success of building product manu- 


ADVERTISEMENT 


facturers in Modernization depends 
on how and where they aim their 
promotion. 

Practical Builder’s Executive 
Editor, Jim Lange, puts it this way: 
“... the best way to promote Mod- 
ernization is with satisfied cus- 
tomers. This means craftsmanlike 
installation of the new products 
and features owners want in their 
homes, with estimates adhered to. 
In every sense, therefore, the tre- 
mendous sales potential in home 
modernizing depends on the build- 
ing material dealers and builders 
who actually do the selling and in- 
stallation. One satisfied customer 
turns the whole block of his neigh- 
bors into remodeling prospects . . .” 
Modernization: A Huge Market 

How big is Modernization? Sta- 
tistics vary. Estimates of annual 
volume range between 12 and 21 
billion dollars. Albert Cole, Nation- 
al Housing Administrator, evalu- 
ates home remodeling, alteration 


and repair at over $14 billion year- | 


ly. Practical Builder and Building 
Supply News editors believe °55 
expenditures for the Modernization 
segment of Light Construction ran 
in excess of $14 billion—with ’56 
sure to run higher, probably ex- 
ceeding new residential building 
in total dollar volume. That’s why 
these editors have labeled Modern- 
ization “Building’s Biggest Busi- 
ness.” The one thing sure about this 
segment of Light Construction is 
that it is big ... and it’s bound to 
get bigger — because the more 
homes and other structures we 
build the bigger the Modernization 
Market gets. 


Details of a combined Practical 
Builder and Buiiding Supply News 
campaign designed to “Make Mod- 
ernization Pay Off .... At the Pro- 
fessional Level” are now being 
presented to interested building 
industry groups. For information 
write: Promotion Department, In- 
dustrial Publications, Inc., 5 South 
Wabash Ave., Chicago 3, Illinois. 


\ chief reasons for increasing enthu- 
siasm for O.H.I. by builders and 
dealers. Nationwide, all-level pro- 

\ motion—of the kind now being 
generated by O.H.I. and other home 
modernizing campaigns—is provid- 
ing interest and impetus to bring 
Modernization up to the level of 
its fullest sales potential. 

Field reports of these editors 
indicate that above all else the key 
to successful modernizing is ex- 
perienced builders—it’s the kind of 
business in which the neophyte 
could quickly lose his shirt; but a 

business that the seasoned contrac- 
tor finds “made to order.” 


Medium. Large Builders 
Interested 


Of importance to marketing men, 
it is becoming more and more ap- 
parent that profitable home mod- 
ernizing for the medium and larger 
builder means much more than just 
“off season” business. While the 
interior nature of most moderniz- 
ing jobs presents additional sales 
opportunities during slack months 
for the builder whose business is 
primarily new homes .. . this is 
largely offset by the highly techni- 
cal (“each job is different”) prob- 
lems inherent in most modernizing 
contracts. “Like most businesses,” 
one builder reports, “you’ve got to | 
do many Modernizing jobs—you | 
may lose one; profit has be be fig- | 
ured on the basis of the long pull.” | 
Many such builders see Moderni- 
zation as the basis for offering a 
balanced service to their customers. 
The 2-bedroom homes these build- 
ers built a few years back present 
an opportunity for “repeat busi- 
ness” in the addition of rooms or 
other facilities. And the builders 
who have developed a local repu- 
tation for providing good values 
in new housing are discovering 
“built-in” Modernization sales. The 
merchandising ability they’ve de- 
veloped during the last ten years 
needs only slightly different form 
to sell Modernization. 

However, medium and larger 
builders typically look to new resi- 
dential construction as their pri- 
mary market. Although many in 
this group are investigating Mod- 
ernization possibilities, the best 
way to get more of them on the 
O.H.I. bandwagon, PB editors be- 
lieve, is to show them why and 
how this segment of the market can 
become not only big business, but 
better business. And, although 
much PB editorial attention has 
been given to the subject in the 
past, this coverage is being stepped 
up in an all-out effort to make 
O.H.I. and the other national pro- 
motions pay off at the professional 
level—for all builders, large, medi- 
um and small. 


Builders And Dealers 


Work Together 


Modernization is bringing about 
a closer business relationship be- 


4 
7 
am 


tween building material dealers ' 


What is the biggest thing in the Light Construction 


Industry today? Modernization! Yessir, remodeling, 


expansion and repair of existing structures is Big Business 


today...and no mistake! And the more than 100,000 readers 


more, he is the 


do most of it. W. 


PB editors have 
well as the entire 


large number of § 


Mr. Builder, U. 


of practical| builder ‘row it best... in fact, 


? Because, for more than 20 years, 

en pointing up its profits. Modernization (as 
light construction market) is made up of a 
all pieces, not a small number of big pieces. 
True, they are jobs you don’t see on the front pages of 
metropolitan newspapers; but they make up the profit pages of 
8. A. He exists in large quantity. What’s 


ost active, the most stable, the most profitable 


buyer you can reach the year ’round. How? Through the book 


he goes by... the 


book he buys by... Practical Builder! 


... Of the light 
construction industry 


©INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3: 

Publishers of Practical Builder, Building Supply News, 
Building Material Merchant and Wholesaler, Ceramic industry, 
Brick and Clay Record and Masonry Building. 
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$1,400,000 Budget Puts 


Wool Up Beside 


Lamb Chops on Sheep Council Bandwagon 


Denver, April 10—As the nation’s 
livestock producers wrestled with 
the problem of a privately sup- 
ported national meat promotion 
(AA, April 2), the sheep and wool 
segment of the industry moved 


actually got started last fall as the | 
promotional arm of nine rancher | 
organizations, the emphasis was) 
almost exclusively on meat pro-| 
motion, especially lamb promotion. | 


strictly a meat campaign(AA, Jan. 
16). That drive is in progress now. 

In the new budget, however, 
wool advertising is almost on a 
par with lamb promotion. It will 
claim $600,000, while the meat end 
gets $800,000. It appears that 
national wool advertising funds 
will be entrusted to the Wool 
Bureau, promotional arm of im- 


American Sheep Producers Coun- 
cil is, in effect, a two-agency op- 
eration. At the Washington meet- 
ing both Botsford, Constantine and 
J. Walter Thompson Co. made 
presentations, the latter as agency 
for the Wool Bureau. Actual as- 
signments of funds will be made 
at another directors’ meeting in 
Denver May 21-23, however—and 
there are many other claimants. 


Advertising Age, April 16, 1956 


torial promotion of garments; 
National Sheep Assn. would like to 
hold a National Sheep & Wool Ex- 
position; a wool growers’ women’s 
auxiliary wants to stage “Make it 
yourself with wool” contests, and 
the Texas Sheep & Goat Raisers’ 
Assn. would like to crown a “Miss 
Wool.” 

In addition to all this the In- 
stitute for Motivational Research 


s Botsford, Constantine & Gard-| porters and textile manufacturers, 
supported program. There seemed ner, San Francisco, was named to} which already has a sizable ad- 
to be some modifications, however. develop an experimental cam-| vertising program. # For example: Woolknit Asso- ducting surveys of consumers and 

On the strength of a directors’ paign for the council which was| One result of this is that the ciates Inc. wants money for edi-| retailers on “lamb attitudes.” 
meeting in Washington two weeks 
ago the governing American Sheep F 
Producers Council:!ast week an- 1 
nounced a new $1,400,000 adver- 
tising and promotion allocation 
for the fiscal year starting July 1. 

This is somewhat less than the 
$2,000,000 or more it was origin- 
ally estimated would be available 
from funds deducted by the De- 
partment of Agriculture from its 
incentive payments to wool and 
mutton producers. 

The distribution pattern has 
changed too. When the council | 


ahead with its own government- 
Inc. is already in the field con- 


ti 


Oh ee a 


A native of Philadelphia, Jane Stokes Wallace 
started her advertising career about 16 years ago with 
R. H. Macy & Co., Inc. Seeking to broaden her experi- 
ence, she moved first to Lord & Taylor and then to 
the staff of Department Store Economist, where she served 


5 years she 


for 2 years as associate editor. For the next 


was Ready-to-Wear Editor for McCall’s. Seven years ago 
she joined Celanese Corporation of America, and since 
August 1955 she has been its Director of Textile Adver- 
tising and Sales Promotion. To explore the experience 


You're free 
asa hi d and use made of business publications by Celanese, one 
ra... of America’s leading man-made fiber producers, we spent 
a very pleasant and profitable afternoon talking with the 
charming and capable Mrs. Wallace. Here are portions 


of that interview. 


Q Mes. Wallace, is it a fact that Celanese had its ante- Q What media were used to reach these many audiences ? 


cedents in England during the early years of World War !? 
A Naturally we used many different methods to tell the story 


of acetate, but business publications were the foundation of 


A Yes. Our predecessor started out as a chemical company 
our campaign. 


manufacturing a dope to condition the fabric used ou airplane 
wings. Later, when the U.S. entered the war, the Government 
asked them to set up a similar operation on this side of the 
Atlantic. The result was the plant in Cumberland, Md. 


Q How do business publications figure in your present adver- 
tising activities? 


A They still are and, I am sure, will always continue to be the 
backbone of our advertising effort. They certainly are a vital 
link in the whole series of activities so necessary to the success 
of our merchandising cycles. 


Q And your ventures into the field of man-made fibers 
followed? 


A That is correct. When the war ended and the need for air- 
»lane dope was no longer critical, we began to explore possi- 
bilities in textiles. Then, in 1925, we began to produce acetate 
yarn and weave experimental textile fabrics of this fiber. 


Q Mrs. Wallace, what do you mean by merchandising cycles? 


A First you must understand that our primary market is not 
the end users of the products we sell. Our market continues to 
be people at every level of the trade—the mills, the converters, 
the cutters, the retailers—who handle our products on their 
way to the end user. We must tell them about our promotion 
and plans on a strict and specific timetable determined by the 
actual periods of time they will be actively handling our 
aera 


Q At what point did advertising come into the picture? 


A It was during those early years. The first advertising was 
done on a cooperative basis to establish acetate as a basic fiber. 
This effort was continued until about 1942, when acetate seemed 
sufficiently well accepted to warrant a full-scale national acdver- 
tising campaign. 

Q What wee thie backs chguative behind your eastyadverticlng Q How far in advance do you start to publicize a promotion? 
efforts? A it takes just about a year for a promotion to flower at the 
consumer level. For example, in January we announced our 
new “Jewel-Case Fashions” promotion. The story will not 
break in consumer publications until next November. Mean- 
while, however, advertising will carry the story to all levels of 
the trade in many business publications. 


A Well, of course, I was not here at the time; but I have been 
told that the one thing we wanted to do was establish a ready 
acceptance for man-made fiber in competition with natural. 


Q What audiences were you interested in reaching? 
Q What do you feel is the primary function of business 


papers? 


A The answer in one word is, I believe, communication. The 
serve this very worth-while and very necessary function with 
equal value to both the advertiser and the reader. They keep 
each attuned to the interests and requirements of the other. 


aurence 
INCORPORATED 
CHICAGO 


A Just about everyone in the trade. In this respect the job was 
unusually complicated. Celanese had to do an educational job 
at every level and in every division of the trade. We could not 
be successful in the over-all unless we were entirely successful 
in each segment, We had to sell, we had to be certain of product 
acceptance all along the line. 
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Fine Photoengravings 
for 20 Years 
O47 South Clark +WAbash 2-6284 


Are you receiving your free copies of | 
“Laurence’s Guide for Photoengraving 
Buyers”? If not, write or phone today. 
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Wittner Expands Facilities Sherwin-Williams 
Fred Wittner Advertising, New 


York, has leased a floor at 26 W. Sets $1,000,000 


47th St. for its art, production and | . 
accounting departments. Wittner’s Print Push for Paint 
— office remains at 581 Fifth | 

ve. 


‘campaign which it says is budg-! 
eted at more than $1,000,000. The| tend through August, using 
ads, carrying local dealer identifi- | consumer magazines, 


to full pages. Good Housekeeping, 

Supporting the April-May news-| Ladies’ Home Journal, Life, Liv- 
CLEVELAND, April 10—Sherwin-|paper ads will be a magazine|ing for Young Homemakers, Mc- 
Williams Co. will lay down a na-| schedule which will include a two-|Call’s, Parents’ Magazine, Sunset 
tionwide barrage of mewspaper|color spread in the April 14 issue | Magazine, Town Journal and 


ads this month to promote its|of The Saturday Evening Post for; Woman’s Home Companion; three 


Allstate Advances Schmock 


The publications push will ex-| 
11| keyed to dealer window displays 
| American and in-store promotional materi- 
|cations, will range from 700 lines| Home, Better Homes & Gardens, als. They will place special empha- 
Household, sis on Enameloid, Mar-Not var- 


43 


The newspaper ads will be 


nish and Sherwin-Williams’ porch 
and floor enamel, which will be 
offered in combination with a new 
Kem brush and roller cleaner. 
“Give your home a beauty treat- 


l., has advanced Gifford Schmock ,ating theme. 
om an advertising copywriter to | 


The company is using newspa-| plug the company’s SWP house 
vertising copywriter supervisor.' pers in 489 markets, in a retail paint. 


Allstate Insurance Co., Skokie, “brighten-up” painting and decor-|Kem-Glo and Super Kem-Tone. A|farm magazines, Farm Journal, 
page ad in the same issue will| Progressive Farmer and Success- 
ful Farming, and eight trade pub- 


lications. 


ment” is the underlying theme of 
the newspaper effort, according to 
Carl F. Toll, Sherwin-Williams’ 
national advertising manager. 


“.. . to do an educational job at every level and in 
every division of the trade.” 


“... advertisers are anxious to tell their 
story, readers are anxious to hear it.” 


“. . . they serve this very worth- 
while and very necessary function 
with equal value to both the adver- 
tiser and the reader,” 


aloit fnew products and dovelopmonts 


Q Will you enlarge on this statement just a bit, Mrs. Wallace? 


A Well, from the standpoint of the advertiser, business publi- 
cations provide the ideal means for transmitting to a highly 
interested audience all sorts of information concerning the 
organization, and concerning its plans, its products and their 
uses. From the standpoint of the reader, business publications 
provide an incomparable means of keeping alert to new prod- 
ucts and developments. 


Q How do you select the business papers to carry your 
messages? 


A We depend a great cleal on the media people at our agency, 
Ellington & Co., to select the publications best suited to our 
needs. However, we at Celanese do like to talk with the repre- 
sentatives of the various business publications as a regular 
thing. It is through these people that we are able to keep our 
finger on the pulse of each industry in which we have an interest. 
Responsible business publications are in a position to provide 
much valuable information which would be most difficult or 
even impossible for an advertiser to obiain. 


Through the use of business publications you are 
able to communicate with your customers and pros- 
pective customers in an atmosphere that is natural 
to them and most productive for you. In this respect, 
today’s responsible business publications serve a pur- 
pose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with 
an editorial excellence and a strict control of circu- 
lation that assure confidence on the part of readers 


Automotive Industries « 


2 Commercial Car Journal 
Spectator 


Q Would you say that business publications are increasing 
in their value to the advertiser and the reader? 


A Very definitely. In today’s highly competitive market, there 
is a constantly increasing need for the rapid exchange of in- 
formation—advertisers are anxious to tell their story, readers 
are anxious to hear it. More than ever before, there must be a 
reliable clearing house for such information in each industry. 
Business publications are serving this purpose. 


Q Have you ever been able to actually measure the effective- 
ness of your business publication advertising? 


A Yes we have. In 1951 the Federal Trade Commission recog- 
nized that acetate could not be properly classified as rayon. 
In 1952 we undertook a very comprehensive advertising cam- 
paign in business publications to educate the trade to the fact 
that acetate is a fiber with its own distinctive characteristics. 
It was a big undertaking, designed to reach every level in the 
trade. Its success, I firmly believe, can be measured by the fact 
that prior to the campaign we were furnishing our regular 
Celanese tags and labels to cutters at the rate of 35,000 a week. 
During the campaign, this figure soared as high as 5,000,000. 


The Voice of Authority... 


= 


i COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist * Hardware Age 
= The Iron Age + Jewelers’ Circular-Keystone + Distribution Age *+ Motor Age 


wiry 
and advertisers. With such acceptance goes a pro- ~ Zé 
portionate selling power. Let Chilton publications help =. === , 
give your advertising maximum effectiveness. = — 


Optical Journal and Review of Optometry « Gas 
+ Boot and Shoe Recorder « Hardware World 
« Tele-Tech & Electronic Industries + Butane-Propane News 


Fuller & Smith & Ross Inc., 
Cleveland, is the agency. 


Mazor Joins Four Roses 

Mortimer Mazor, formerly mer- 
chandise manager of the retail 
thread division and assistant gen- 
eral retail sales manager of Beld- 
ing Heminway Co., New York, has 
joined Four Roses Distilling Co., 
New York, as brand promotion 
manager of its Paul Jones, Hunter 
and Wilson whiskies. Before enter- 
ing the thread business, Mr. Mazor 
was with Arthur Cohn & Associ- 
ates, New York agency. 


What Makes a Radio Station Great? 


PULLING 
POWER 


with Homemakers 
eeeeeee oe eoeoeo ee @ 


Polly Pulled 
1473 

Recipe 
Requests 


She wasn't giving away 
$64,000, nor even left-handed 
butter spreaders—just recipes 
for old-fashioned fruit cake. 
What's more there were no 
simple coupons to fill out — 
listeners had to do it the hard 
way, write a card or letter to 
get them. 

Yet “Polly's Kitchen” pulled 
| 1473 recipe requests in one 
| month recently on WFAA. 
This sort of pull is typical 
of all WFAA programs. 

Much planning, research 
and experience goes into 
WFAA programming. As a 
consequence WFAA has built 
outstanding programs in every 
category—women’s, farm, 
news, religious, and musical. 

This kind of programming 
is responsible for WFAA's 
leadership* in North Texas— 
an area where adults spend 
more time with radio than 
any other medium. 

If you're looking for the 
best medium in the best 
market south of Mason- 
Dixon's line ask your 
Petry man about WFAA. 


*Whan Study — A. C. Nielsen, N.S.1. 


ig a great radio station 


Edward S$. Petry & Co., Representative 
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IN SUBURBAN NORTH JERSEY 
ONE NEWSPAPER REACHES MORE THAN 
62,000 BERGEN ANO PASSAIC COUNTY 
HOMES EVERY EVENING - AND IT IS 
OVER 80 PERCENT HOME-DELIVERED 


THE HERALD-NEWS 


of PASSAIC-CLIFTON, N. J. 


New York General Advertising Office, 18 East 41st Street, New York 17—James J. Todd, Mer. 


They're Loyal to 
Brands in Omaha, 
“World-Herald’ Finds 


OmanHA, April 11—Stability 
seems to be the key word for 
Omaha’s citizenry, at least as far 
as brand loyalty is concerned. 

The 1956 “Omaha World-Herald 
Consumer Analysis” indicates that, 
in most categories, consumers here 
stuck pretty close to the brand fa- 
vorites they have had in previous 
surveys going as far back, in some 
cases, as 1951. 

The World-Herald’s study is part 
of the 2l-newspaper consumer 
analysis originated by the Milwau- 
kee Journal. The studies for each 
market are standardized and later 
published in one volume for easy 
comparison of brand buying in 
| these markets. 
| The other 19 newspapers cooper- 
ating in this study are the St. Paul 
|Dispatch & Pioneer Press; Indian- 


Pictured here are but a few of the many community construction projects 


pl d for Kal this year. Above, projected $12,375,000 expansion 
program at Western Michigan College will move ahead this year. 


KALAMAZOO, a Michigan 
city on the move... 


where construction races to keep up with a 
booming economy 


Public and institutional building is keeping step 
with the giant strides of retail and industrial ex- 
pansion and no better word than booming can 
describe Kalamazoo’s current growth. 


Kalamazoo’s $6,706 Consumer Spendable In- 
come per Household last year boomed Metropol- 
itan Kalamazoo’s retail sales to $200,000,000. 


By any measurement of interest to advertisers, 
the Kalamazoo market is a prosperous, expand- 
ing market with a rewarding sales potential. You, 
too, can profit from the thriving southwestern 
Michigan area where a growing, able-to-buy 
audience depends on the Kalamazoo Gazette for 
the buying information that makes for better 
living. 


KALAMAZOO GAZETTE 


to match Kal: 's 


BOOTH 


THE BAY CITY TIMES THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


nr ET Eh Sn Fat 


Bronson Hospital's $1,419,502 expansion program this yeor calls for 
@ new nurses’ home and a long-term patient care unit. 


A new Municipal Airport Terminal building will be included in a 
$1,000,000 airport improvement project this year. 


Borgess Hospital is in the midst of a $1,600,000 construction program 


g needs. 


APERS 


EWS 
THE FLINT JOURNAL 
THE ANN ARBOR NEWS 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 110 E. 42nd St., New York 17, Oxford 7-1280 + Sheldon 8. Newman, 435 N. Michigan Ave., Chicago II, 
Superior 7-4680 + Brice McQuillin, 785 Market St., San Francisco 3, Sutter 1-3401 + William Shurtliff, 1612 Ford Bidg., Detroit 26, Woodward 1-0972. 


|@ The 
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apolis Star & News; Columbus 
Dispatch; Ohio State Jour- 
nal; Fresno Bee; Modesto Bee; 
Sacramento Bee; San Jose Mercury 
Herald & News; Seattle Times; Cin- 
cinnati Times-Star; Salt Lake 
Tribune & Deseret News; Newark 
News; Chicago Daily News; 
Washington Star; Duluth Herald 
News Tribune; Honolulu Star-Bul- 
letin; Press-Herald, Express &-: 
Telegram, Portland, Me.; Lon: 
Beach Press-Telegram; Journa!4 
Portland, Ore., and the Phoeni 
Republic. -— 


World-Herald  surve 
showed that, in most product cat 
egories, the top brands tended tc 
hold on to their relative popularity 
position among those polled over 
the years, although their per cent 
of the market might vary slightly 
from year to year. Brands lower i 
down on the scale, however, often 
show shifts in preference, fre- ¢ 
quently losing ground to some 
brand which had entered this mar- 
ket recently. 

For example, among’. white 
breads, Peter Pan continues to 
hold the top position, which it has 
held in this poll since 1952. Butter- 
Nut is still in second place, a posi- 
tion it gained in the 1954 survey 
when it pushed Omar into third 
place. And Omar continues to hold 
the No. 3 spot. 

In a few product categories, 
nevertheless, the buying picture 
has been a little less static. 

Good Luck margarine pushed to 
first place in the latest survey. Last 
year it was in third place behind 
Allsweet (which had been in No. 
1 spot from 1952) and Swanson. In 
1954 it entered the survey in fifth 
place. Allsweet not only gives way 
this year as the top margarine in 
this market but drops to third 
place, making room for Parkay, 
which in the 1955 analysis was the 


fourth favorite. 


® Some favorite brands in this 
market, first and second place, re- 
spectively, are as follows: 

Regular coffee, Butter-Nut and 
Folger’s; instant coffee, Maxwell 
House and Folger’s; powdered 
milk, Pet and Carnation; rice, Min- 
ute and Uncle Ben; shortening, 


|Crisco and Spry; cookies, Nabisco 
'and Supreme; regular flour, Gold 


Medal and Pillsbury; cake mix, 
Duncan Hines and Pillsbury; hot 
breakfast foods, Quaker Oats and 
Cream of Wheat; cold breakfast 
foods, Kellogg’s corn flakes and 
Cheerios; frozen orange juice, 
Snow Crop and Fairmont; bacon, 
Swift and Wilson; beer, Storz and 
Metz; soft drinks, Seven-Up and 
Coca-Cola; laundry soap or deter- 
gents, Tide and Cheer; toilet soap, 
Lux and Dial; filter-tip cigarets 
(men), Winston and Old Gold; 
non-filter-tip cigarets (men), 
Camels and Chesterfields; filter- 
tip cigarets (women), Winston and 
Viceroy; non-filter-tip cigarets 
(women), Chesterfield and Pall 
Mall. 


® The survey also included ques- 
tions on advertising preferences. 
Results showed that 94.3% of those 
polled preferred newspapers with 
advertising, 0.8% preferred news- 
papers without advertising and 
4.9% had no preference; 49.2% 
preferred tv with advertising, 
39.6% preferred it without, and 
11.2% had no opinion; 49.5% pre- 
ferred radio with advertising, 
40.4% without, and 10.1%, no 
opinion; 75.9% preferred maga- 
zines with advertising, 12.9% with- 
out, and 11.2% had no opinion. 
The survey covered 2,505 fam- 
ilies in the World-Herald’s area. 


You can call on 
30,000 tonnage buyers 
of metals 5 times each 
week by advertising in 


Since 1899 The Metal 
Industry’s Daily Newspaper 


18 Cliff St., New York City 38 
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| \ Strictly on the level, gentlemen...the retail level! 


National advertising can do many things: provoke the eye, needle a nerve, whip up 


Wy 


yen to buy, and tt can sell. And when it comes to selling, only one magazine has such 


t 


'; a remarkable influence where sales are made: at the retail level! Witness the fact 


+ 

} that whole cities of merchants stage Good Housekeeping Weeks. And witness 
the fact that month after month, Good Housekeeping guaranteed products get far 
more tie-in retail lineage than products advertised in any other women’s service 


book. Take department store tie-in lineage alone, for January-December 1955: 


Good Housekeeping, 253,807 lines; Ladies’ Home Journal, 14,252 lines; McCall’s, 
14,870 lines; Woman’s Home Companion, 4,855 lines. As papa, down there, under- 


| stands so well...the Good Housekeeping Seal sells, and retailers know it. 


“But, mama... he’s rich and handsome! 
You want the Good Housekeeping Seal, too?” 
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General Motors Builds 
Biggest Assembly Plant 
In Youngstown Area 


TO EMPLOY 8,000 OR MORE 


General Motors’ new plant will employ about 8,000 persons 
initially and perhaps 20,000 later. This will be the biggest 
single industrial boost in the Mahoning Valley's history. 
Costing about 75 million dollars, the annual payroll will 
be some 30 million. 

The fact that GM chose this site shows that the Youngs- 
town area has many advantages for manufacture and 
distribution. GM’‘s new plant is indeed evidence of the 
faith in the future of the Youngstown District. 


Youngstown... 
a great market 
growing better .. . fast 


Poungstown Vindicator 
YOUNGSTOWN, OHIO 
Kelly-Smith Company, National Representatives 


|‘Tonight,’ Magazines to 
Introduce Karpet-Squares 

| Allen Industries, Detroit, has 
scheduled a four-color page in the 
April 30 Life to introduce Karpet- 


| Squares, new do-it-yourself, self- | 


|sticking, 18” squares of cotton 
carpet. Follow-up four-color ads 
will appear in House Beautiful, 
Living for Young Homemakers 
and McCall’s. 

| In mid-April the company will 
| begin a series of participations on 
|“Tonight” (NBC-TV) to promote 
'a 500-prize consumer contest to 
|be conducted by Karpet-Squares 
| dealers in all cities carrying the tv 
show. Alfred J. Silberstein, Bert 
Goldsmith Inc., New York, is the 
agency. 


Publication Names Engnath 
Richard W. Engnath, formerly 
assistant advertising manager of 
CBS-Columbia, New York, in 
charge of cooperative advertising, 
has joined Electrical Merchandis- 
ing as assistant promotion mana- 


| ger. 


STV-TV : 
9 EE 
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im plumb center 


Go along the Ohio River in our Upper 
Ohio Valley, and you'll see the biggest 
industrial boom in today’s America. Dozens 


of multi-million dollar factories expand across 
the landscape . . . National Steel, Wheeling 
Steel, Olin Mathieson Aluminum, Ohio 
Ferro-Alloy and many other industrial giants 
who have nearly half a billion earmarked for 
growth in the next three years! 


Were “plumb center” in the middle of this 

vast Steubenville-Wheeling phenomenon— 
surrounded by 11 busy counties where 

annual income now approaches a full billion 
dollars! In seven of them, though, you'll find 
nearly two-thirds of the area’s retail sales, almost 
two-thirds of its total buying power, and 


61% of its TV homes! 


These are the same seven super-counties where (says Telepulse ) 


WSTV-TV dominates viewing habits by an impressive margin. 
No other station wins such consistent shares-of-audience. 


You can't beat facts! (1) The Steubenville-Wheeling market is 
an industrial bonanza. (2) Seven of its 11 counties are more 
important because more people there earn more, spend more. 
(3) The same families also spend more time watching 
WSTV-TV. (4) It’s easy to put yourself in “plumb center” of all 
this prosperity. Just call Avery-Knodel TV. 


CBS-ABC AFFILIATE 


WST 


=-T WV 


CHANNEL Q 


IN PLUMB CENTER OF INDUSTRIAL STEUBENVILLE -WHEELING 


Advertising Age, April 16, 1956 


6,000,000 Families 
Plan to Buy Car in 
‘56, Macfadden Finds 


| New York, April 10—Six million 
wage-earning families in the U.S. 
| plan to buy a car during 1956, anc 
|almost half of them are consider 
ing a new model, according to 

| survey released by the wage ear= 
ers forum sponsored by Macfad: *; 
| Publications. The total figure r@: 

resents one in four wage-earn 
families. 

The forecast shows Chevrc, } 
out in front with 29.5% amo 
those planning to buy a new ce 
Next came Ford, with 23.5% 
Buick ranks third, closely followec 
by Oldsmobile, Plymouth ana 
Mercury. 


# Among those thinking of buy- 
ing a car during 1956, the survey 
showed that 45.2% are thinking in 
terms of a new car, 27.3% an “al- 
most new” car, 21.8% a used car, 
and 5.8% are undecided, 

During the 15 months ending 
Nov. 30, 1955, 10,000,000 cars were 
purchased by wage earners. Chev- 
rolet and Ford led the market, 
each with 20% of total sales. Some 
90% of the families in this group, 
totaling about 24,000,000 families, 
owned at least one car, as com- 
pared with about 85% in April, 
1953. About 22,500,000 wage earn- 
ing families now have at least one 
car, with 19%, or one in five, hav- 
ing more than one automobile. 


| Kagran Names Livingston; 
Clifford Returns to NBC 

Alan W. Livingston has resigned 
as exec vp of Capitol Records to 
| become president of Kagran Corp., 
|New York, effective April 15. An 
NBC subsidiary, 
Kagran handles 
tv film syndica- 
tion and mer- 
chandising by- 
products of the 
network’s shows 
and stars. 

Mr. Livingston 
replaces J. M. 
Clifford, who has 
been doubling as 
head of Kagran 
and administra- 
tive vp of NBC. He will now de- 
vote his full time to the latter post 
while continuing as a member of 
the Kagran board. Mr. Livingston 
| will make his headquarters in Hol- 
' lywood. 


Alan Livingston 


Atlanta Dailies Cut Ad Space 
Because of Paper Mill Strike 
Atlanta’s two dailies, the Jour- 
nal and the Constitution, have re- 
|duced advertising space 20%, ef- 
fective April 2, because of a strike 
at the Bowater Paper Mill, in 
Newfoundland. The morning Con- 
| stitution, published by Atlanta 
| Newspapers Inc., which also puts 
out the afternoon Journal, said in 
‘a Page i story that classified dis- 
|play advertising will be limited to 
|a maximum of 10”. All other clas- 
sified advertising will be solid— 
|without use of white space, the 
|mewspaper said. 
| Officials of both papers said a 
|further cut in advertising will be 
necessary should the strike contin- 
ue. 


Ira Blair Joins Wesley 

Ira Blair, formerly president of 
Car-Blair Ltd., apparel maker, has 
joined Wesley Associates, New 
York, as merchandising director. 
Mr. Blair at one time was adver- 
| tising director of Apparel Arts. 


NEW BLOOD! 


Maybe your advertising and sales letters 
need a change of pace—NEW IDEAS— 
new blood—a rejuvenation? Want to be 
shown? Show me yours! Tel. HA 7-9187. 


eel Flow Wott if n 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 
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Lamb Keit 


(FOR Sen AnD women, 


| 
| 


OUNDING OUT—Lamb Knit Goods 
0., Colon, Mich., is adding wom- 


n’s sweaters to its heretofore’! 
male-only line. This color page is 
scheduled for Men’s Wear, April 
20, and the May Esquire’s Apparel | 
Arts. Gourfain-Cobb & Associates, 

Chicago, is the agency. 


‘Case’ Book Tells How 
Market Research 


Helped 40 Companies | 


PLEASANTVILLE, N. Y., April 11— 
Forty case histories of market re- 
search studies by corporations are 
contained in “Market Research 
Pays Off,” edited by Henry Bren- 
ner, president of the Home Testing 
Institute. It is published by Print- 
ers’ Ink Books and is priced at $6. 

The histories are written by the 
market research managers or di- 
rectors of the companies or their 
agencies and cover the field from 
test marketing to motivation re- 
search. 


ws The companies or agencies in- 
volved are Rheem Mfg. Co., Ball 
Bros. Co., B. F. Goodrich, Crosley 
& Bendix, New England Confec- 
tionery Co., National Broadcasting 
Co., Pillsbury Mills, Esso, General 
Electric, Hawaiian Pineapple Co., 
Dow Chemical, Jones & Laughlin, 
Corn Products Refining Co., Doyle 
Dane Bernbach Inc., Carter Prod- 
ucts, Armstrong Cork Co., Curtis 
Publishing Co., U.S. Plywood, Tidy 
House Products Co., B. T. Babbitt 
Inc., Pepsi-Cola, Reader’s Digest, 
Sylvania Electric, Maxon Inc., Ra- 
dio Corp. of America, Grant Ad- 
vertising, Campbell Soup, Bene- 
ficial Management Corp., Meldrum 
& Fewsmith, J. Walter Thompson 
Co., Brown Shoe Co., Buchen Co., 
Henry Disston & Sons, Anheuser- 
Busch, Macfadden Publications, 
Armour, Hiram Walker, Scheidel- | 
er, Beck & Werner, Philip Morris 
and Cluett, Peabody & Co. 


Floorcraft Steps Up Campaign | 

General Floorcraft Inc., New| 
York, maker of General floor pol- 
ishers for domestic use and Gen- 
eral heavy duty floor machines and 
E-Con-O-Vac commercial vacuum 
machines, has announced the larg- 
est campaign in its history. Full- 
page color and b&w ads are sched- 
uled to run year-round in 14 in- 
dustrial and retail trade papers. 
Fractional pages will appear in 
House Beautiful, House & Garden, 
Living for Young Homemakers, 
Newsweek, New York Times and 
Sunset. Posner-Zabin, New York, 
is the agency. 


Barber & Kaer Formed 


William J. Barber and David M. 
Kaer have formed a new adver-| 
tising and public relations agen-| 
cy, Barber & Kaer, at 600 Old 
York Road, Jenkintown, Pa. Mr. | 
Barber formerly directed creative | 
and public relations activities for | 
Advertising Associates of Phila-) 
delphia; Mr. Kaer has been asso-| 
ciated with the consumer and 


commercial credit field. 


| 


'and Jessie Hutton the first woman | Vaughan, Thain & Spencer 


47 

Singer Names Ross, Hutton in charge of all educational func-|has appointed Joseph Breslin an tising manager of Rinn Products. 
Singer Sewing Machine Co., New tions as well as the testing of all| account executive. He formerly Vaughan, Thain has moved to 

- inew sewing products. was sales promotion manager of larger quarters at 230 N. Michigan 


York, has named Marion Ross to} 4 

the new post of fashion director |Zurich Insurance Co. and adver- Ave. 

to hold the position of educational | Appoints Three: Moves 

director. Both were formerly as- Vaughan, Thain & Spencer, Chi- s az ee E +} TR tiKE! 
sistant educational directors. Miss|cago, has promoted Richard J. Manufacturers of fishing tackle and related lines 
Ross will be in charge of fashion|Thain Jr, from vp and copy chief| can’t miss getting bigger strikes from advertising 


: a ion | irect li = FTTN—the top specialized book covering 
design, company exhibits, fashion | to vp and director of public rela 11,047 sel i tap tachi deslese end jobi ; 


shows and other promotional func-|tions and Richard M. McConnell | 
FISHING TACKLE TRADE NEWS 


WILMETTE 


tions. Miss Hutton, who succeeds|from an account executive to Md 
ILLINOIS 


Robert T. Weller, retired, will be and copy chief. The agency also 


Wisconsin dealers 
“push” your product 


eee WHEN YOU SUPPORT THEM IN THE 
LOCAL PUBLICATION THEY PREFER! 


4 to 1 prefer WISCONSIN AGRICULTURIST 


WISCONSIN 
AGRICULTURIST 
Farm 
Magazine A , 
SHOWN HERE ARE RESULTS OF A STUDY 
IN WHICH IMPLEMENT DEALERS WERE 
Farm ni 78% ASKED, “IN WHICH PUBLICATION, ED- 
Magazine B aS ‘ ITED FOR FARMERS, DO YOU PREFER TO 
SEE ADVERTISING FOR THE MERCHAN- 


DISE YOU SELL?" OTHER DEALER 
PREFERENCE STUDIES AVAILABLE ON 
REQUEST. ™ 

a 


Farm 
Magazine C 


E 2.6% 


WISCONSIN DEALERS know that 9 out of 10 of the best 
farm families in their trade territories read and depend on the 
Wisconsin Agriculturist for all kinds of information, including buying 
information. That’s why they are so willing to “stock up”’ 

and “‘push” the products pre-sold for them by advertising in this 
exclusively Wisconsin publication. They know their extra selling efforts 
and your ads will pay off. The Wisconsin “‘Ag”’ is the only 

publication that can give you such complete coverage in one of the 


nation’s richest farm markets. Income is close to $1 billion, 
more than half of it is dairy cash spread 
evenly over the entire year. Write us 

for facts that will help you sell Wisconsin. 


Phe 
wT bw ane.’ : a 
“ane ~ 
= cnn a 
intunee © ? ; 


WHY READERS 
PREFER THE “AG” 


. 
. 


“It gives us specific information 
about our specific problems. I 


griculturist & 


AND FARMER “"2sccscn"" 


RACINE, WISCONSIN Huschka, Rock County, Wis. 


especially like the Homemaking 
Department but the publication 
is a big help to me, too, in en- 
abling me to discuss farming 
intelligently with my husband 
and our neighbors.”’ Mrs. Louis 
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_ They never forget 
# that new good taste! 


oa 
Poster designed by J. Walter Thompson Company 


A. F. GUCKENBERGER, Advertising Manager 
Ward Baking Company, says: 


“Outdoor posters fit the needs of our products. Their colorful visual presenta- 
tion of product, package, and name to consumers on the way to buy . . . provides 

an essential tie-in with consumers’ visual selection of products like ours in today’s 
super markets and self-service stores.” 


MIGHTY MEDIUM PACKS SALES POWER 


OUTDOOR is unmatched by any other major medium for coverage, continuity and 
color—at lowest cost. Here’s the evidence: T.A.B.* Studies show 93% of people 
SEE OUTDOOR . . . average person sees it 22 times per month. POLITZ 
figures show that average exposure to pedestrians is 64 seconds—to motorists, 
21 seconds. Cost? Only 15c per 1000, in average national campaign! 

*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 


ATLANTA + BOSTON + CHICAGO «+ DETROIT + HOUSTON + LOS ANGELES 
PHILADELPHIA + ST. LOUIS + SAN FRANCISCO «+ SEATTLE 


Copyright 1956 Outdoor Advertising Inc. 
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What are | 


™uO 


doing about the big shift 
in population age-groups ? 


i 


An amazing market shift is taking place in America today! 
+50.6% The swing is to YOUTH! By 1965 THE GREAT MARKET 
OF YOUNG WOMEN UNDER 20 WILL INCREASE BY 
MORE THAN 50%, WHILE THE 26-40 AGE GROUP WILL 
DECREASE 8%. 

+33.0% Advertisers already aware of this big change are selling in 
SEVENTEEN, the magazine that dominates an entire gener- 
ation...41.8% of ALL teen-age girls* in the U.S. have actually 
purchased merchandise they saw advertised in SEVENTEEN! 
+17.8% *18.1% NOW is the time to reach this big, booming market... before 
fixed buying habits set in. NOW you can sell them in ONE 
magazine, SEVENTEEN — tomorrow it will take many maga- 
+5.0% zines and much more money to reach these same Young 


26-40 Women. 
512 13-19 20-25 41-65 65 over Take stock of the times! Take advantage of the big trend 
ma to YOUTH! Do as other advertisers are doing...sell in 
71.8% SEVENTEEN because it’s easier to START a habit than to 
STOP one! Newsstand sales (at 35 cents a copy) account 
CHANGING POPULATION—Female 1955-1965 for 80% of SEVENTEEN’s circulation...proof positive of out- 
U.S. Census, 1950-1955 standing reader loyalty. 


*8,000,000 in U.S. today 


d loyalty starts in | 


+ = 
; Best oy 


it’s easier to START a habit than to STOP one! 


©1996 TRIANGLE PUBLICATIONS, INC. 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 + PLaza 9-8100 


ty * Wake Meee Woy Ek. an, Papi Mk 


Sotho) Renee ole” Hee ee ee ee Eg, MG ae Gee eR i ‘cal See. eeu ae, ae ee RES ah ge RE ly se ~  a 
“a Beg t any: SCI Neale Ot SW) ie we PP: ype +: Aare ahi aoe”. ae es ae é , ea ge aac! PR Ree hc SOS te a : Mane 
SeatdY Aen 
PHS ode 
Jee, 
lias 
i) 
a “t a 
MATS, 
tiga et. 
les aa 
hae 
oie 
5 ee ‘ 
pee ae 
| See 
Uae 
Soy ; 
ies © 
ea | 
jo tiled 
Bore 
en 
oe 
s “4 
rae 
ey 
stl 
a) 1 
ing, MEE 
ae 
he 
a S: 
ee 
Sih ae } 
pom Fiz 
herb at 
Be S \ 
a Fare. > 
apf 
bye 
P: ths. 
Cio 
op 
ey 
fans 
Atlee: 
eae < 
BLE i 
is Pat: 
ie | 
re 
side 2 
wea re 
fp: 
Ba Pe: 
“hi 
% P 
hae . 
pond : 
re a 
1 
y A as 
a} 
oF te a 
Hi | 
bli 
as a 
Rip ' 
ee 
Paha 
‘3 
pee 
nF ak 
* eins 
33/8 
ea 
= 
me 
A a 
= es 
Bax: 
= ae 
6 ge ‘ 
bod (eso 
A 
tte 
ibe wl aa 
bees ” . =. 
oe . — » : 
ie F ne “ ” ow ro 5 : 
es:  —_— 
at ae _ zs i " 
Ee Ja ~ — ae = = 4 is 
ina hg < — 
dane hh — -_ — = . 
~~ ~ é _ a can 
Pan, wy ee A» 
dy ~ /4 _ ae” 
4 > - 
oat ST 
>, / —— lll 
ad So A P Aas | = 
wad | ¢ a i, nioe § 
ea ; JE il “- ii ¥ 
ey ¥ a ee all é ee. 
ad eatin ncat — 4 
Bi ——_S tt 
oR | \ 
sed) ’ fr 
q | _ ez 
: 7 = 
- ¥ a: 
i “ Py is = Pa Pa : 
tee Bo vs; 
a nN .- s Re ete 32 oe ihe = 4 es e+ = he a ys 
ay es Bet _ 7 a | 
(a oan ee gana oe ear. f, ; 
+o FRAT @ ee eee ‘ 
a t's el 3) ae 
tae ~ br a ee F 
: bran rae v 
fi ah hd z, Pee. ne G INE FOR Yo . ; ” “3 
“a eer eyes - a sl GI FE FOR YOUNG.WOMEN-UNDER-20" 
Bis a Regd € JS. / ei *e VOR os). oe et tie SS, ean aes 
a, iy? oe cements «nt a =— (as 
ae | 
ms | 
. 
we 
ae a 
i 
-in® F 
of | | : 
ig as apd tet wat Ep C!S yg) |. es f ane < ee he hss : — a 
x oy na y < ‘ : ‘i - a -_ me | 
( Bern: —_ 
Ts taney 


a 


Feature Section 


dvertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Salesense in Advertising... 


Concerning Titillative Business 
Paper Advertising 


By James D. Woolf 
Advertising Consultant 


For the business paper ads shown here 
I am indebted to Holton C. Rush, presi- 
dent of Greenhaw & Rush Inc., Memphis 
advertising agency. Although Holton is by 
no means priggishly attentive to the 
proprieties, I take it he 
believes these ads are, 
to say the least, juve- 
nile and in question- 
able taste. 

If your product is so 
dull and _ depressing 
that nothing you can 
say about it in words 
and pictures is likely to 
arouse the reader’s at- 
tention, you’ll be mon- 
ey ahead if you just don’t advertise. But 
if, despite the dreariness of your product 
and its total lack of news value, you insist 
on paying for costly white space, sex is 
admittedly one sure way to catch the 
reader’s wandering eye. 

But sex isn’t one sure way to seize the 
attention of readers interested in storm 
windows, screen wire, and aluminum 
awnings. Could be that some of them are 
misogynists, at least during business 
hours. 
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I have always understood that dealers 
read the trade press for information about 
merchandise and how to sell it at a prof- 
it. When they yearn for titillative enter- 
tainment the profligates among them 
turn, I suppose, to Boccaccio’s “Decamer- 
on” and “Lady Chatterly’s Lover,” or 
perhaps to the Police Gazette. Certainly 
they don’t turn to Building Supply News 
and Building Specialties & Home Im- 
provement Dealer, the publications in 
which these ads appeared. 

There is a coterie of admakers, as we 


No Shortage Of 
Material Here 
We're Prepared 
0, To Cover All Areas! 

Wy ESCO expands 10 meet (he demands! 


with the NEWEST MOST MODERN 
Storm Window Plant in America! 


Muow WE CAN OFFER ONE-WEER 
DELIVERY SERVICE ANYWHERE! # 
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all know, which holds to the view that 
people must be tricked by irrelevant de- 
vices into reading advertising. Hence we 
see, both in business papers and in con- 
sumer media, ads that seek to capture the 
reader’s eye and interest with caricatures, 
lions, elephants, monkeys, puppy dogs, 
screeching terns, and as much female 
nudity as the law allows. 

Possibly there is something to be said 
for this view in the promotion in consum- 
er media of trivial products. I don’t 
think so, but maybe there is. Be that as it 
may, I do not believe that semi-naked 
women make much sense in trade adver- 
tising. 
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Help for Color Inventory Problem 


Talent Commission Defended 


Tough 
to make 
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PRODUCTS taLes CONF 


C. M. Likes a How-to-Do-It 


Gold Is a Useful Promotion Color 


Looking at Radio and Television... 


15% Commission on Talent: a Defense 


By The Eye and Ear Man 


That old question of the justification 
of the 15% commission on tv talent is 
with us again. Spurred by the Four A’s 
consent decree and the ANA convention 
discussions, many private and public 
opinions have been voiced. 

It has been stated here repeatedly that 
agency commission should not be related 
to any medium. For every $100,000 of ad- 
vertising, a manufacturer is entitled to 
$15,000 worth of sales counseling, mer- 
chandising aid, research aid, selling ideas 
and copy policies, as well as media selec- 
tion. A good agency should know as much 
about its clients as the clients themselves, 
and act as a balance for client thinking 
in pricing, new products, acquisitions, 
distribution, packaging and many other 
important aspects of moving goods. A 
good client will get a just deal out of an 
agency. It is not a question of commission 
as much as quality of result. 


® In these days of increasing costs, the 
agency’s net, on the whole, is reduced. 
Services have become more expensive, 
especially in research and merchandising. 
Some agencies argue that it is time to in- 
crease the percentage to 17%% or 20%. 
Because of the sharp competition for per- 
sonnel, an agency must gross a consider- 
able amount in tv to maintain a substan- 
tial media and program department. It 
is not uncommon for key tv personnel to 
command $70,000 a year plus benefits. 
Even supervisory personnel are now ask- 
ing and getting $30,000 to $40,000 a year. 

This is a far cry from radio and early 
tv days, when an agency produced shows 
for a client with $7,500-a-year directors, 
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$15,000 to $20,000-a-year producers and 
mail boy assistants. When decisions are 
going to be made involving $4,000,000 
(the going price for a good tv half hour, 
time and talent gross, for 52 weeks), they 
should not be made by small boys. The 
finest minds in tv must be applied to 
these problems. These minds come high 
and few would be willing to work ex- 
clusively for one client. 


® Can agencies produce shows? Certain- 
ly. A Kraft or Lux drama is fairly easy 
to produce. A “Hit Parade” is also pos- 
sible to do well. Further, agencies can 
supply all essential personnel—producer, 
director, assistants—and make a profit. 
But most clients are not satisfied with a 
little dramatic show. Neither are most 
agencies. They would like a big hit show. 
And there’s the rub. 

It is unlikely that an agency can pro- 
duce a show with a star as a lead. “I 
Love Lucy,” Benny, Hope, Phil Silvers, 
George Gobel, Martin & Lewis, Burns & 
Allen, etc., all are their own producers— 
exactly as they were in radio. When a 
star gets big enough, he runs the show— 
whether in vaudeville, theater, movies, 
tv or radio. The contribution of the agen- 
cy is selection, negotiation and the send- 
ing of personnel of sufficient stature to 
influence the quality of the production. 


8 Now, supposing a client were to shut 
off the 15% on package shows like these. 
This would represent about $250,000 a 
year. The commission on the time repre- 
sents about $300,000. Suppose, further, 
that this is a substantial part of any com- 
pany’s advertising budget—-$4,000,000 out 
of a total of $5,000,000. The agency now 
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has $450,000 to supply all services, or 9%, 
almost all from media—which does not 
give the client a direct discount, there- 
fore; no additional out-of-pocket expenses. 

Can an agency supply a good service 
at that rate? Probably. Especially if the 
agency is big enough. How? By cutting 
down service and reducing the quality 
of personnel. Other areas which can be 
cut are product research, merchandising 
and advance research in television. Also 
the caliber of top management would 
probably be reduced somewhat. 

This trend would sharply reduce ob- 
jectivity on the part of the agency, of 
course. Recommendations for an agency- 
produced drama or more printed media 
would be forthcoming. Even the most 
logical of agencies cannot help being gov- 
erned by a profit motive. And how elo- 
quently dollars can direct the speech of 
man. 

It would, therefore, seem to be wise 


On the Merchandising Front... 


to retain the best advertising agency. The 
best agency will not likely reduce its fee 
for a malleable medium. Perhaps the best 
advice is for a client to resist the tend- 
ency to overstaff within his own company 
and make greater use of agency services 
available to him. 

The incestuous characteristics of a 
house agency or a dictatorial advertising 
department have rarely found fresh, new 
ideas to aid a client in selling more pro- 
ducts. 

The wisest clients have never ques- 
tioned the commission system. The most 
vocal opponents are the marginal ac- 
counts, frequently ad managers with poor 
shows and a history of changing agencies. 

Take heed. The best-quality thinking 
is no luxury. The stature of companies 
depends on sound counseling. The dollars 
involved are small in relation to the gross 
expectancy. By all means, question all 
expenditures. But, buy the best. 


Helping the Trade Lessen Its 
Color Inventory Problem 


By E. B. Weiss 

The spread of color to a multiplying 
number of merchandise classifications is 
not without attendant headaches to the 
distributing trades. Indeed, there is reason 
to question whether, in some recent ap- 
plications of color to 
certain small and major 
electric appliances, in- 
ventory has not grown 
faster than volume, 
with a consequent 
downturn in turnover. 

While few, if any, 
new volume-producing 
concepts are unmixed 
blessings, it is clear 
that the manufacturer 
who can give his trade the obvious ben- 
efits of color, where color previously has 
played either no role at all or a very in- 
significant role, without a full comple- 
ment of the accompanying inventory 
problems will gain a competitive advan- 
tage. As a matter of fact, when Interna- 
tional Harvester was making home re- 
frigerators a few years back, it attempted 
to tackle this problem. The technique was 
rather awkward; as I recall it, the proce- 
dure involved attaching a fabric to the 
front of the refrigerator to achieve color 
change. But it pointed a direction for mer- 
chandising thinking as applied to the in- 
ventory problems inherent in any line 
subject to color exploitation. 


E. B. Weiss 


ws Now comes Westinghouse with a con- 
siderably more practical plan. As applied 
to the Westinghouse refrigerator, the pro- 
cedure—which is called “Choose-N- 
Change”—-makes possible some 50 cabi- 
net color combinations with only five 
cabinet colors. This is achieved by having 
10 changeable panel colors. Thus, by ma- 
nipulating panel changes, the retailer is 
in a position to offer almost any color 
combination with merely five basic cab- 
inet colors—and the homeowner can 
change the refrigerator color at a later 
date, if she changes the color scheme of 
her kitchen, by simply getting an appro- 
priate panel. 

I don’t pretend to know how practically 
the plan will work in the home, although 
it strikes me as being entirely sensible. 
But I do know that, with this plan, West- 
inghouse is in position to tell the trade: 
“Now you can have color that sells— 
without inventory problems.” And I am 
positive that this appeal packs great in- 
terest for the trade. 

It is probably true that at least some of 
the fears generated by a distributing 
trade to whom color is a novelty are 


imaginary. Others are more real. I sus- 
pect that the real troubles far outweigh 
the imaginary troubles. 

What is more, the inventory problems 
that go along with color as applied to new 
merchandise classifications promise to 
become still more acute. This will be due 
to the increased velocity of change in 
color fashion. 


a In the kitchen, for example, I presume 
that the first great color trend developed 
in the period immediately after World 
War I. That “color” trend really involved 
no color! In other words, it ushered in the 
all-white “hospital-type” kitchen. 

That “color” trend lasted for years. 
Yes—for years. 

But look what happened recently— 
again with respect to the kitchen. Just 
about two years ago, pink began to invade 
the kitchen on a large scale. Just two 
years ago. Today, it is already on the way 
out—and turquoise (on both the green 
and blue sides) appears to be on the way 
in. Blue may be the next color and, if it 
is, turquoise may rule supreme for no 
more than a year or so. 

In other words, the color cycle is going 
through an acceleration in the kitchen(to 
continue with this example) that may 
soon rival the pace of color in milady’s 
ready-to-wear. And much the same ap- 
plies throughout the home. For example, 
blue is the prevailing shade for home 
decor currently; I believe brown rated 
tops not long ago. 


a Clearly, the increased velocity of color 
change complicates still further the com- 
plicated problem inherent in inventories 
subject to the impact of color. And I see 
no reason to expect any deceleration in 
this pace of color change in merchandise; 
on the contrary, color tv will undoubtedly 
depress this pedal still further. 

It follows that manufacturers would do 
well to study color as applied to merchan- 
dise—not only from the viewpoint of the 
impact of color on the shopper—but also 
from the standpoint of the impact of 
color on the inventory and turnover of 
the distributing trades. In the latter con- 
nection, a number of steps can be taken 
that will tend at least to alleviate some of 
the problems of merchandising color. 

The Westinghouse refrigerator idea is 
simply one of those steps. Another step 
may involve better standardization of 
color within an industry. In this connec- 
tion the industries that are just now being 
initiated into color could learn a great 
deal from the women’s fashion field, 
where desperate necessity over the years 
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Advertising Age, April 16, 1956 


The Creative Man's Corner... 


Cato contented conditions « 0.4 F 
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ideal example of that kind of ad. 


Pause and Take Note 


This year have a weedless garden 


For more of the good things of life... 


Aluminum from Canada 


We like advertisements that acquaint us with something we can do and, 
because of the obvious benefits of doing it, something we find ourselves want- 
ing to do. And this advertisement for Aluminium Limited, of Canada, is an 


Aluminium Limited, for instance, could have told us many things about itself 
—but it intrigues us, instead, with a terrific idea for our garden this summer: 
Use aluminum foil as mulch to keep out weeds and keep in moisture. Wonder- 
ful suggestion. And we—along, we're certain, with many others who have 
seen the ad—intend to put the suggestion to good use. 


We doubt, if Aluminium Limited had bragged about the hugeness of its 
various plants, that we would even have bothered to stop and look. But find- 
ing something we can do of benefit to ourselves, we not only read the ad 
through but finished it with a good feeling about Aluminium Limited. 

American advertisers could do worse than to pause and take note. 


has brought some semblance of order out 
of what once promised to be total chaos. 
Still another step might involve more 
accurate reports—and more prompt re- 
ports—to the trade on the movement of 
various colors. Other steps will probably 
include closer liaison between trade in- 
ventory and the advertising-promotional 
program; new policies involving ware- 
housing, etc. 

Color has become the great new tech- 


Employe Communications... 


nique for acceleration of the pace of 
merchandise obsolescence. In _ certain 
fields, at this very moment color has done 
more to make merchandise obsolete than 
product improvement. I believe, for ex- 
ample, that this is true right now in 
refrigerators. But color will not contri- 
bute to a step-up in trade profit unless 
and until color is merchandised in a 
manner that recognizes the “red ink” 
potentials of color. 


Making Friends with the Young People 


finds many a childish scrawl] in the morn- 
ing mail inviting detailed answers to the 
question, “How do you make paper?” To 
each youthful correspondent has gone a 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

There is no man in the field of indus- 
trial public relations who has not re- 
ceived, at some time in his career, a letter 
reading approximately as follows: “I am 
in the sixth grade at So-and-So School 
and my teacher has asked us to write an 
article on the product your company 
makes. So please send me, as soon as you 
can, all the information I need.” 

Ralph Pratt, head of public relations at 
Charmin Paper Mills in Green Bay, Wis., 


long, detailed letter supplemented by 
literature the public relations staff felt 
might be useful. 


s To save time and to do a better job, 
Pratt and his staff recently developed a 
“Papermaking School Kit.” They took the 
folder in its rough state to public and 
parochial schools in Green Bay for their 
suggestions and approval. “They jumped 
at the idea,” Pratt reported, “particularly 
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“‘Can’t blame me for being so excited. My new television 
show is going great guns. It’s already been sold 
in over 100 markets — big markets, small markets 
and medium size markets!’’ 


It’s a fact, THe GreaT GILDERSLEEVE is going 
great. But many important markets are still available. 
If you act now, this hilarious comedy series can get 
big audiences for you, just as it’s doing in New York, 
Detroit, Ft. Wayne, San Antonio and the many other 
cities where it’s tops in its time period.” 

Gildy’s especially valuable to sponsors because Bf: 
his personality is a sales-building extra that =! 
doesn’t come with ordinary television programs. He’s 7 
thoroughly merchandisable. And his loyal family 
following is great for boosting sales of products every 
member of the family buys — food, drugs, beverages 
and all manner of household needs. 


Get the facts on how THE GREAT GILDERSLEEVE 
can sell for you. Call NBC Television Films. 


The Great Gildersleeve 


“Latest available ARB #§ Programs for 
All Stations - | g? Cc 


TELEVISION 


All Sponsors 


663 Fifth Avenue, in New York, 

Merchandise Mart in Chicago, 

Sunset & Vine in Hollywood. : 

In Canada: RCA Victor Company, mie 
Ltd., Toronto. y 
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in the fifth grade, where they have an 
annual conservation project in classrooms 
just about this time of year. Seems we've 
hit the nail dead center.” 

The six-part kit contains three folders 
and three specimens of material the kids 
can take out and study. One of the folders 
is from American Forest Products In- 
dustries—an illustrated story of pulp 
and paper with an attachment referring 
specifically to Charmin. This one an- 
swers the primary question. The second 
folder is the broad-gauge indoctrination 
manual distributed primarily to mill em- 
ployes but also to members of the com- 
munity. The third is a simple map of 
Green Bay showing locations of the mill’s 
facilities. 

The materiai content of the kit includes 
a cellophane-wrapped envelope of wood 
chips, so the young fry can be reminded 
of the simple origins of the product, a bit 
of actual wood pulp and a specimen of 
tissue—the finished product. 


Tips for the Production Man... 


Charmin had the folder printed, die-cut 
and scored for folding. Girls in the office 
in their spare time inserted the various 
elements in the kit. When the kits were 
completed, the board of education visual 
aid department volunteered to handle the 
distribution. Demands for the kit are 
heavy. 


a Charmin’s age limit ruling on plant 
tours bars pupils of less than high school 
age, obviously for safety reasons. The kit, 
however, is helping fill the need for a 
tour on the part of youngsters who must 
attain a few more years before they can 
drop in personally. 

Is that all it does? Well, hardly. Char- 
min’s astute publicists are aware that the 
student of today may be the employe of 
tomorrow. They know that today’s pupils 
are tomorrow’s neighbors. And it does 
one thing more: It proves that Charmin 
must like young people or it wouldn't 
have done so much to please them. 


The Golden Touch 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, III.) 

I never gave much thought to the im- 
pressiveness of gold as.a color for use in 
printed promotion until one day I was 
struck with the great beauty of a new 
automobile which was pure white with 
touches of gold trim. 

This started a train of observation 
which came to a climax very nicely the 
other day when I came across a little 
square-format folder sent out by House 
& Home magazine. The cover was printed 
on two-side Kromecote cover... very 
white, with two words brought out large 
in the title in gold ink. I had not thought 
gold was a strong enough color for carry- 
ing type, but it is. 

The piece had the same clean-cut and 
arresting look of the automobile I had ad- 
mired; so I browsed further. 


@ The inside front cover did a switch. 
Instead of gold and black on white, the 
entire page was printed in gold with re- 
verse plate and a small amount of black 
overprint. The rest of the booklet used 
gold only sparingly, for oversize initial 
letters or lower case headlines. 

The rich effect which you naturally 
associate with the use of gold ink carries 
with it the requirement that its use be 


not overdone, else a gaudy effect results. 
This, it seems to me, House & Home has 
done admirably in this little folder. 

The high gloss of Kromecote cover and 
gloss enamel inside also has something to 
do with the richness. 


s Metallic inks are tricky to work with, 
and in planning a promotion piece em- 
ploying these inks both printer and ink- 
maker should be consulted. A soft, ab- 
sorbent sheet is not adaptable. The ink 
should lie on the surface and not be ab- 
sorbed into the sheet. If special selection 
is not given to the paper, an extra press 
run may be required to size the sheet, and 
this can be costly. 

Somewhere among my data files I have 
a folder which deals entirely with vari- 
ous types of gold inks. The exhibit shows 
the comparison of results that are se- 
cured from gold dusting, metallic gold, 
goldsheen, and simulated gold (golden 
yellow). Some day I shall dig it out and 
determine if it is still available for pro- 
duction men. 

Silver is another metallic ink that is 
frequently used with success, as you 
know. Yet I have the feeling that silver 
and black are an unsatisfactory color com- 
bination. I feel sure that silver would 
not have the strength of tone to prove 
successful in carrying type of display 
sizes, as gold most surely seems to do. 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


How many savings and loan associa- 
tions can you name? Unless you are con- 
nected with the business, not many, I 
dare say. I know the name of one I pass 
every day. I think I could name one or 
two whose advertising I have seen in the 
metropolitan papers. 

But—strange to say—I know the name 
of one in Hinsdale, a town with which 


I am not at all familiar. The reason for it 
is that once or twice a year I receive 
some communication from them—direct 
by mail—which is of such outstanding 
virtue, graphically, that I invariably look 
at the material. And sincé so much stuff 
that comes through the mail is junky in 
appearance, this excellent matter is 
memorable. 

The piece illustrated here is a card 
measuring approximately 354”x10”, un- 
folded. The left half of what you see is 
folded over on to the right portion of the 
folder, which is approximately 35x64”. 


“*The friendly American tradition of 
money in the savings and loan asso- 
ciation and better homes for more 
families is the base upon which 
members continue their progress.”’ 


Ink colors are a lively olive with black. 

A year or two ago I received a calendar 
from this outfit in such superb good 
taste typographically that I kept it a 
whole year while throwing out a dozen 
other calendars. 


ws Having said the above, perhaps I 
should say that the card illustrated ac- 
companied a letter. The letterhead, too, 
is simple and in superbly good taste. 

However, the content of the folder and 
letter falls short of the beautiful dress it 
is in, in my opinion. The letter simply 
says it is a pleasure to send me the 22nd 
Annual Report, indicates how great sav- 
ings now are and that “if financing costs 
remain the same, earnings and savings 
will likely continue at the present level.” 

But there is no invitation to me to save 
money with this organization, there is 
no suggestion that I take advantage of 
their good services in any way. Can I 
bank by mail or make deposits by mail 
with them as I do with the Northern 
Trust Co. in Chicago? Do they want busi- 
ness, or only to tell me how good business 
is? 

It seems to me always a great waste to 
make an advertising contact with some- 
one and not make quite clear to that 
someone that his inquiries or his pa- 
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tronage are invited. 

People who spend money for advertis- 
ing are often in a dilemma. If they get 
their money’s worth in good appearance 
and interest, maybe they do not get their 
money’s worth in persuasion. Maybe they 
think it isn’t nice to ask for business. Ac- 
tually, there is nothing immoral or vul- 
gar about making an honest bid for busi- 
ness. I should say some of the best spe- 
cialty saleswomen in the finest shops on 
earth are very handsome, if not beauti- 
ful, well-groomed women. They are not 
made vulgar or cheap by their deft and 
adroit and effective selling in good taste. 
On the other hand an advertiser some- 
times finds hard sell available for his 
printed messages without its being 
clothed with sufficient eye appeal to get 
it read. 


® That is why the two traditional schools 
of copy thought are vendors of a half 
truth each. One believes in creating a 
good impression through good appear- 
ance and/or interest. The other believes 
in a formula which assures the presence 
of the principles of persuasion, and may 
be very neglectful of matters aesthetic. 

I have never been able to see that ad- 
vertising could do its best job without 
both these virtues. 


Just Looking... 


The Saturday Evening Post has 
what might be called a special De- 
partment for Changing Titles 

Robert Fouss, executive editor of the 
Post, once told me—with a sadistic 
glint in his eye—that some months 
they succeed in changing the title of 
every story published, 

I asked Mr. Fouss what he consid- 
ered a good story title to be. His an- 
swer was: 

“We try to say what the story is 
about.” 

If this is a good definition of a story 
title, it seems to me it is an equally 
good definition of an advertisement 
headline. 

It would appear logical that an ad- 
vertisement which promises its reader 
some benefit, as every good advertise- 
ment must, should make that promise 
clear. 

I would go so far as to say that an 


By Walter O’Meara 


advertisement that does not do this 
is—despite Mr. Martineau’s mystic 
speculations—not a very good one. 

I would go even farther and suggest 
that, best of all, an advertisement 
should state its case in the headline. 

It might seem that nothing could be 
more elementary than this. But it is 
astounding how many ads never real- 
ly get off the ground. 


e As a copy chief, I always enforced 
the rule, or at least tried to, that every 
piece of copy must include a simple 
declarative sentence stating exactly 
what the product offered the user. 
Preferably in the headline. 

Despite the rarefied heights to which 
copy discussions have lately soared, I 
still think this is a pretty good idea. I 
still think that an advertisement 
should—in unmistakable terms—tell 
the reader what it is about. 
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“Indispensable to 


me, and to many of 


my agency friends’”’ 


says ARNOLD R. DEUTSCH 
President 


ARNOLD R. DEUTSCH 


Mr. Deutsch’s business career began with newspapers — 
first as a newspaper delivery boy when he was eight, and 
later as a newspaperman for the Brooklyn Citizen, New York 
Sun and New York Journal. He founded Deutsch & Shea in 
1939, currently publishes Industrial Relations News, and was pubs. 
Governor of the 4-As in 1952-53. Serving as a Navy Lt. in [ge 
World War II, Mr. Deutsch was also attached to SHAEF for 3 
a year. 


“Years ago I reached the conclusion that Advertising 
Age is indispensable to me and to many of my agency 
friends. It’s there with the news and consistently first. 
And permit an ex-newspaperman to say Advertising Age 


is written in a sparkling, clear-cut, fat-free style. There’s 
Apparently a great deal of the human relations philosophy 
of Deutsch & Shea — specialists in industrial relations— [ime 
permeates its own organization. All telephone calls are put 
through directly without questions as to who is calling, and 
no person calling at their offices is turned away without as 
someone seeing them. “If we are busy,” says Mr. Deutsch, 
“we go out in person and excuse ourselves.” 


ting and zip to the lead articles. 


“No issue ever fails to capture my interest... and the 


features are provocative—more often than not, I tear 


A bachelor, Mr. Deutsch studies languages and grows plants Ws « b. 
for hobbies. He is still interested in sports, though the years [iu 
have tempered his own athletics from track running to hand- be 
ball, tennis and squash. 


out two or three items and circulate them via routing 


slips to our staff.” 
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GE Again Tops 
Companies Using 
Business Papers 


(Continued from Page 3) 


$1,650,000. In 55 Eastman dropped | 
to 18th place with an expenditure | 


of $950,000. 


® In its current study, ABP lists 
214 advertisers—37 more than in 


’*54—that invested $175,000 or more | 


in business paper advertising. Col- 


lectively, they spent $92,163,791, or | 
about 23.7% of the $390,000,000 | 24. 
over-all business publications in- | 25. 


vestment. 

The complete study, listing al- 
phabetically 1,281 companies, with 
their investments in business paper 
advertising, is obtainable from 
ABP at $2 a copy. 

The 1,281 companies listed are 


reported to have invested $160,- 
279,091, which is 41.1% of the total 
1955 investment in business publi- | 
cations. An analysis of those com- 
panies investing $50,000 or more 
indicates an average 1955 business 
paper budget of $181,222. | 

In 1954 177 companies were 
listed by ABP as having spent | 
$175,000 or more for business pa-| 
per advertising. In ’55 the list was | 
increased to 214 companies. | 

Methods employed in compiling 
this fifth study were ‘similar to) 
those used in previous years, Wil- 
liam K. Beard Jr., ABP president, 
said. 


® “Evidence that the studies are 
becoming established as a reliable 
guide in the eyes of advertisers,” 
Mr. Beard said, “is the steady in- 
crease in the number of companies | 
in the leading advertisers class | 
($50,000 or over). The first year, | 
the study showed 489 companies in 
that category. In the new study it’s 
up to 826. 

“This is direct evidence,” Mr. 
Beard said, “that the list is getting 
closer to its goal of listing all the | 
leading advertisers, a goa] that can | 
only be reached through increased | 
voluntary cooperation by the ad-| 
vertisers themselves.” 


® The 214 leaders are listed be-| 
low, with asterisks indicating fig-| 
ures that are ABP estimates. All| 
investments by divisions and sub-| 
sidiaries are included in the par-| 
ent company total. 
Company 1955 | 
. General Electric Co. .......... $3,793,000 | 
. General Motors Corp. ...... 2,276,100* | 
q sy tye age Mfg. Co. .... 1,945,900" | 
. E. b. du Pont de Nemours 
& on Satan 
. Allied Chemical 4 Dye 
ee 
. U. S. Steel can.. eben soe 1,617,800 
. Westinghouse Electric 
I, Wiapeniataliiediinasenensanen 1,260,000 
. Union Carbide & Carbon 


1,919,700" 


Cae how ADmatic 
; 1 your story: 


* Store Windows 
* Sales Meetings 


Attract more 
prospects, boost 
sales. Admatic 
shows a new 
slide every 6 
seconds — 
projects a 
continuous 30 
slide show 

with Bic, 
Baicut pictures 
— day or night 
Available with 
synchronized 
sound and 
continuous 
sound movies. 


THE HARWALD COMPANY. INC 
| 12h Chicago Ave, + Evanston Hl: — 
DA vis 8-7070 


. Johns-Manville Corp. ........ 
. US. Rubber Co. 0... 
. Republic Steel Corp. ........ 
. Timken Roller Bearing 


. Minneapolis-Honeywell tegueter 


. American Cyanomid Co. .. 
. Abbott Laboratories 

. Ciba Pharmaceutical 
I 
. Caterpillar Tractor Co. 

. Eastman Kodak Co. 

. Westinghouse Air Brake 


23. 


26. 
27. 


28. 


29. 


Co. 


Co. 


Co. 


. B. F. Goodrich Co. ............ 
21. 
22. 


Bendix Aviation Corp. 
McGrow-Hill Publishing 


Dow Chemical Co. 
Colorado Fuel & Iron 
(including Roebling) 
I 
Minnesota Mining & 
ere 
Goodyear Tire & Rubber 
Co. 

Radio Corp. of America .. 


1,109,900* 
1,100,000 
1,081,800* 


. Inland Steel Co. ................ 

. Borg-Warner Corp. .......... 

. International Harvester 
Co. 

. Reynolds Metals Co. .......... 

. American Chain & Cable 
Co. 

. Winthrop Stearns Inc. ...... 

» Chrysler Corp. .........ccces0e 

. Bethlehem Steel Co. 

. Smith, Kline & French 


1,011,000 


1,000,000 


4 Owens-Illinois Glass Co. 
. Pittsburgh Plate Glass 


- Hercules Powder Co. ........ 

. Sinclair Refining Co. ........ 

- Ingersoll-Rand Co. 

. Aluminum Co. of 
America 


. Johnson & Johnson 
. Kaiser Aluminum & Chem. 


. Link-Belt Co. 

. Worthington Corp. ............ 

. Clark Equipment Co. ........ 

. Warner & Swasey Co. ...... 

. Carborundum Co. .............. 

. Rohm & Haas Co. .............. 

. American Radiator & Standard 
420,500* 


Sanitary Corp. «0.0.0.0... 


. Bucyrus-Erie Co. 

. Curtis Publishing Co. ........ 
. Armstrong Cork Co. .......... 
. Sperry Rand Corp. ............ 
. Baldwin-Lima-Hamilton 


Corp. 


. Fairbanks Morse & Co. 
. General American Transportation 


. International Nickel Co. .. 
. American Telephone & 


Telegraph Co. 


. Celanese Corp. of 


America 


. Texas Co. 
. Jones & Laughlin Steel 


. Crown Cork & Seal Co. .... 
. Standard Brands Inc. 
. American Machine & Foundry 


. Rockwell Mfg. Co. ..........-- 
. Harnischfeger Corp. 
. Warner-Hudnut division, Warner- 


' National Distillers Corp. . 
. Cities Service Co. 

. National Lead Co. 

. Norton Co. 

. Raytheon Mfg. Co. ............ 
. A. H. Robins Co. 

. Mallinckrodt Chemical 


. Revere Copper & Brass .... 
. Raybestos-Manhattan 
. Halliburton Oil Well Cementing 
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385,700* 
384,400* 


Co. 375,000 


. W. R. Grace Co. division, Davison 


373,000* 
370,800* 
370,000* 


Chemical Co. 


Chilcott Lab. 


. Wagner Electric Corp. 
. Gulf Oil Corp. 
; — Electric Prod. 


365, 100* 


352,500* 
350,000* 
350,000 
349,300* 
343,700 
341,200 
340,400 
338,000* 


336,100* 
330,000 
330,000 
329,000 


HIGHEST-EVER CIRCULATION 2,254,015"*... 
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95. Kennecott Copper Co. (including | 120. Standard Pressed Steel | 142. Standard Oil Co. of Cal. 239,200 ae 
Chase Brass Co.) ............ 328,000 GA. + missntdetiedadiacailliiiiecls 270,000 (143. Cutler-Hammer ........ 235,000 
96. Electric Auto-lite Co. ... 325,000 | 121. I. T. E. Circuit Breaker 144. Kimberly-Clark Corp. .... 233,600* | 
97. Seagram Distillers Corp. .. 320,000 Co. 266,500* | 145. Ohio Brass Co. .... 232,500* | 
98. Allen-Bradley ....c.cccccoo. 319,700* | 122. Koppers Co. accsesscssssonsee 266,000 |146. American Steel Foundries 232.000 | = Sy, : 
99. A. O. Smith Corp. .......... 312,000 | 123. U. S. Industries Inc. ........ 263,000 | 147. Sangamo Electric Co..... 232,000 bos, £199 *) HD HOEK 5 
100. Cessna Aircraft Co. ........ 308,800" | 124. Motorola .....cccccccccssssceesem 262,400* | 148. Air Reduction Co. ..... 229,900 
101. Miles Laboratories .......... 307,800 | 125. National Cylinder Gas Co. 262,000 | 149. Oakite Prod. Inc 226,000* | eee 
102. National Steel Corp. ...... 305,500* | 126. U.S. Plywood Corp. ........ 261,000 | 150. Pullman Co. .......... 225,800* | TD Selhct-a-s ~a~ 
103. Procter & Gamble Co. .... 302,900* | 127. Eaton Mfg. Co. ..............-. 260,100* | 151. Yale & Towne Mfg. Co. . 225,000* 
104. National Cash Register .. 302,800 | 128. American Brake Shoe Co. 254,000 | 152. Dresser Industries ...... 222,800* | he ema 
105. Atlas Powder Co. ............ 300,000 | 129. American Motors ............ 253,600* | 153. Belden Mfg. Co. ...... > 4 -—— 
106. Socony-Mobil Oil Co. .... 300,000 | 130. Electric Storage Battery 154. McGraw Electric Co. .... 221,600" | : = 
107. Thompson Products Co. division OG | . cstrsecintrresdnbietpeoendieanens 253,000* | 155. National Elec. Products \e— SEE YOUR RHEEM-WEOGEWOOD DEALER TODAY 
Ramsey Corp. eecnenennn. 299,800* | 131. Burroughs Corp. ..nnnonn 250,000 Corp. --. 2-2-0 e ees 220,900* St AAK?2 SARFRF 
108. Stewart-Warner Corp. .... 299,200* 132. Chicago Pneumatic Tool 156. Wallace & Tiernan Co. .. 216,600* ad : 
i iewiCGs. 298,600* OE iatatabentheediteliitiablncese’ 250,000 | 157. International Business 
TED Continental Con Co. ........ 296,100* | '33- Stromberg Carlson Co. .. 250,000 Machines .............. 215,800" | twO.TONGUED—The Chinese lettering on the bottom of this outdoor 
erp ec 295,900* 134. U.S. Gypsum Co. npiaciines 250,000 158. Grinnell Co. ......... 214,000 | poster for Rheem-Wedgewood gas ranges came as a surprise to 
TI2. Ludman Corp. eccscsenen nn) heal agetincrcnedrn Or ee Robertshow-Fulton Controls og | Rheem's agency, Campbell-Ewald Co., San Francisco. Investigation 
A Me enveczovosonsnnsseentevantiivestias of a ah WE Ew e'd Oo cece ons ; podinn a Ap : 
113. Corning Glass Works .... 285,000 136. Cincinnati Milling Machine 160. Wellington Sears Co... 210,000 | showed that the added message was Ti Sun Co.—Your Chinatown 
A 285,000 | im 248,000 | 161. Whirlpool Corp. ... 210,000 | Agent—Very Reasonable.” The Chinese dealer prepared the addition 
115. Thomas A. Edison Inc. .... 283,400* | 137 Gatinbeies On... 243,000 162. Gaede. Coro. | Serie 207 800* | himself, pasted it on in the dead of night. According to enterprising 
116. Quaker Oats Co. ............ 277,000 | 138. Sundstrand Machine Tool 241,500* | 163. Frank G. Hough Co. .... 207,700* Ti Sun Co., it’s bringing in customers. 
117. Barber-Colman Co. .......... 273,300* | 139. Towmotor i ES 241,500* | 164. Hooker Electrochemical Co. 206,000 
118. Koehring Co. 0... 273,000 | 140. Cummins Engine Co. ........ 241,000* | 165. American Viscose Corp. .. 205,000* | 167. R. C. Mahon Co. ...... 203,200 , 170. American Can Co. ...... 200,000 
119. Standard Oil Co. 141. Owens-Corning Fiberglas 166. Youngstown Sheet & 168. Stanley Works ........ 202,000* | 171. lowa Mfg. Co. ........ 200,000 
TIED cacicsiitvesiecessiccnssee 273,000 MT on Sedesecsasnies’ 240,000 EEE Ga dirs oss eevee 203,900* | 169. Corn Products Refining . 200,000* | 172. Jeffrey Mfg. Co. ...... 200,000 
| 173. Jenkins Bros. .......... 200,000 
| 174. Kawneer Corp. . 200,000 
| 175. Masonite Corp. .. 200,000 
176. McCall Corp. .......... 200,000 
177. Mueller Brass Co. ...... 200,000 
178. Scovill Mfg. Co. ........ 200,000 
ew © | n Ow n feed r 179. Frevhauf Trailer Co. .... 199,800" 
180. Visking Corp. .......... 194,500 
181. Taylor instrument Co. .. 194,400* 
182. Armco Steel Corp. ...... 193,900* 
183. Rust-Oleum Corp. 193,200* 
184. Surface Combustion Co... 192,700* 
185. Veeder-Root .......... 192,300* 
Wh ff] 186. Dayton Rubber Co. .... 190,000 
| 187. Otis Elevator Co. ...... 190,000 
| 188. Gates Rubber Co. ...... 189,200* 
189. Archer-Daniels-Midland .. 189,000 
190. Congoleum Nairn ...... 188,900* 
ey YY See 188,000* 
192. Boston Woven Hose & 
C ee) ra 187,200* 
* * . . a: 193. Lockheed Aircraft Corp. 187,200* 
ome out where bulldozers are still making room to satisfy the a-to-z range of their readers’ inter- 904. Wane 08 & Saowdeih 
. . : ‘ as a k.ne hs 186,000 
for more new towns and you'll see who owns the _ ests. It is the one magazine that is Young enough 195. Automatic Electric Co... 185,800* 
‘ 196. Black, Sivalls & Bryson .. 185,000 
land today. to be adventurous and Adult enough to be realis- -— iho co... 185,000 
eae . 198. National Coal Assn. .... 185,000 
They’re Young Adults, the new families who _ tic. 199. Brown & Sharpe Mfg. Co. 184,100" 
‘ ‘ ‘ 200. Union Oil Co. .......... 184,100* 
are overflowing into the suburbs. Crowding the Read a copy of the new Redbook today. Meas- 201. Wyandotte Chemical .... 181,900" 
° ene : : © 202. Manning, Maxwell & 
new shopping centers. And rewriting the rulesof ure the broad scope and enormous vitality of this ae 181,100* 
f : 203. H. H. Robertson Co. .... 181,100* 
marketing and media selection, because Young market, as they are reflected on every page. The 204. Spang Rubber Prod. Co. _181,100* 
ae / - ‘ - 7 i 205. White Motor Co. ...... 181,100* 
Adults are so distinctly a breed apart. imaginative advertiser will discover how he can 206. Hyster Co. ............ 181,000 
. : . 207. General Mills .......... 180,900 
Every problem is a new one to Young Adults, convert these alert, action-minded Young Adults 208. Phillips Petroleum Co. .. 180,000 
209. Square D. Co. ........ 178,800* 
every interest and need is highly personal. This into his most profitable market. An impressive 210. Tide Water Assn. Oil Co. 178,200* 
211. Walworth Co. ........ 178,200* 
is their time for testing—whether it’s tradition list of advertisers already has! ... Redbook, 212. General Foods Corp. .... 176,700" 
213. Carpenter Steel Co. .... 175,700* 
or a new product... or a magazine. 230 Park Avenue, New York 17, New York, Ee ee 
Me ccccseceseeseseseos Pi 
And, every month, a growing number of Young MUrray Hill 6-4600. 
Adults is selecting the magazine that shares 
their restless, inquisitive spirit—the new Red- 
a 


book. Because of its intense concentration on 
Young Adults, Redbook can disregard the com- 


promises most magazines are obliged to make, 


New 


Redbook 


The Magazine that sells Young Adults 


‘ 


HIGHEST EVER AT NEWSSTANDS © 35¢ 971,243* 


*A.B.C., 
second 
six months 

1955 


GET ATTENTION 


AND SELL THE COAST GUARD 
MARKET THROUGH THE 
EXCLUSIVE COVERAGE OF 


U.S. COAST GUARD 


MAGAZINE 


Only one publication is edited exciu- 
sively for Coast Guardsmen—U.S. 
Coast Guard Magazine. And only U.S 
Coast Guard Magazine can deliver the 
coverage-in-depth that sells this im- 
portant serviceman market. Write for 
full information today 


PUBLISHED BY 


THE AMERICAN WEEKEND © THE MILITARY | aalaes 
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Oh, how he wishes he 
was in Peoria! 


Mr. Spacebuyer:—You ve got to be IN 
the Peoria Journal Star to sell the 560,000 
people in the rich 13-county Peoriarea to 
get the results of the Midwest's most modern 
printing plant with its new Goss 8-Unit 
Headliner Press utilizing Hurletron Electric Eye 
and Goss Colortrol for exact color register. 

Don't you wish you had your regular 
and market test schedules in the Peoria Journal 
Star? (Represented nationally by 
Ward-Griffith Co., Inc.) 


Paoria Journal Star covers all Peoriarea 
daily circulation exceeds 100,000 


‘Sheaffer's Special Snorkel 
Launched on ‘Navy Log’ 

W. A. Sheaffer Pen Co., Fort! 
Madison, Ia., introduced its new | 
“special Snorkel pen” last week on 
“Navy Log” (CBS-TV). The pen 
is available in five colors and is 
priced at $7.95. The television pro- 
motion will be supplemented by a 
magazine campaign breaking next 
month in Better Homes & Gardens, | 
|Collier’s, Coronet and Nationa!| 
|Geographic Magazine. In the fall) 
\there will be ads in magazines | 
| specifically directed to school age | 
children. 
| Sheaffer is pushing the new pen | 
|as a “popular-priced model” of the 
|familiar “no-dunk” Snorkel. A 
‘cooperative mewspaper drive is 
|scheduled for spring. Russel M. 
| Seeds Co. handles the account. 


‘Spargo Named Ad Manager 

Donald A. Spargo, formerly 
business manager of the Journal- 
Courier, New Haven, Conn., has 
been named national ad manager 
of the New Haven Register. 


THIS TWIN SQUEEZES 
TROPICANA 


THIS TWIN READS THE 
DISPATCH-PIONEER PRESS 


ORANGE JUICE 
INTO 1ST PLACE! 


Whether he’s waking up a sleepy-head early-morning 
appetite or drinking for pure refreshment at any time, the 
St. Paul Twin likes his canned and cartoned orange juice! 
And, according to the St. Paul Consumer Analysis Survey, 
the brand preferred by far more of the people in the St. Paul 
“half” of the Twin Cities market’ is cartoned Tropicana 100% 
Pure Orange Juice. In just one year, Tropicana soared from 
llth place to the top of the list . . . from 1.4% preference to 
22.6%! Remarkable? Certainly. But Tropicana knows the 
secret of squeezing into the lead . . . they simply poured plen- 
ty of advertising into the St. Paul Dispatch-Pioneer Press! 


Canned and Cartoned Orange Juice Preference 
in St. Paul (Excluding Frozen Orange Juice) 


1955 


| 


How do YOU rate in the St. Paul “half” of the giant 
Twin Cities market? Is your product looked up to... or 
overlooked? Get your answer from the 1956 Consumer Anal- 
ysis Survey. Here is a razor-sharp, thorough study of the 
brand preferences and buying habits of the more than 446,000 
people who depend on the St. Paul Dispatch-Pioneer Press as 
their buying guide. Contact your Ridder-Johns representative 
or write Consumer Analysis, Dept. B. 


| 


PAUL 


> DI 


| 


REPRESENTATIVES 
RIDDER-JOHNS, INC. 


SPATCH 


~~ ar 


NEW'S PAPER 


NEW YORK - CHICAGO - DETROIT 


oF 


EER PRESS 


SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 
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Sick’s Brewing 
Wins Top Seattle 
Adclub Award 


Dr. Dichter Tells 
Six Steps to Winning 
Friendship of Europe 


10—Dr. Ernest 
of the Institute 
Research, told 


SEATTLE, April 
Dichter, president 
for Motivational 


the Advertising & Sales Club of 


Seattle last week that Europeans 
are “hungry for an ideology” and 
that America can sell them its 
ideology in the same way products 


are sold. 


Dr. Dichter spoke at the adclub’s 
annual awards dinner, at which 
Weyerhaeuser Timber Co., Ta- 
coma; King Broadcasting Co., Se- 
attle, and Sick’s Seattle Brewing & 
Malting Co. won top awards. 


s Dr. Dichter, who has just re- 
turned from a quick lecture tour 
in Europe, suggested that the 
techniques developed in marketing 
be adapted to propaganda. 

He said that propagandists 
should learn what the marketers 
have learned, namely, “that it is 
not enough to make a superior 
product”; consumers must be 
shown that the product meets their 
needs. 

“We have entered the age of 
psycho-economics,” proclaimed Dr. 
Dichter, “in which our products 
meet not only the physical needs 
of the consumer but also provide 
the proper psychological gratifica- 
tions.” 

Dr. Dichter told the Seattle ad- 
men that America can win the 
friendship of Europe by such 
propaganda tactics as the follow- 
ing: 

1. Convince Europe that Amer- 
ica is changing and not standing 
still. 

2. Display our interest in culture. 

3. Start admitting our mistakes. 

4. Correct the stereotyped pic- 
ture of America communicated by 
movies. 

5. Accept Europeans for what 
they are. 

6. Give Europe credit where it 
is due. 


# Top honors in the ninth annual 
ad competition went to Sick’s Se- 
attle Brewing & Malting Co., brew- 
er of Rainier beer, and to its 
agency, Miller, Mackay, Hoecs *& 
Hartung. 

The Roy S. Marshall Memorial 
award which Rainier won _ is 
granted for a campaign using 
three or more media. Judges re- 
ported that Rainier’s campaign 
used seven media—newspapers, ra- 
dio, television, outdoor, magazines, 
direct mail, and point of purchase 
—and was of “outstandingly high 
quality in every category.” 

Weyerhaeuser Timber Co. took 
first award for national advertis- 
ing, in the club’s ninth annual ad 
awards competition, in the cate- 
gory of national advertising over 
$100,000. Honorable mention went 
to the Washington State Apple 
Commission. The agency for both 
Weyerhaueser and the Apple Com- 
mission is Cole & Weber. 


s For national advertising under 
$50,000, King Broadcasting Co. 
took first award for promotion of 
stations KING-TV and KING. The 
agency for King Broadcasting is 


ROMP : 
GUARANTEED SATISFACTION 
IMPRINT MATRIX COMPANY 
x 192-¢ GRANTSBURG, WIS. 
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FOR BRIDES—This Fostoria ad de-| 

scribes and prices, in a diagram at 

lower right, each wedding gift item 

in the illustration. It will appear in 

the May House & Garden. Fuller | 

& Smith & Ross, Cleveland, is the 
agency. 


Miller, Mackay, Hoeck & Hartung. | 
Other awards: 


® Regional and local, over $100,- 
000—Seattle-First National Bank; 
Ruthrauff & Ryan. 


® Regional and local, $50,000 
to $100,000—Pacific Telephone & 
Telegraph Co.; Cole & Weber. Hon- 
orable mention to Seattle City 
Light; Miller, Mackay, Hoeck & 
Hartung. 


® Regional and local under $50,- 
000—National Bank of Commerce, 


Authentic, basic | 
information on }| 
every major trade | 
and industry! 


Once you see IM’s Annual 
Market Data & Directory 
Number, June 25th, you'll 
never worry again about get- 
ting basic facts about the 
major trades and industries 
in the U.S. and Canada. It’s 
all there — authentic, com- 
pletely indexed. 


Yours as part of a year’s trial 
of the IM service. Includes 
monthly copy of IM plus 
annual 556-page MD&DN— 
only $3. 


Mail Coupon Today 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 ) 
Enter my year’s trial for $3. } 
My money back any time I’m 
not satisfied. 


STATE. 
0 $3 enclosed [) Bill firm [) Bill me 


The magazine of selling and 


udoctismng lo business anid nduSly 


branch office campaign; Cole &! 
Weber. Honorable mention, Foster- 
Hochberg Mfg. Co.; Alfred L. 
Goldblatt Advertising. 


® Industrial, $15,000 to $50,000— 
Ederer Engineering Co.; McCarty 
Co. of Washington. 

® Industrial, over $50,000—Simp- 
son Logging Co. 

® Retail, annual budget over $25,- 
000—Frederick & Nelson, perfume 


campaign. Honorable mentions, 
Frederick & Nelson, Christmas in- 
stitutional campaign; and hosiery 
campaign. 


McClanahan to ‘Denver Post’ 
The Denver Post has appointed | 
Edwin T. McClanahan advertising 
promotion manager, effective April | 
16. Mr. McClanahan has been pro- 
motion manager of the Omaha 
World-Herald for the past 6 years. | 


T 
Carries MORE adver. 
~ advertisers than any 


, — _- in the world! 


McCREADY PUBLISHING 
7) W. 23rd St. WY. 10 


HEADQUARTERS FOR TOY ORMATION! 


e’re selling more 


55% More Than in 1950° 

Now more than Portland, Ore.; Birmingham, 
Alabama; Columbus, Ohio or 

Norfolk and Portsmouth, Virginia 


combined. 


2 


San Diego has more people, 
making more, spending more 
and watching Channel 8 more 


than ever before. 


*Sales Management, 1955 


KFMB@® TV 


WRATHER-ALVAREZ BROADCASTING, INC. SAN DIEGO, CALIF 


REPRESENTED BY PETRY 


America’s more market 
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Olsen Burke Brown Thompson Wilson Harris Riddell 


ADMEN MEET—Members of the western division of 
the Affiliated Advertising Agency Network meet 
in Los Angeles to consider developments in radio 
and tv. Part of the meeting was a tour of Radio 
Recorders, Hollywood. Here, being briefed by Harry 
Bryant, vp in charge of engineering, are Fred L. 
Olsen, Hixson & Jorgensen, Los Angeles; R. H. Burke, 
the Burke Co., Advertising, Seattle; Jack M. Thomp- 


Hutchins Sameth Bryant 


son, Jennings & Thompson Advertising, Phoenix; 
Thomas C. Wilson, Thomas C. Wilson Advertising 
Agency, Reno; R. T. Harris and Robert Love of R. 
T. Harris Advertising Agency, Salt Lake City; 
James Brown and W. C. Riddel, Hoefer, Dieterich 
& Brown, San Francisco; G. H. Hutchins, president, 
and J. Joseph Sameth, vice-president for sales, 
Radio Recorders. 


Ventriss 
Hartenfeld 


DM DAY DIRECTION—Committee chairmen for Chicago’s third annual 
Direct Mail Day meet to plan this year’s program for May 25. Study- 
ing the plans are Peter G. Peterson, McCann-Erickson, general 
chairman; Myron A. Hartenfeld, Advertising Publications, program 
chairman; Alan Drey, Walter Drey Inc., publicity; Norman V. Ven- 
triss, Dwight Bros. Paper Co., co-sponsorship; Frederick L. Salman 
Jr., Runkle-Thompson-Kovats, attendance promotion; William N. 
Flory, Harris Trust & Savings Bank, finance, and Robert F. Beine, 


Abbott Laboratories, arrangements. PLANNERS—David J. Bennett (left) 


newly named director of regional 
NON SEQUITUR—Patty Reid, sales development for Triangle 
Indianapolis model named stations, and Roger W. Clipp, gen- 
“Miss Ice Chest, 1956,” eral manager of the radio and 
brightens promotion materi- television division of Triangle 
als for a new line of Sports- Publications, Philadelphia, talk 
master ice chests and picnic over the new setup. 
jugs produced by Columbian 
Enameling & Stamping Co., 

Terre Haute. 


Camacho Garavito Goddard Cardoze 


SOUTH OF THE BORDER—New officers of the Asociacion Jorge Cardoze, representing James B. Stanton, 
Mexicana de Agencias de Publicidad, Mexico City, manager of Young & Rubicam, also association rep- 
are Ignacio Carral, general manager of Robert Otto resentative, and Jose Pulido, general secretary. ; 
& Co., president; Abraham Garavito, owner and New officers not in the photo are Valero AND FAR AWAY—“This is Minnesota,” points out this painted bulletin 
manager of Publicistas de Mexico Co., vp; Ever- Munoz Yarza, Grant Advertising, S.A., recording with an over-the-hill scenic view. Minnesota Federal Savings & 
ardo Camacho, manager of Promociones Camacho _ secretary; Guillermo Morales, president, Morkron, Loan Assn., St. Paul, emphasizes its 3% dividend rate on the cut- 
Co., assistant treasurer; Eduardo Goddard, manager  S.A., secretary-treasurer, Mr. Stanton, and Hum- out. Naegele Advertising Co., Minneapolis, erected the bulletin. 
of Publicidad General, association representative; berto Sheridan, Publicidad D’Arcy, representatives. 


Mortimer 


DINERS—Shown here are several of the guests at the Advertising Council’s 12th an- Phillip L. Graham, publisher, the Washington Post-Times Herald, a director and for- 
nual Washington conference: Dr. Gabriel Hauge, administrator to the President, who mer chairman of the Council, and Sir Roger Makins, the British Ambassador, and 
presided at the morning and afternoon sessions of the conference; John L. McCaffrey, guest speaker at the dinner meeting. At right are Charles G. Mortimer, president, 
president, International Harvester Co.; Louis N. Brockway, exec vp, Young & Rubi- General Foods Corp., and co-chairman, industries advisory committee, the Council, 
cam, and chairman, the Advertising Council, who presided at the dinner meeting; and Sherman Adams, assistant to the President. 
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Look who's 


---in Phnriladelphia 


CHASE & SANBORN, BUICK, FLORIDA CITRUS COMMISSION, MARLBORO 
CIGARETTES, JOY DETERGENT, SEAGRAM’S WHISKEY. Just six of the 
many blue chip advertisers who are helping the new NEws to such 
handsome linage gains* . . . and helping themselves to solid selling. 


To make hay in Philadelphia, newspapers are a must. But before 
you write another order, look at all three. You'll “see the bright 
difference” at a glance. You'll see why your ads do such a job in 
the sparkling new News. In our sprightly tabloid pages your ads 
are seen ... and when they’re seen, they sell. Maximum visibility 


Represented by REYNOLDS-FITZGERALD 
New York ¢ Chicago * Detroit * Syracuse « Atlanta 
Los Angeles * San Francisco * Philadelphia 


. .. in more than 175,000 responsive households. Not the hugest 
circulation: but smart merchandisers know that one reader who 
sees an ad is better than 101 who don’t. 


If your ads have been getting buried in the linotype jungle of 
oversized papers, come out in the open. In the NEws, ads stay alive 
. .. we couldn’t bury them if we tried. 


Maybe that’s why so many astute advertisers, local and national, 
are swinging schedules to the NEws. They’re making hay in Phila- 
delphia. Why not join them . . . and “see the bright difference.” 


PHILADELPHIA DAILY 


NEWS: 


*Gain 1,177,372 lines (over 1,177 pages) 
12 months 1955 
Total Daily Advertising Media Records 


{/ 
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of U.S. 
Negro 


of U.S. 
Negro 


16% 


“24% 4.5 DOLLARS 


WNJR 


Nework, NJ 


WBEE 


Horvey, Ill 


WRAP 


Norfolk, Vo 


NORFOLK 


The Only All-Negro Radio 
Stations in these Big Areas 


Get the facts about the great 
Rollins ‘‘Single-Track” Plan 


ROLLINS BROADCASTING, INC. 
Sales Manager: Graeme Zimmer 


New York Office: 565 Fifth Ave. 
Chicago: 6201 S. Cottage Grove Ave. 


POPULATION 


ming 
Conventions 


*Indicates first listing in this column. 


April 15-19. National Assn. of Radio and | 


Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 
| April 19. Advertising conference spon- 
sored by the University of Michigan, Ann 
Arbor. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 26-28. American Assn. of Adver- 
| tising Agencies, 38th annual meeting, The 
Greenbrier, White Sulphur Springs, W.Va. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4lst annual convention, Royal 
York Hotel, Toronto. 

May 2. Sixth Ohio Valley Industrial 
Advertisers Conference, sponsored by the 
| Cincinnati Industrial Advertisers, Nether- 
land-Plaza Hotel, Cincinnati. 

May 3-4. International 
Assn., annual convention, 
' New York. 


Advertising 
Hotel Plaza, 


Take a GOOD LOOK 


at your advertising! 


DOES iT TELL WHERE TO BUY? 


Your advertising may get top reader- 
ship... create a strong desire to buy. 
But, it won't produce sales if it doesn’t 
bring prospects and dealers together. 


That’s where Trade Mark Service in the 
‘Yellow Pages’ of telephone directories 
comes in. Prospects will find the name, 
address and phone number of your local 
dealers—right under your trade-mark. 


‘Yellow Pages’ 


‘ 


Displaying this emblem in your advertising 
means more sales for your dealers. 


You can buy this dealer identification 
service in more than 46,000,000 tele- 
phone directories across the country ... 
or in selected local or regional markets. 


And when you use Trade Mark Service, 
you can increase sales by displaying the 
‘Yellow Pages’ emblem (illustrated be- 
low) in your ads. It reminds readers that 
they can easily and quickly find where 
to buy your products or services. 


Want to know how to localize your national advertising? Call your local Bell telephone office for facts and figures about Trade Mark Service. 


Advertising Age, April 16, 1956 


May 6-8. Magazine Publishers Assn., 
37th annual meeting, The Greenbrier, 
White Sulphur Springs, W.Va. 

May 7-8. Outdoor Advertising Assn. of 
| America, painted display conference, Ho- 
| tel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel 
| Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 

May 15-20. National Federation of Ad- 
vertising Agencies, third national con- 
vention, Waldorf-Astoria, New York. 
May 16-18. Catholic Press Assn., an- 
nual convention, Statler Hilton Hotel, 
Dallas. 

May 20-23. National Industrial Advertis- 
ers Assn., 34th annual conference, Palmer 
House, Chicago. 

*May 21-22. Seventh annual Distribution 
and Advertising Forum, Chicago Tribune, 
main studio, Station WGN. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 25-26. Midwestern Advertising 
Agency Network, 2nd quarterly business 
meeting and advertising clinic, Hotel 
Schroeder, Milwaukee. 

June 3-6. National Sales Executives In- 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton 
Hotel, Chicago 

June 10-13. Advertising Federation of 
America, annual convention, Bellevue- 
Stratford Hotel, Philadelphia. 
| June 10-13. Poster Advertising Assn. of 
| Canada, Thousand Islands Club, Alexan- 
dria Bay, N.Y. 

*June 17-19. New England Newspaper 
Advertising Executives Assn., summer 
meeting. Sebasco Lodge, Sebasco Estates, 
Me. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the 
West, 53rd annual convention, Los An- 
geles. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B.C. 

July 22-27. Photographers’ Assn. of 
America, annual convention and trade 
show, Conrad Hilton Hotel, Chicago. 

Aug. 24-28. Mail Advertising Service 
Assn., 3th annual convention, Drake 
Hotel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
clalty fair, Palmer House, Chicago 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
| Rye, N.Y. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and exhib- 
it, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn., 
Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chicago. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 


Robertson, Buckley Names 2 

Robertson, Buckley & Gotsch, 
Chicago, has appointed Sam Walk- 
er to its copy staff and James B. 
Strenski to its public relations di- 
vision. Mr. Walker formerly was 
with Celotex Corp. and Interna- 
tional Filter Co.; Mr. Strenski, who 
recently completed three years in 
the Navy as a public relations of- 
ficer, has been assistant pr director 
of the Greater Milwaukee Com- 
mittee, Milwaukee, Wis., prior to 
service. 


Bike Imports Increase 

Sales of imported bicycles hit a 
record 1,220,291 in 1955 despite 
a 50% hike in the tariff last Au- 
gust. Imports for 1954 were 963,- 
667. The present tariff is 11%% 
of value on some types of bikes; 
22%% on others. This compares 
with 74%% and 15% before the 
boost. 


MALT IBUR TON, 
> CENTRAL 
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REAL COOL—Golding Decorative 
Fabrics, New York, is continuing | 
its successful, Golding says, ad se- 
ries in Retailing Daily. One of the 
ads featured a telephone (AA, 
Feb. 6), another, here, a minia-| 
ture piano. George N. Kahn Co., 
New York, is the agency. 


Stetson, Mallory 
Set Hat Fashion 
Drives for Autumn 


PHILADELPHIA, April 11—John | 
B. Stetson Co. is planning its big- | 
gest nationwide promotion cam- 
paign for next fall, with ads 
scheduled in Esquire, Holiday, | 
The New Yorker, Sports Illus- 
trated and Time. 

Based on a “Stetson galaxy for | 
fall” theme, the campaign also in- | 
cludes a program of 13 ads in five 
western magazines, Irwin B. Jor-| 
don Jr., vp in charge of advertis-| 
ing, said. 

In addition, a new editorial | 
fashion program will include 200 
newspapers in major cities, with 
tie-in materials for editorial use 
through television and radio. 


Gray & Rogers is Stetson’s| 
agency. 
® The promotional theme for 


Mallory hats this fall will be “lus- 
tre tones.” The “lustrous look” 
will be promoted in Esquire. 

To give further emphasis to 
new style trends, Mallory will em- 
bark on an expanded news pro- 
gram to acquaint fashion editors 
of leading newspapers with the 
newest silhouettes and textures, 
by-lined by famous style authori- 
ties. | 

The Mallory agency is Arndt, 
Preston, Chapin, Lamb & Keen. 


| 
| 
Low-Cost In-Hotel 
TV System Offered | 
by Ampli-Vision | 


Curcaco, April 11—Hotel ini 
attending the Midwest Interna- | 
tional Hotel Convention & Show 
here last week had a chance to 
look over a low-cost in-hotel tv | 
broadcasting system. 

The system, which includes am- | 
plifiers, Vidicon cameras, audio. 
gear, tv receivers, etc., is manufac- | 
tured by the Ampli-Vision division 
of International Telemeter Co. 


s Ampli-Vision says hotels can | 
use the system in two ways: 

1. As a master antenna to bring 
regular tv programs from local 
stations direct to every room in the 
hotel. 

2. To pick up and transmit “live” 
or film broadcasts within the hotel 
to all receivers linked to the 
master system. 

The latter function, Ampli-Vi- 
sion says, will permit the hotel to) 
bring in-hotel convention “broad-_ 
casts” to rooms, to transmit infor- 


| tel’s supper club. 
Stevens to Whirlpool-Seeger _ 


mation daily to the rooms on, built-in ovens and ranges and na- | 
where to shop, etc.; to transmit |tional sales representative for 
from the dining room the special-| vacuum cleaners. 
ties through a “visual menu,” and 
to present floor shows from a ho-| Top Value Opens New Office — 
Top Value Enterprises, Dayton, | 
has opened a West Coast regional 
| office in Los Angeles. C. L. Story, | 
George T. Stevens has been/| former regional manager, Atlanta, | 
named director of merchandise de-/| will manage the new office. Paul | 
velopment of Whirlpool-Seeger|D. Warren, former zone manager, | 
Corp., St. Joseph, Mich. Since 1948 | Charleston, W. Va., succeeds Mr. 
Mr. Stevens has headed his own | arene The new region includes | 
company, George T. Stevens & As-/| California, Arizona, Washington, | 
sociates, Chicago, distributor of| Oregon and Nevada. 


*WRITE TODAY 
or phone us for informative 
readership survey of the big MM audience 


820 N. LaSalle Street « Chicago 10, fllinois 


MOODY MONTHLY 


every 

67 seconds 

someone 

in Philadelphia 
takes 

the time 


TO 


463,282 pieces of fan mail in the past twelve months! That’s the kind of action 
stirred up by the personalities and programs on WRCV and WRCV-TV, Philadelphia. 


Make this audience response work for you in the nation’s fourth market. Your NBC 


Spot Sales Representative can show you howtWRCV-1060 WRCV-TV°3 


Lloyd E. Yoder, Vice President and General Manager in Philadelphia a service of Gg) 
Hal Waddell, WRCV Sales Manager 


Ted H. Walworth, Jr, WRCV-TV Sales Manager represented by aror satzs 
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Reveal Spot TV | 
Expenditures for | 
4th Quarter ‘55 


(Continued from Page 2) 
100 in the medium, and (3) ex- 
penditures by product classifica- | 
tion. In the future, publication of 
these data will be a regular serv- 
ice of the video promotion bureau. 

Oliver Treyz, president of TvB, 
said the bureau will issue quarter- 
ly reports of advertiser-by-adver- 
tiser billings to fill “two pressing 
industry needs: 

“1. To put tv spot billings into 
focus so that they may be com- 
pared to those already regularly 
reported for newspapers, maga- 
zines and network television. 

“2. To put tv spot billings into 
focus by advertiser so that each 
will have a basic, accurate and 
continuing knowledge of over-all 
and competitive activity.” 

Mr. Treyz explained that the 
figures are compiled from Rora- 
baugh reports from 267 stations 
out of approximately 440 then op- 
erating. The reporting stations are 
said to account for 90% of the to- 
tal U. S. viewing. 


a The Rorabaugh company con- 
verted the spot activity reports to 
dollar figures by multiplying the 
one-time rate by the time used. 
The one-time, that is, gross rate 
was used to make the figures com- 
parable with those reported by 
other media. 

Before releasing this pioneering 


ees JUST PUBLISHED ee 


THE LAW FOR ADVERTISING 
AND MARKETING 


By MORTON J. SIMON 
of the Philadephia Bar 


@ “Ought to be in every agency and adver- 
tising office, and in every publishing and 
broadcasting library. It is that rare type of 
book — authoritative and pleasant reading.’’ 
—SIDNEY R. BERNSTEIN, Editor, Adver- 
tising Age 

@ “A real contribution to the advertising 
field will be a valuabie text for all new- 
comers in advertising and for all professional 
practitioners who will n it for constant 
reference. I like the easy unlegalistic style 
It makes for fascinating reading.” —~HENRY 
HOKE, Publisher, The Reporter of Direct 


Mail and past President, D. M. A. A 
@ ‘It will be much on my desk and I shall 
recommend it without hesitation to advertis- 
ing people for their guidance.""—ELON G. 
BORTON, President, Advertising Federation 
of America 
@ “If you produce, buy or sell advertising, 
this book should be among your priceless ref- 
erence works.’’-Editer & Publisher 

$10 00 at ail bookstores 


“eee W. W. NORTON CO., Inc. —— 


| 


Top 200 Spot TV Advertisers 


Fourth Quarter, 1955 
Source: N. C. Rorabaugh Estimates for Television Bureau of Advertising 


Estimated 
Rank Advertiser Expenditure 
1. Procter & Gamble Co. .. $4,064,400 


2. Brown & Williamson Tobacco 


ee A ee 2,739,109 
3. General Foods Corp. 2,004,000 
4. Sterling Drug Inc. 1,893,000 
5. Ford Motor Co. ....... 1,746,800 
6. Miles Laboratories ...... 1,561,400 
7. General Motors Corp. .. 1,423,700 
8. Robert Hall Clothes .... 1,245,500 
9. Bulova Watch Co. 1,238,900 
10. Colgate-Palmolive Co. .. 1,231,000 
ee PET 1,199,300 
12. Philip Morris & Co. .... 1,175,700 
13. National Biscuit Co. .... 1,158,500 
Oe ieee GO. cn ccsonctsce 961,600 
15. Liggett & Myers Tobacco | 

GE dence ts ceaieace ss 902,100 
es Ge GR. cecvicias. 887,800 
17. Block Drug Co. ........ 879,900 
18. Coca-Cola Co. and 

NED wedneddeuese ce 835,300 
19. Campbell Soup Co. .... 763,100 
20. Warner-Lambert Pharmacal 

ae ene ae 755,200 
21. Harold F. Ritchie Inc. .. 703,300 
I eas 672,800 
23. Vick Chemical Co. 665,600 
24. Continental Baking Co. .. 609,000 
Be Eee GEE, cccecceves 600,000 


information, TvB made two sep- 
arate checks on its accuracy— 
one with the help of advertisers 
and the other with the help of sta- 
tions. Some 113 sponsors gave the 
bureau confidential reports show- 
ing their actual spot expenditures 
for the fourth quarter. TvB’s esti- 
mates for these same advertisers 
were only 3% higher than the ac- 
tual net—a fact which was taken 
to indicate that the estimates, 
which do not make allowances for 
discounts, are “conservative” part- 
ly because the Rorabaugh sample 
does not cover the entire industry. 


@ The second check covered net 
billings for 250 top spot advertis- 
ers on 69 stations. These figures 
when compared with TvB’s esti- 
mates were 23% lower. Though 
this is quite a differential, it was 
not considered surprising in view 


lof the excellent discounts that ad- 


vertisers can earn on tv saturation 
packages. 


U lnet 
eee 


Pemmgen 


says Mr. S. F. Hollingsworth (owner 
and manager), Allied Sales Com- 
pany, Roanoke, Virginia. 


Carr's “There are no two ways about it! We need advertising 
and merchandising support from the Roanoke news- 
papers. National brands today must have pre-selling 
to compete with other advertised brands." 


The Roanoke newspapers dominate the entire 16 


| ROANOKE=—""5 


. > 
J ~ re ee 
el Pep ie ants te 
we 


4 


county Roanoke market area. No 
other newspapers have significant 
coverage. 
Write for new folder describing the 
Roanoke Market Development Plan to: 
SAWYER, FERGUSON, WALKER COMPANY 


National representatives 


THE ROANOKE TIMES | 
ROANOKE WORLD-NEWS 
ROANOKE, VIRGINIA 


26. 


27 
28 


29. 
30. 


36. 
. Joh & Joh 
38. 
39. 


Florida Citrus Commission 
Motorola Inc. .. 
Peter Paul Inc. ........ 
Chrysler Corp. ........ 
Esso Standard Oil Co. 

R. J. Reynolds Tobacco 

Gy eettetetn cc: ccesce 


B. T. Babbit Co. 
Minute Maid Corp. ... 
Helena Rubinstein Inc. 
Shell Oil Co. .... 


Better Living Enterprises . 
P. Ballantine & Sons .... 
Toni Co. 
Northern Paper Mills 
Pepsi-Cola Co. and 

bottlers 
J. A. Folger & Co 


598,500 | 
592,200 


567,900 
558,100 
553,600 


. CBS-Columbie 
. Seven-Up Co. and 


. CVA Corp. 
. Falstaff Brewing Corp. .. 
. General Mills Inc. 

. Safeway Stores Inc. .... 


. Grove Laboratories Inc. . 
. Corn Products Refining Co. 
. Chesebrough-Ponds Inc. . 


Piel Bros. 
Tea Council of U.S.A. .. 


bottlers 


. General Baking Co. .... 
2. Lever Bros. Co. 
. Sales Builders Inc. 
. Plough 
. Stokely-Van Camp Inc. .. 

. E. 1. du Pont de Nemours 


Inc. 


& Co. 


. Wildroot Co. 


o 


2 


. Benrus Watch Co. ...... 


. Borden Co. 
. Commercial Solvents Corp. 
. Theo. Hamm Brewing Co. 
. Wesson Oil & Snow Drift 
. Lee Ltd. 
. Pacific Telephone & 


Petri Wine Co. 


Radio Corp. of America 


. Socony-Mobil Oil Co. .. 
. Carter Products Inc. .... 
. Sunshine Biscuit Co. .... 
. Salada Tea Co. ........ 
. Pillsbury Mills Inc. 

L 00. &. Cleine Co. ........ 
. San Francisco Brewing 


CO ae ov cswincivsoes 


. Avon Products Inc. 
. Pabst Brewing Co. 
. Armour & Co. 


. Great Atlantic & Pacific 


Tea Co. 


Telegraph Co. 


. Pacific Coast Borax Co. . 
. Standard Brands Inc. .. 
. New York Telephone Co. 
. Brewing Corp. of 


America 
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337,200 
324,300 


Sales Offices: New York, Cincinnati, Dayton, 


Columbus, Atlanta, Chicago, Miami 
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185. Montgomery Ward & Co. 123,300 
186. Morton Packing Co. .... 123,200 
187. Canada Dry Co. and 

ES 2 eta 4 123,000 
188. National Enterprises Inc. 123,000 
189. William B. Reily & Co. . 122,900 
190. Monsanto Chemical Co. .. 122,800 
191. Emerson Drug Co. .... 122,700 
192. Jos. E. Schlitz Brewing 

i re 122,200 
193. Bostwick Laboratories 122,200 
ee a eee 122,100 
195. New England 

Confectionery 120,000 
106. DSen Ge cocccese. ‘ 119,400 
197. Speed Queen Corp. .... 119,100 
198. Bayuk Cigar Co. ..... 117,900 
199. Associated Hospital 

ee eee 117,200 
200. Ralston Purina Co. 117,200 


International Ad 


125800 Activity Increases 


86. Anheuser-Busch Inc. .... 263,000 | 112. Albers Milling Co. 208,600 | 135. Mars Inc. ............ 181,200 | 161. George Wiedeman 
87. P. Lorillard & Co. ...... 260,900 | 113. Griffin Mfg. Co. ...... 208,500 | 136. Mennen Co. Re eseews 180,100 RE. cet desa ess: 137,800 | 
88. Beech-Nut Packing Co. .. 258,300 114. Ratner Promotions ...... 207,700 | 137. Duffy-Mott Co. ...... ‘ 176,300 | 162. Bond Stores Inc. ...... 137,300 | 
89. Los Angeles Brewing Co. 258,300 115. Rayco Mfg. Co. ....... 203,900 | 138. United Vintners BM 00. 174,800 | 163. Drackett Co. .......... 136,400 
90. E. & J. Gallo Winery .. 256,800 116. Ward Baking Co. 201,900 | 139. National Carbon Co. .. —173,400/ 164. Standard Milling Co. .. 134,000 
91. American Home Foods 117. Stephen F. Whitman 140. Cream of Wheat Corp. .. 172,700 | 165, Buitoni Products Inc. .... 133,800 
MP vaeiticvankcbars 254,600 Oe tnie suhekaanes 200,400 141. V. La Rosa & Sons .... 169,600 166. Gunther Brewing Co. .. 133,800 
92. Hawley & Hoops Inc. .. 253,700 | 118. Lewis Food Co. ........ 199,100 | 142. Household Finance Corp. 167,000 | 167. S. A. Schonbrunn & Co. . 133,600 
93. Whitehall Pharmacal Co. 252,300 | 119. Ludens Inc. .......... 194,100 | 143. Norwich Pharmacal Co. . 166,900 168. Northwest-Orient 
94. Bristol-Myers Co. ...... 252,300 | 120. Phillips Petroleum Co. .. 193,600 | 144. Drewrys Ltd. .......... 166,300 | ge ee 133,600 
95. Proctor Electric Co. .... 251,900 121. S. S. Kresge Co. ...... 192,300 | 145. Thomas J. Lipton Inc. .. 164,400 169. Glamorene Inc. ........ 132,500 
96. Hills Bros. Coffee Inc. .. 250,200 122. National Brewing Co. .. 191,800 | 146. Quality Bakers of (170. G. Heileman Brewing Co. 131,200 
97. American Chicle Co. .... 247,400 123. Monarch Wine Co. .... 189,100 pA 160,300 171. Zonite Products Corp. 130,900 
98. Brown Shoe Co. ...... 246,800 | 124. F & M Schaefer Brewing 198,600 | 147: Penick & Ford Ud... 157 500 | 172. Stroh Brewing Co. 130,500 
99. Best Foods Inc. ........ 241,300 Co, eee e eee eeeeeees 148. Hudson Pulp & P 173. Malt-O-Meal Co. ...... 130,300 
. , ‘ 7 ' p laper Co. 157,500 | F 
100. Cantrell & Cochrane 125. Libby, McNeill & Libby LOANED! 1d. Gughamd Com 155,100 | 174: Deering Milliken & Co. . 129,800 
Corn. 300 126. Paper-Mate Co. ...... 185,800 | ‘ Fag . 17 ; ical 
MR a badak een cee bee 240, | 150. Jock Sendan: Co 150,800 | 5. U.S. Industrial Chemicals 
, : 127. Langendorf United a a _— a 2 129,500 
101. American Bakeries Co. .. 236,800 : 151. Hazel Bishop Inc. ...... 148,600 | Dr coccvercessesesces 
102. Jacob Ruppert Br e 236,000 Bakeries .............. 184,400 | '°" : 176. W. F. Mclaughlin & Co. 129,000 
ppert Brewery 6 152. General Cigar Co 148,600 
103. Pharma-Craft Corp. .... 230,800 128. Burlington Mills Corp. .. 184,100 | fo 4 ‘ meres | 177. Holsum Baking and 
104. Liebmann Breweries Inc. 229,400 129. Carnation Co. ........ 183,500 | 153. Simmons Co. bey ealers = 147,700 CNN Side S565 case 127,000 
$05. Eastern Guild ........ 227,300 | 130. Converted Rice Inc. .... 182,600 154. Coats & Clarks Sales Corp. 147,400 179 Cosce Products Corp. .. 126,200) 
106. Pharmaceuticals Inc. .... 226,800 | 131. Standard Oil Co. (Ohio) 182,600 155. Lucky Lager Brewing Co. 147,200 179 Bank of America ...... 126,200 
BO7. U.S. Tobacco Co. ...... 224,300 132. General Electric Ge. 05% 182,500 156. Green Giant Co. ..... 143,700 180, Gordon Baking Co. .... 
108. Smith Brothers Inc. .... 220,000 | 133. Standard Oil Co. | 157. Kroger Co. .......... 143,500 | 181. Pfeiffer Brewing Co. .... 124,900 
109. Armstrong Rubber Co. .. 220,000} (Indiana) .........4-- 182,100 | 158. Paxton & Gallagher Co. . 142,700 182. Rival Packing Co. ...... 124,000 | 
110. Charles Antell inc. .... 217,800 | 134. Sealy Mattress Co. and 159. Leslie Salt Co. ........ 142,600 183. B. C. Remedy Co. ...... 123,600 
111. Mrs. Tuckers Foods .... 214,200 NE icc chcedt foes 181,700 | 160. International Milling Co. 139,500 184. Seeman Brothers ...... 123,400 
listens... | 
Can’t keep mum about the fact 
that WLW Radio offers the only 
= Certified Audience Plan in any 
= broadcast media .. . certifying 
a pre-determined audience at a 
low one dollar (or even less) per 
thousand home broadcasts— ‘ 


(Alo) 
Crosley Broadcasting Corporation, a division of CoeroR ation 


i e. 


z 


backed by the official NIELSEN 
REPORTS. That wraps it up! 


_Chicago-Midwest 


(Continued from Page 2) 
will be supplemented by five 
workshop seminars heid between 
May 14 and June 15. 


Item: McCann-Erickson is bring- 
ing in its branch office man- 
agers from overseas for an inter- 
national meeting of its own. 


Item: Reader’s Digest will have 
a number of its foreign office 
heads in Pleasantville for a meet- 
ing May 2. 


Item: An International Auto- 
mobile Show will mark the open- 
ing of the New York Coliseum. 
Running from April 28 through 
May 6, the show will have 150 ex- 
hibits, including several new 
European lines for the American 
market. One of these is the four- 
cylinder Volvo from Sweden. 


Item: The climax of these activ- 
ities is the annual convention of 
the International Advertising 
Assn., scheduled for the Plaza Ho- 
tel in New York May 3 and 4. 
Record attendance is expected. 
For the first time, the convention 
will run for two days, instead of 
one. 


Publication Changes Name 
to ‘Midwest Manufacturer’ 

Effective with the April issue. 
Metalworker, 
Oak Park, Ill., nas changed its 
name to Midwest Manufacturer. 
The publication has expanded its 
circulation area to include Ken- 
tucky, Missouri, Iowa and Minne- 
sota in addition to the original dis- 
tribution area of Illinois, Indiana, 
Michigan and Wisconsin, and has 
increased the controlled circula- 
tion to 15,000. 

Several new fields—plastic parts, 
food and beverage and chemical 
production—have been incorporat- 
ed into its coverage. 


SPARK EVERY PROMGTION 


The PHOTOMATIC. Co. 
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FREE SAMPLE—New Scissors and Paste- 
Pot art service by the originators of cre- 
ative layout devices. Get your copy of 
the new monthly Clipper—all new in 
size, format, content, ideas — 
yours te use without cost. Sensationo! 
introductory offer. No obligation — no 
. Address: Multi-Ad Services, 
inc., Box 806A Peoria, illinois. o 


| O’Connell business 


Watson Appoints O'Connell 


Watson Publications Inc., Chi- 
cago, has appointed Emmet J. 
manager of| 
Modern Industrial Press. —— 
recently Cleveland manager 
Metal-Working, he also has fe. 
director of public relations and 
advertising of Verson Allsteel 


| Press Co. 


A NEW NAME... 
A NEW HOME 


Veteran radio station WJW has given its 
name to Cleveland’s WXEL, and together 
they have moved into new quarters—a 
handsome Williamsburg colonial 
structure in the heart of downtown 
Cleveland. Under the Storer Broadcasting 
banner, WJW and WJW-TV are now 
better-than-ever able to serve 
both clients and the public. 


in Cleveland 
keep your eye 
on channel 8 


WIW-TV 


Cleveland's basic 
CBS television outlet 


Donald Carlisle, 
‘Adman, Artist, Zoo 
Official, Dies at 61 


New York, April 10—Donald T. 
Carlisle, 61, former advertising 
man who became famous as a zoo 
official and book illustrator, died 
April 5 at St. Francis Hospital, 
| Poughkeepsie. 
| Mr. Carlisle, who had worked 
most of his mature life in the ad- 
vertising business, as an account 
executive in the Boston office of 
Batten, Barton, Durstine & Osborn, 
retired about ten years ago and 
turned a longtime interest in an- 
imals into a fulltime occupation. 
Since 1945 he had been vp of the 
New York Zoological Society. 

After attending the University 
of Illinois, he received an A.B. in 
1916 from the University of Cal- 
ifornia. Following several jobs in 
the West and Midwest, Mr. Car- 
lisle came to New York and joined 
the George Batten Co., which later 
became BBDO. For 12 years be- 
fore World War II he was an ac- 
count executive in the agency's 
Boston office. During the war he 
served with the Army’s military 
government unit in Europe with 
the rank of lieutenant colonel. 


e He wrote and illustrated a num- 
ber of books, which he described 
as inexpert, but which critics 
found whimsical and artistic. Not- 
able were the “Belvedere Hounds,” 
a collection of magazine cartoons, 
and a mordant satire in words and 
pictures, titled “The Ordeal of 


Oliver Airedale, or to the Dogs and 
Back,” a critique of Nazism. 

Mr. Carlisle also illustrated a 
number of other authors’ naturalist | 
books, and in 1945 did a series of 
poster cartoons for the Bronx zoo. | 


| 


RUDOLPH BLASH 

Fr. LAUDERDALE, April 10—Ru- 
dolph Blash, 70, founder and board 
chairman of Webster-Chicago 
Corp., died of a heart attack April 
3 at his home here. 


died of a heart attack April 5 at 
his home in Great Kills, Staten 
\Island, N. Y. Born in Cologne, 
Germany, he was brought to this 
country as a child by his parents 
and grew up in New York. He 
studied art at the National Acad- 
emy of Design and joined the Tex- 
as Co. in 1916 as a commercial 
artist. In 1936 he was appointed 
art director of the company’s ad- 
vertising division. 


BRYANT VENABLE 

CrncinnatTI, April 10—Bryant | 
vertising Agency Inc., died March 
29 in Christ Hospital here. In 1927, 
he formed the Venable-Brown Ad- 


This agency was merged with As- 


ago. A graduate of the University 
of Cincinnati, Mr. Venable pre- 
viously had been associated with 
Procter-Collier Advertising Co. 


BENJAMIN DE YOUNG 
CAMDEN, April 10—Benjamin A. 
De Young, 70, who retired in 1952 
as national advertising manager of 
the Courier-Post newspapers here, 
after 30 years with the organiza- 


vertising Co., with Bruce E. Brown. | 
|agency for the past 14 years. 


sociated Advertising several years | 


Advertising Aye, April 16, 1956 
tion, died April 4 at Our Lady 
of Lourdes Hospital. Mr. De Young 
worked on newspapers in New 
York and New Jersey before join- 
ing the local dailies in 1922 as an 
advertising salesman. He was 
named national advertising man- 


ager in 1943. 


MITCHELL J. SIENKO 

Cuicaco, April 10—Mitchell J. 
Sienko, 32, a senior artist for 
Hagerty & Sullivan, died March 30 
|in St. Anne’s Hospital of a cere- 
bral hemorrhage. He had been in 


Venable, 82, vp of Associated Ad-|ill health for the past two years. 
|Mr. Sienko was a graduate of the 
|'American Academy of Arts and 


taught at the school for three 
years. He had worked for the 


PETER G. MOON 

Cuicaco, April 10—Peter G. 
Moon, 40, vp of Functional Music 
Inc., died suddenly in his home 
April 1. He also was general man- 
ager and program director of Sta- 
tion WFMF, owned by Functional 
Music. A Yale University graduate, 
Mr. Moon served as program di- 
rector of Station WJJD here be- 


'fore joining Functional. 


REMEMBER... 

when you‘re 
placing 
automotive 


a 


Born in Austria, Mr. Blash came | 


to the U. S. in 1903. In 1914 he 
formed Webster Novelty Co., and 


in 1918 he incorporated Webster- | 


Chicago Corp. to manufacture 
phonographs, changers and other 
electronic devices. In addition the 
company has performed govern- 
ment work on coding mechanisms, 
| radar and guided missiles. In the 
'42 years he operated it, the com- 
| pany’s volume grew to almost $35,- 
| 000,000 annually. 


KURT M. LIEDER 

New York, April 10—Kurt M. 
Lieder, 63, art director of the ad- 
vertising division of the Texas Co., 


CANTON 
Is A 
AUTOMOTIVE MARKET — 


THAN . 


s » , SOUTH BEND 
| KNOXVILLE 


HERE’S 
THE ONLY 
WAY TO 
SELL 


F A Brush-Moore Newspaper 
represented nationally by 
Story, Brooks & Finley 
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TRIPLE DUTY—April seems to be tie-in month for Buick. In @ full- | 
color spread in the April Better Homes & Gardens, Buick shares . 


the honors (and expenses) with the Upholstery Leather Group. 
In color spreads in the April 9 Life and April 21 Saturday Evening | Cnown by the Company il Keeps 


Post, Buick goes along for the ride in the “Body by Fisher” cam- 
, ’ 
4 rams 


for Biack & White is to ask for 
Popular sod dependable Sconh 
America. its quatiey and char- 


paign. Kudner Agency is handling for Buick and Fisher; Arndt, 
Preston, Chapin, Lamb & Keen is the agency for the leather group. 
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OPSTILAING CORPORATION. BY . SOLE OISTEIBETORS 


Reinhold Reassigns Three ager of Industrial & Engineering 
Reinhold Publishing Co., New | Chemistry and continues in the 
York, has made several personnel |S#™me capacity with Chemical & 
changes. David B. Hoopes has been | Engineering News and Journal of 
appointed advertising sales man-|497!cultural & Food Chemistry. 
ager of Industrial & Engineering | Robert L. Voepel has been named 
Chemistry. He succeeds B. C. sales service manager of all of the . ‘ 
Nichols, who has resigned to join) above publications. Ta ke liqu 0 7 
O. E. McIntyre Co., direct mail ‘Adult Leadership’ Names Rep 
house. Mr. Hoopes also will con-| Sam J. Perry Associates, New 
rr - eae veep ey med York, has been appointed eastern 
of Analytica emistry and Jour-| advertising representative of . “— , oF . ‘ 
nal of Agricultural & Food Chem-| Adult Leadership, Chicago month- Why is it that alcoholic beverage advertising looks so right in the 
istry. Louis H. Schutte has been} ly publication of the Adult Edu- pages of SPORTS ILLUSTRATED? 
*appointed sales promotion man-| cation Assn. of the U.S.A. 


i a 


Before you answer, may we tell you why we think this is true. 


It’s because SI naturally appeals to people who like good com- 
panionship and the things that contribute to it. We know our 
readers are like that. About half of the families interviewed recently re 
said that they had entertained four or more times that month.* ; 


BUFFALO’S DOWNTOWN 
DEPARTMENT 
STORES CAN’T BE By 


It’s also because the movement to sports and the active, pleas- 
urable life is the strongest movement in America today. Sports 
influence virtually everything we do or buy. Item: the popularity . 
of sports clothes. Item: the trends in auto styling design. Item: 
modern houses—built for indoor-outdoor living. 

We think these are some of the reasons why beverage advertisers 
are already selling with sport—in SPORTS ILLUSTRATED— where 
more than 600,000 on-the-go, enthusiastic families gather weekly. ~ 


In vying for their share of Buffalo’s’ 
$867,167,000 annual retail sales... 
and in inviting shoppers into the city 
from evra, Mage territories...down- 
town department stores place 53% 
of their advertising lineage in the 
Courier-Express. 

You, too, can profitably use the 

roven power of the Courier-Express 
in selling both men and women. Use 
it daily to get more advertising for 
your dollar concentrated on those 
with more dollars to spend among 
the 458,000 families in Western New 
York’s 8 counties. Use the Sunday 
Courier-Express for maximum cover- 
age. It’s the state’s largest newspaper 
outside of Manhattan. 


ROP COLOR available daily 
and Sunday. 


surFaLo CQURIER-EXPRESS 


Representatives: SCOLARO, MEEKER & SCOTT Pacific Coast: DOYLE & HAWLEY 


*Alfred Politz, Grand Rapids Study. 


SPORTS 


ILLUSTRATED 2 


CIRCULATION NOW MORE THAN 600,000 
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Kansas City ....ccrccscreesecreeneee 


Department Store Sales... a te — 


Short Cut to April 7 Week Shows 15% Loss Department Store |) 2 


Buying Good will! WaAsHINGTON, April 12—Because| 16%; Minneapolis, 17%; Kansas Sales Barometer 


~ ye fell = different Sundays in| City, 17%; Dallas, 15%, and San 
‘ and ‘'56, department stores! Francisco, 18%. Change from Metropolitan Areas 
across the US. reported sales for; A detailed breakdown for the 1955 Los Angree-tang Boosh 
the week ending April 7 were 15% | districts is not available right now, —15% em Week Ended a ooo 
behind the similar week of 1955.| but here are the details for the two April 7, '56 
This is explained by the fact that| previous weeks: 

the April 7 week, a post-Easter San Francisco-Oakland .. 
week this year, was a pre-Easter, pn Rr ty ~ 
week in 1955, according to the Fed-| 4. Jan. 1 te +2% ee 
eral Reserve Board. ennai heneeed cur . ' April 7, '56 Es 
UNITED STATES alll 
= For the four weeks ending April ~~ a 
GREATEST AUDIENCE 7, sales were 1% behind the same “eee — 


IN HISTORY week last year, and year-to-date Be. New York District . 
sales gained 2%. | Downtown Boston Metrepelitan Areas 


How’d you like to stand on a wai | Suburban Boston .............. 
stage and look out at 8,000 faces | 00% for the week, as follows,|  cxmendee = 
a ars ieee See Soe Boston, 16%; New York, 13%; 
dmissions, , . |Philadelphia, 14%; Cleveland, 
) way Dar sand aes, ong Ag 20%; Richmond, 16%; Atlanta 

e ory o e Mem u- doe : , 7 — wees 
nicipal Acndthortana! WDIA hes 15%; Chicago, 10%; St. Louis, Jt Philadelphia District ............ e 
staged its Goodwill Review for ae 
seven consecutive years, '49-’55 j 4 
seven consecutive years, ‘49-55 | National Nielsen Ranking of Radio Shows ures for the United States. 
greater attendance than the Har- Two Weeks Ending March 10, 1956 
lem Globe-trotters, Shrine Circus, 
Metropolitan Opera, Liberace, or All figures copyright by A. C. Nielsen Co. Wilkes-Barre—Hazleton . 
Holiday on Ice! Nielsen Total Audiencet Cleveland District 

WDIA did it without posters, | 6.61: ‘Loa Areas 


ss How the 
billboards, or editorials! How? By | p..y 
Cincinnati 


- : Program 

WDIA’s personalized communica~ | gyeninG, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) . 

tions system! Securing nationally Two for the Money (P. Lorillard, CBS) Cleveland nn 

famous Negro entertainers, gratis, : . Columbus ... wh =F 7 

- Our Miss Brooks (Toni, CBS) Springfield 

the WDIA Staff donated its serv- Dragnet (Chesterfield, NBC) SID. asihciealatisiaenane 

ices, publicized the Goodwill Re- : Erie 4 * 
. th ag ult. t You Bet Your Life (DeSoto-Plymouth, NBC) Pitts’ 

eee aes orcad "gente | 3. News & Gene Autry (Wm. Wrigley Je. Co., CBS) Wheeling-Sicubenvilie. uses adads itt 
ys advance, reserv sea Godfrey's Scouts (Lipton, CBS) ...... Dds da etedeRaGheddecees cose Richmond District .... a a 

Edgar Bergen (20th Century-Fox, CBS) Metropolitan Areas 


Edgar Bergen (CBS Columbia, CBS) ns 3 . 
People Are Funny (Participating, NBC) - usinesspapers 
6 


Edger Bergen (Anahist, CBS) 


*—Data not available. 


. 1/ During March and April changes from a 
year ago reflect in part the fact that last 
year Easter was on April 10 while this 
year it was on April 1. For this reason it 
is estimated that in comparison with last 
year an allowance should be made for an 
increase in sales of about 4 per cent for 
the month of March as a whole and a 
corresponding decrease for the month of 
April. These allowances apply to the fig- 
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were sold out. Two hours before 
curtain time, a crowd lined up for 
general admission tickets—by 8 
o'clock, even standing room was 
gone! 


CwCenN OWA WH — 


Proceeds went to Negro Chil- 
dren in Memphis. Mest funds 


went to handicap ones—to run : a, 
WDIA operated busses that con- | weeKDAY (AVERAGE FOR ALL PROGRAMS) com etitivel 
aes 
rer — 


News of the World (Miles Labs., NBC) 


NE CHILDRE FIT EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) Party 
GRO ‘ N BENE 1 One Man's Family (Participating, NBC) to sell clamps 
2 J 
; _ 6 


vey them to Crippled Children’s | } Young Dr. Malone (Toni, Tuesday & Thursday, CBS) 
School, daily. Some went to! 2 Helen Trent (Toni, Monday & Wednesday, CBS) 
healthy ones—to buy uniforms | 3 Helen Trent (Friday, CBS) 

and equipment for the WDIA| 4 Guiding Light (Procter & Gamble, CBS) ‘Setrapettton Areas 
Baseball League, first outfit of its | 5 Helen Trent (Monday-Friday, CBS) Chicago 

kind in Memphis. 6 Wendy Warren (General Foods, Friday, CBS) Indi 

7 
8 
9 
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7 
-s 


oes. 


DRAWING POWER OF WDIA| 7 Me ertins (Proae: & Gomble, C8s) - 
Now, what is the significance of St. Louls District .................. 


thi a ; f Wendy Warren (Standord Brands, CBS) Metropolitan Areas 
is enormous drawing power OI | } Young Dr. Malone (Sleep-Eze, Wednesday & Friday, CBS) ON SS See 
WDIA’s Goodwill Review? It 


_— first b all, that —— —en DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) - 
in braces will get to school—an 1 Your Nutrilite Theater (Mytinger & Casselberry, NBC) “i 
Negro boys on the sandlots will | 2 Woolworth Hour (F. W. Woolworth Co., CBS) — renee 
have uniforms and bats. Next, it| 3 News (Carter Products, 5:00, CBS) Mi p 
means, there is a vast Negro mar- NE te 
ket in Memphis. Third, it assured- | DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) Duluth-Superior ..... 
ly means, there is not another | 1 Gunsmoke (Liggett & Myers, CBS) 
single medium reaching these | 2 Robert Q. Lewis (Milner, CBS) Metropolitan Areas 
folks with a fraction of the cover- | 3 Allan Jackson-News (Chevrolet, 1:00, CBS) 
age of WDIA—or its appeal. *Number of homes reached is based on 47,000,000, the estimated March, 1956, total 
of U.S. radio homes. Sy 
INCOME AND ACCEPTANCE tHomes reached during all or any part of the program except for homes listening pan omy Aggy - 
Memphis has one of the heaviest | only one to five minutes (formerly designated the “Nielsen-Rating”). For five-minute| Tulsa Pe ne 
concentrations of Negro popula- | programs, homes listening one minute or more are included. City 
tion in the U. S. . . . Memphians 
have the highest income, relative 
to white income, per capita, of any 
Negroes in the nation. a OBJECTIVE: 
over half the shortening, flour, To sell gas and water company 
py ane . ee a y officials on purchasing Skinner 
these Negro consumers are ; clamps nem than the clamps of 
reached through one medium only 5 &@ competitor. 
—WDIA—50,000 watts! — SCHEDULE: 
Write on your letterhead for Stee Two-color pages in four business 
convincing facts and figures, publications. 
which apply to your business. Re- RESULTS: 
“The past year, 1954, during which 


quest, too, er py copy of 
“The Story o DIA”, the au- ‘ Sea . 
thentic history of WDIA’s fantas- : Shien ee a fon gate oe “a 
tic drawing power! Soa & new sales or the el 
: Bites advertised for all time. The in- 


WDIA is represented nationally Bese eon ates : . 
by John E. Pearson Company. ou crease over '53 averaged 22%. 
AGENCY: 


-. ee a Jones & Taylor and Associates. 
Top spot for promotion | 
of advertising media 
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Dairymen Hike 
Budget $1,000,000 


Cuicaco, April 11—The Ameri- 
can Dairy Assn. will increase its 
industrial advertising budget to 
about $6,000,000 in 1957, almost a 
full $1,000,000 more than it is 
spending this year. This increases 
ADA’s advertising not only in dol- 
lar amount, but also in percentage 
of its entire operating funds. 

At its annual meeting in Chi- 
cago, ADA approved an over-all 
1957 operating budget figure of 
$7,000,000, up $1,000,000 over 1956. 
Advertising next year will take 
84.8% of the total, compared with 
83.2% in 1956. 

New trend in ADA’s advertising 
is to rely more on print media, 
particularly to promote 


presently includes Better Homes & 
Gardens, Ladies’ Home Journal, 
Life and Look—will be supple- 
mented, beginning in June, with 
four-color spreads in locally ed- 
ited magazine sections of 34 dailies. 
These spreads will make their ap- 
pearance around the end of May 
as part of a “Refresh with milk” 
campaign ADA will launch in con- 
nection with June Dairy Month. 

The campaign will get under 
way with a spread in Life May 21 
and will be echoed throughout the 
advertising schedule. Special ad- 
ditional b&w newspaper coverage 
will be enlisted for the campaign 
only. 


= Reflecting its increased interest 
in print, ADA says it may include 
Reader’s Digest in its 57 schedule. 

ADA will drop co-sponsorship 
of the “Lone Ranger” on ABC-TV 
in September but will continue 
to co-sponsor “Disneyland,” also 
ABC-TV. Radio coverage will be 
continued as is—15-minute Bob 
Hope shows used on a spot basis 
in non-tv areas. 

Campbell-Mithun Inc., Chicago, 
handles ADA’s advertising. 

ADA believes its increased in- 
stitutional advertising has played 
a major role in the recent reversa! 
of the long-term downward trend 
in per capita milk and dairy prod- 
uct sales. Since 1953, when the 
stepped up promotion was begun, 
ADA says, dairymen have enjoyed 
two successive years of per capita 
dairy product sales exceeding the 
U. S. population growth. 

Dairymen attending the ADA 
meeting heard the prediction that 
the annual demand for milk will 
increase by 16-18 billion pounds 
in the next decade. 

The prediction came from Her- 


rell DeGraff, professor of food) 


economics in the school of nutri- 
tion, Cornell University. 


= Speaking of the dairy industry’s 
Prof. DeGraff 


future, however, 
warned the dairymen that dairy- 
ing would not continue to hold its 
traditional 18% to 20% of the re- 
tail food dollar unless the present 


level of per capita consumption is 


increased. He said that this in- 
crease must take place in the 


face of continued postwar trends 


toward greater per capita con- 
sumption of meat, poultry, eggs. 


FILM BOOSTS MILK AS 
DRINK OF NAVY CADETS 


Cuicaco, April 10—“Admirals in 
the Making” is the title of a new 
promotion film put out by the 
American Dairy Assn. to serve 
both public service and dairy pro- 


motion objectives. Running 13% 


liquid | 
milk. The print schedule—which | 


TWO TOURS for 


WOMEN WHO WRITE 
Dateline: Europe July . 19 $939 
A Food Writer's Tour Aug. 24-Sept. 21 


for information write to 
STUDY ABROAD, uae. 
250 West 57th St. . 19, NY 


minutes, with color and sound, the | Compton Elects Three VPs; 


film describes the training routine 


of cadets at the U.S. Naval Aca-| 


demy—including their diet, which | 
in turn includes milk. 


ADA has made up about 500 | 


prints of the film, 75 of which have 
gone to Assn. Films Inc. for dis- 
tribution to schools, PTA, church 
groups, clubs, etc. Another 71 cop- 
ies have gone to affiliated local 
dairy associations for their own 
use. 

Biggest demand for the film, 
thus far, however, has come from 
the Navy itself. It’s using 88 prints 
of the film for recruitment pur- 
poses, making the point to prospec- 
tive inductees that Annapolis liv- 
ing and eating standards prevail 
generously throughout the Navy— 


| so join up! 


Appoints Two to Statf 
Compton Advertising, 


|Ralph L. Wolfe vps. All three are 


account executives for the Cros- 


New ley-Bendix division of Avco Mfg. 


| York, has elected Henry R. Turn- Co. 


‘bull, 


George A. Bradford and |} 


Compton also has named John 


69 


Burke, formerly a vp and copy 
executive with Lennen & Newell, 
copy group head and Hal Davis, 
previously with Erwin, Wasey & 
Co., a time buyer. 


telecasting in color... 


over 260,000 tv sets! 
over 1,000,000 pairs of eyes! 


WREX-TV delivers your message in a billion 
dollar market — all of the top 15 once-a-week 
shows —all of the top 15 syndicated films*— 
are part of the Power Packed Performance that 
makes WREX-TV The Viewers’ Cho 


* PULSE, INC. SURVEY, SEPTEMBER, 1955 


WREX-TV-Channel 13 socurons « numer 


represented by H-R TELEVISION, INC. 


ice. 


CBS + ABC - 
AFFILIATIONS 


INDUSTRIAL ADVERTISER 
GETS $3,000 WORTH OF SALES 
FROM S250 NEWSPAPER ADVERTISEMENT! 


Proof that Advertising of Industrial Equipment In Daily Newspapers GETS RESULTS! 


The following quote shows that no matter how limited the market, or how few 
the number of potential customers, it pays to advertise in daily newspapers: 


our 


of the people . . . 


‘“We have never before advertised in the 
newspapers any of our products and were 
amazed to discover the tremendous results we 
received. We ran the ad for two consecutive 
days. The first day we sold over $1,000 worth of 
materials and the second day we sold the 
remaining stock advertised worth $2,000. 


We have certainly learned the value of 
newspaper advertising and will sincerely 
recommend it to any of our friends 

and associates.” 


M. C. Foster, 
Assistant-Secretary 
LIONS EQUIPMENT & SUPPLIES CO. LTD. 


Hoist chains cannot be considered a consumer product. Yet a 
daily newspaper was chosen to carry an ad about them because 
of one important factor: EVERYONE who might in any way 
affect the purchase of chain hoists reads a daily newspaper. 
The daily newspaper is the only medium which is read by ALL 
“from janitor to president’’. 


Contact the advertising managers of your local newspapers. 
They'll be glad to show you how daily newspapers, when 


compared on the same basis with trade ard technical 
magazines, give you GREATER COVERAGE AT LESS COST. 


Daily newspapers give you complete coverage of all the people who buy your product ! 


CANADIAN DAILY NEWSPAPER PUBLISHERS ASSOCIATION 
55 University Avenue, Toronto 1, Ontario 


AAGNGS, Sateine Oe ae” 


Telephone: EM 8-1813 


1. H. Macdonald, General Manager 
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Einson-Freeman Elects Scoble 

William H. Scobie, formerly vp 
of Einson-Freeman Co., Long Is- 
land City lithographer, has been 
elected president and chief execu- 
tive officer of the company. He 
succeeds Albert Hailparn, who be- 
comes president of Einson-Free- 
man International. Robert R. 
Wechsier, formerly a vp, has been 
named exec vp. 


Hudson Appoints Franklin 

S. W. Franklin, formerly direc- 
tor of merchandising of Hudson 
Pulp & Paper Corp., New York, 
has been appointed general sales 
manager of the company’s new 


cup and container division. Mr. 


Franklin is developing a sales pro- 


|gram for the division which is 
|scheduled to start production this 
/summer in Carteret, N. J. 


Monthly. _ 


... is the Magazine that is read by 
155,000 Missouri Farm Families 


| 
| 


|SMALL FRY DEPARTMENT—Best for Babies, a new co- 
|ordinated advertisement to create greater 
for baby products, will make 


| 


S 


™ Sa» Maa 


~ 
a om in the 


— 


ae 


munity of interest” 


Gregg Heads Best Research 

William G. Gregg has been ap- 
pointed director of research of 
Gordon Best Co., Chicago. He for- 
merly held a similar position with 
Grant Advertising. 


beat it rad 
drumming up 
extra interest 
in media 
markets 
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Show-House Sets 
Co-op Baby Spread in 
‘Good Housekeeping’ 


New York, April 10—A coor- 
dinated advertisement designed to 
create greater “community of in- 
terest” for baby products will 


make its initial appearance in the) 
May issue of Good Housekeeping. 
It has been prepared and pro-| 


| BACON gets CLIPPINGS 


duced by Show-House, which, in 
the past three years, has produced 
coordinated advertising in the 
home : products field in Good 
Housekeeping, Living for Young 
Homemakers, and The Saturday | 
Evening Post (AA, Oct. 4, ’55). 

The forthcoming ad, headed) 
“Best for Babies,” will consist of | 
a four-color bleed spread shared | 
by six non-competitive manu-| 
facturers of baby products. They | 
are Holgate Bros. Co.; Gibbs! 
Underwear Co.; Pacific Mills; 
“Strolee” of California; Ammens; 
and Borden Co. 

Copy is chatty but informative, 
and the artwork will consist of | 
babies and cherubs modeling the | 
products advertised. 

Reprints of the spread will be 
mailed by Show-House to 5,000 
buyers and dealers in the baby 
field. The advertisers will make 
additional mailings of 15,000 re-! 


Housekeeping. It is a 
by Show-House, 


the May issue of Good 
new service being offered 
York. 


ance in 


New 
prints and blow-ups of the ad. 


® The ad will contain a coupon 
in which each advertiser offers 
his own literature or samples. 
From past experience, Jule R. von 
Sternberg, publishing director of 
Show-House says, such coupons 
continue to come in for a period 
of 16 weeks following publication. 

A second baby products ad will 
|be used in the November issue of 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 


| ers and others. Write for free 


booklet No. 55, “Magazine Clippings 
Aid Business.” 
FOR BETTER RELEASE LISTS—SETTER PLACEMENT 
BACON’S BACON’: 
PUBLICITY $15.00 PUBLICITY $2.00 
CHECKER on approval, HANDBOOK on approval 


BACON'S CLIPPING BUREAU 
343 S$. Dearborn St., Chicago 4, Ilinois 


MEREDITH Zadee aad TVheison STATIONS 
affiliated with Better Homes and wardens and Successful Farming magazines 


620 kc. 
CBS 


Represented by KATZ AGENCY 


Channel 8 
css 


INC. 


JOHN BLAIR & CO. 


TV 
Channel 6 
cBes 


BLAIR TV, INC. 
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Good Housekeeping. It also will | | 
be limited to non-competitive 
manufacturers of baby products. | 
All participants are subject to ap- 
proval and acceptance of their} 
product claims by Good House-| 
keeping. | 

Participation cost per insertion | 
is $8,550, which covers cost of | 
Space, art, copy preparation, pro- 
duction, transmittal of coupon in- 
quiries, and 15% agency commis- 
sion. 

In releasing information about | 
the ad, Mr. von Sternberg said, 
“We have long felt that baby) 
product advertisers in general, and 
women’s magazines also, could in- 
crease their audiences and effec- 
tiveness by integrating their ef- 
forts. In Best for Babies, which is 
wholly owned and produced by 
Show-House, we have produced 
the means. 


& “We have gathered a crowd 
with our four-color bleed spread; 
developed a merchandising cam- 
paign directed toward thousands 
of buyers and dealers; and be- 
cause six advertisers share the) 
cost of each spread, we have made 
it possible for those with b&w 
budgets to enjoy the extra reader-| 
ship and prestige of color. 
“Community of interest breeds 
business,” Mr. von Sternberg said, 
“as S. S. Kresge demonstrated 
when he opened his 5 & 10 stores 
next door to his competitors’. The 
same truism applies to Best for 
Babies. By displaying a number 
of baby products in one attractive 
section, we feel we will stop more 
readers and attract more custom- 
ers.” | 
Best for Babies is the third co-| 
ordinated advertising feature to be| 
developed by Show-House, ac- 
cording to Charles H. Albin, man- 
aging director. The others are 
Show-House, which appears in 
Living for Young Homemakers 
and The Saturday Evening Post, 
and Best in the House, which also 
appears in Good Housekeeping. 


College Ad Courses 
Skip Industrial Field, 
EIA Panel Charges 


PHILADELPHIA, April 10—The 
need for closer collaboration be- 
tween industrial advertisers and 
business educators to bring about 
better university training for the 
industrial marketing field was 
brought out in a round table dis- 
cussion conducted by the Eastern 
Industrial Advertisers. 

Leading educators in the busi- 
ness field and members of the ad- 
vertising industry concluded that 
both students and teachers have 
been neglecting industrial adver- 
tising as a field of opportunity for 
university graduates. 

Students and teachers have been 
viewing industrial advertising as 
a sort of poor relation of consumer 
advertising, the round table pan- 
elists agreed. Consumer advertis- 
ing is considered more glamorous 
and profitable, they said. It has 
been overshadowing industrial ad- 
vertising so much that it attracts 
more college graduates and is the 
area of advertising on which col- 
lege courses concentrate, the pan- 
elists said. 


s This emphasis on the consumer 
field has resulted in a mental con- 
ditioning and training of students 
that is not appropriate to work in 
industrial advertising, they agreed. 

The round table was attended 
by, in addition to industrial mar- 
keting executives: Roland B. 
Smith, associate professor of ad- 
vertising, University of Connecti- 
cut, chairman; W. T. Kelley, as- 
sociate professor, Wharton school, 
University of Pennsylvania; G. B. 
Ulrich, professor of merchandising, | 
Drexel Institute of Technology, | 
and A. H. Dunn, professor of busi- | 
ness administration, University of 
Delaware. | 


| 
#All steamed up ? | 


er 


LIGHT TOUCH FOR SUMMER—Canada Dry’s outdoor poster campaign 
this summer will feature a series of 24-sheets done in cartoon style. | 


MATION’S LARGEST TRADE TERRITORY 


Different posters in the series promote flavors, ginger ale, or Cana- 
da Dry beverages as a group. The campaign starts in May and will | 
continue through the summer. J. M. Mathes Inc. is the agency. 


CLOTHING 


$35,000,000 Annually 
Largest Clothing 
Manufacturing in Texas 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El! Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 


EVENINGS 
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LIKE CALIFORNIA WITHOUT 


J MORE BUYING POWER HERE 
THAN IN ALL OF OKLAHOMA* 


V NOT COVERED BY SAN FRANCISCO 
AND LOS ANGELES NEWSPAPERS 


Western firms know you can’t win top sales in California unless 
you reach the inland Valley. And you can’t afford to rely on 
Coast newspapers to do the job. The Valley is a self-contained, 
independent market. People here read their own local news- 
papers, the three Bee newspapers. 


* Sales Management’s 1955 Copyrighted Survey 


MCCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 
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Along the Media Path 


Jewelers’ Circular-Keystone is 
distributing a 12-page report on its 
editorial coverage which is avail- 
able by writing the magazine at 
56th and Chestnut Sts., Philadel- 
phia 39. 


® “Within your lifetime, you'll 
still be young at 90, rocket to work 


halfway across the continent, wear | 
air-conditioned clothes and rule} 


the weather with push-buttons.” 
These are among the scientifically- 
based predictions made in “This Is 
Tomorrow,” a special 16-page two- 
color booklet issued as a promotion 
for Ziv Television’s “Science Fic- 
tion Theater.” 


® Sports Illustrated has sent a 
slate of 24 nominees to fashion co- 
ordinators and merchandising 
managers in retail stores across 
the country to vote in its “Amer- 
ican Sportswear Design Awards.” 
Two awards will be given; they 


——/t’s simple 
iF YOU KNOW HOW 


It’s simpler, if you don't know at all 
... you don’t get confused. Our free 
SAY P. samples may set you right, just ask. 


WA LK advertising typography 
11 E. HUBBARD, CHICAGO 11 © MChawk 4-6134 


will be announced in the May is- 
sue. 


® Representatives of 21 of the 
country’s advertising agencies were 
treated to a weekend tour of Miami 
this month by the Miami News. 
Purpose was to familiarize the 
agency men with “Miami’s fast- 
growing billion dollar market.” 


® Before the Philadelphia Inquirer 
changed the type face in its classi- 
fied ad section, it let its readers 
vote on what type face they would 
like. Readers were offered samples 
of three kinds of type; the old style 
and two others. The winner, get- 
ting 88% of 3,000 ballots turned in, 
was 6-pt. Futura Book, with 
Demi-Bold top line, the type which 
the Inquirer management had 
originally chosen. 


® WTVT, Tampa, celebrated its 
first birthday by announcing plans 
for a new and larger studio to be 
built on the west side of its present 
studios at 1113 Memorial Hwy. 


® A 14-page two-color booklet, 
“Here Comes the New WEWS,” has 
been printed by the Scripps-How- 
ard tv outlet in Cleveland exclu- 
sively for workmen who are build- 
ing its new plant. From accountants 
to steelworkers, everyone con- 


LOOK WHAT 
$15.00 WILL 
BUY AT } 


LY ‘ 


ATV FILM SPOT 
with ACTION... 


FILMACK STUDIOS 


CHICAGO e NEW YORK 
1323 S. WABASH 341 W. 44th St. 


SOUTHERN CHARM—This Old South mansion hides “the most complete 

and functionally effictent radio-television broadcasting facility in 

the South,” according to WSB, Atlanta, which just moved into these 
new studios. 


nected with the new building gets 
a copy, complete with floor plans, 
sketches and background informa- 
tion. Theme of the booklet is a 
WEWS welcome to the many 
trades whose skill will contribute 
to the new building. 
® Because of the rapid opening up | 
of Latin American trade, Frederick | 
Kogos Publishing Co., New York, | 
has started on a new directory and 
information bureau-in-print to be 
called Latin American Export 
Guide. It will be published in 
Spanish for distribution to Central 
America, South America, the Car- 
ribean countries and other areas in 
which Spanish and Portuguese are 
spoken. 


® WSBT and WSBT-TV, the South 
Bend Tribune’s radio and tv sta- 
tions, celebrated the opening of 
Broadcast Center, their new home, 
with a week of ceremonies begin- 
ning April 9. As a climax to the 
dedicatory week, the ultra-modern 
television and radio center was 
opened for public inspection Sat- 
urday and Sunday, April 14 and 15. 


® The Columbus Dispatch marked 
the installation of its new Goss 
high-speed color presses with a 12- 
page comic strip insert to inform 
its readers of the event. The insert 
tells the story of how the Dispatch 


Advantages 


for 


Agencies and Advertisers 


* PROTECTION AGAINST COMPETITIVE ADVERTISING 

Just imagine! Only one advertiser for each product classification, in theatres 
selected, for as little as one or as many as 52 weeks. 
* MINIMUM COMPETITION FOR ATTENTION 


Only 3 to 5 different non-competing advertisers are shown in the theatres in 
which you advertise. And, 85% to 95% of the viewers remember your adver- 


tisement. 
* FREQUENCY 


18 to 35 performances per week with a showing of your advertisement at each 


performance. 
* FLEXIBILITY 


You can advertise in as little as one or as many as 16,000 theatres per week— 
and, in the weeks that lie ahead, your advertisement will be seen by as few 
as 10,000 in one theatre or as many as 60,000,000 in 16,000 theatres. 


* DRAMATIC USE OF COLOR 
Made-to-order one minute film commercials in beautiful Eastman color. Avail- 
able for your use—one of America’s finest and most complete Film Production 
Studios. Air conditioned, too! 


* COVERAGE 


A yearly cumulative audience that equals 90% of the persons in a community 
over 15 years of age who are mentally and physically able to attend theatres. 
44% of this cumulative audience will be exposed to your advertisements for 


thirteen or more times. 


More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. 
New Orleans, La. 


70 E. 45th St. 
New York, N. Y. 


|search). The publishing company 
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| Milwaukee trading area will carry 


is written and printed by having 
Ben Hardy, a cartoon strip char- 
acter, take two children, Barbara 
and Jimmy, on a tour of the plant. 


® “They loved us in Tokyo (we 
think),” American Journal of 
Nursing Co. declares in its latest 
mailing piece. It reproduces a cap- 
tion (in Japanese) from the offi- 
cial journal of the Japanese 
Nursing Assn. which ran under a 
reproduction of the front covers of 
the three magazines it publishes 
(American Journal of Nursing, 
Nursing Outlook and Nursing Re- 


doesn’t know what the caption 
means, but hopes it is favorable 
and asks if anyone can translate it. 


® KITE in San Antonio has dis- 
covered what it calls a “previously 
uncounted radio audience”: Places 
of business such as barber shops, 
beauty shops, cleaners, dentists, 
drug stores, grocery stores and 
service stations. A Hooper radio 
check showed that more radios 
turned on in these places were 
tuned in to KITE than any other 
San Antonio station, the station 
reports. 


® Cosmopolitan’s June issue will 
be devoted entirely to beauty. In 
conjunction with this annual beau- 
ty issue, the magazine will again 
offer its readers the “Beach Pillow 
Package.” The tie-in, which sold 
25,000 items last year, will contain 
product samples from Coty, Pond’s, 
Breck’s shampoo, Five-Day deo- 
dorant pads, Slenderella, Nestle 
hair preparation, Alo-Creme, 
Sweetheart soap, Nullo deodorant 
tablets, Knox gelatine and others 
not yet announced. 


® The Toledo Blade on March 18 
published a 136-page roto section 
devoted to furniture. 


® As part of a mechanical expan- 
sion costing $1,200,000, the Seattle 
Times has placed in operation four 
new Goss press units, expanding 
one of two press lines from eight 
units to 12. The second press line 
will be similarly expanded. 


® WDAY, Fargo, N.D., the oldest 
radio station in the Northwest, 
reached another milestone last 
month when it celebrated its 25th 
year as an NBC affiliate. 


® Office Executive, monthly pub- 
lication of the National Office 
Management Assn., Philadelphia, 
will have a full-color front cover 
on its May issue for the first time 
in its history. 


® The May issue of Apparel Man- 
ufacturer will devote its entire edi- 
torial content to one firm, Mc- 
Gregor-Doniger Inc. The reason is 
that the sportswear maker is about 
to become a publicly owned cor- 
poration, a highly unusual thing in 
the apparel industry. 


® On April 22 the Milwaukee Sen- 
tinel will sponsor a “Good House- 
keeping Week” in Milwaukee. The 
Sentinel will spearhead the sales 
drive by publicity and promotional 
advertising throughout its pages in 
the weeks preceding the event. 


a special cover banner proclaiming 
“Good Housekeeping Week” and 
calling attention to the Sentinel. 


@ Department of New Laurels: 

A total of 1,008 advertising pages 
has been placed in Architectural 
Record for the first four months of 
1956. 

Seventeen’s April issue set an 
alltime record in dollar volume for 
an April issue, and showed a gain 
of 13% in total advertising linage 
over the April, 1955, issue. 

Advertising space in the April 
issue of American Girl totals 11,753 
agate lines, a gain of 12% over last 
year’s corresponding issue. 

Interior Design’s April issue is 
23% larger than last April’s and 
carries the largest number of ad- 
vertising pages in its 24-year his- 
tory. 

The April 1 issue of Grit ex- 
ceeded 1,000,000 copies in distribu- 
tion. 

The April issue of Scientific 
American carries 107 pages of ad- 
vertising and marks the 16th con- 
secutive month the magazine has 
shown an increase in advertising 
volume over the same month of the 
previous year. 

The April House & Home will be 
the fattest issue of a magazine ever 
published by Time Inc. It will 
carry 414 pages, with 300 pages of 
advertising worth about $300,000. 

The March, 1956, issue of Ladies’ 
Home Journal reached over 5,350,- 
000, the greatest net paid circula- 
tion in the history of the 73-year- 
old publication. 


rN Put your 


finger on every 


NATIONAL TRADE 
ASSOCIATION 


One of the best ways to 
get current information 
about “trends” in the 
major trades and indus- 
tries is to keep in contact 
with the national trade 
associations serving those 
fields. The 556-page 
Annual Market Data & 
Directory Number of IM 
gives you a complete list 
of each association, in- 
dexed by field served. 
Published June 25th. 
Year’s trial of Industrial 
Marketing costs just $3, 
includes monthly copy 
plus annual MD&DN. 


Mail Coupon Today 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I’m 
not satisfied. 


© $3 enclosed [) Bill firm [ Bill me 


Good Housekeeping will alert its 
109,561 readers in the Sentinel} 
area with ads in the Sentinel pages, | 
and every newsstand copy in the 


Fe magazine of seller, and, 
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Advertising Pages and Linage in Consumer Magazines 


March and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


r Pages = + Lines. ‘ 
Mar. Mar. dan.-Mar. Jan.-Mar. Mar. Mar. dan.-Mar. Jan.-Mar. 
1956 1955 1956 1955 1956 1955 1956 1955 
Weeklies, Bi-Weeklies, Semi-Monthlies 
Capper’s GE cceonctawtad 15.8 16.9 49.7 48.7 15,747 16,903 49.694 48,721 | 
Christian PE ka dcccn'eds 21.6 23.2 63.1 69.2 8,944 9,600 26.141 28,666 
og ee ea eee 121.7 85.4 227.5 200.1 82,754 58,093 154,721 136,032 
{Cue oncccvnasdeedbntpovis 74.2 60.2 201.8 197.4 31,821 25,808 86,570 84,697 
Grit Sebe usepenetsuscupetes 29.4 33.9 97.9 88.9 29,359 33,884 97,869 88,911 | 
OP, GB oosnnctuneemaaenbekas 401.0 365.3 975.5 926.9 272,673 248,370 663,319 630,322 | 
BE tics caeatetuceteena 121.4 115.8 314.8 287.8 82,545 78,717 214,091 195,711 
ere 475.6 353.1 1,058.4 897.0 204,024 151,485 454,060 384,809 
ee Ore 272.4 246.5 713.4 645.9 114,399 103,538 299,633 271,255 
*Presbyterian Life .......... 18.5 16.1 45.5 48.4 7,754 6,753 19,100 20,316 
SW, ea 22.6 18.4 61.5 53.5 9,485 7,739 25,835 22,460 
tSaturday Evening Post ...... 387.4 311.5 827.3 772.9 263,429 211,816 562,530 525,549 
Saturday Review ............ 81.7 66.3 235.8 200.8 34,331 27,846 99,050 84,336 
GSporting News ............ 23.0 28.9 60.4 63.1 24,955 31,348 65,537 68,468 
Sports Illustrated ........... 93.1 79.2 197.0 156.2 39,921 33,993 84,496 67,018 
MS sete Vapeeades+s%sbhe 309.1 287.3 $11.8 736.3 129,819 120,675 340,958 309,223 
ee EN etn d6 6 acwale wend 38.3 11.2 84.6 42.7 6,965 2,033 15,390 7,768 
tU.S. News & World Report .. 310.0 247.3 782.3 663.7 130,191 103,879 328,557 278,733 
| a 2,816.8 2,366.5 6,808.3 6,099.5 1,489,116 1,272,480 3,587,551 3,252,995 
*Three issues in March 1956; two issues in March 1955. ¢Five issues in March 1956; four issues in March 1955. §Four issues 
in March 1956; five issues in March 1955. 
Women’s 
ee 26.4 39.4 59.5 86.1 12,271 16,853 26,478 36,886 
§Bride’s Magazine .......... es — 167.2 162.0 105,672 102,384 
HEverywoman’s ............ 43.8 57.0 96.3 129.1 18,524 24,123 41,045 55,063 
.... ae 73.4 78.4 166.5 197.4 31,476 33,646 71,424 84,696 
Good Housekeeping .......... 141.2 106.1 305.6 277.3 60,593 45,535 131,096 118,948 
McCall's Magazine .......... 83.9 88.6 200.6 194.1 57,072 60,222 136,413 131,972 
*Parents’ Magazine ......... 71.4 62.4 154.1 136.9 3,691 26,827 66,256 58,853 
Be ie becch ee sek 121.9 130.3 284.9 285.1 82,855 88,613 193,713 193,876 
Western Family: 
Southwest Edition ........ 28.7 43.3 70.9 88.5 12,309 18,595 30,435 37,961 
Mountain Edition ....... 26.4 40.2 64.6 83.0 11,323 17,230 27,702 35,623 
No. Calif. Edition ...... 27.3 42.9 68.0 86.9 11,691 18,405 29,186 37,274 
Northwest Edition ...... 27.7 42.5 70.9 88.3 11,894 18,231 30,416 37,876 
SE  Senbsccvetdeds 64.2 71.2 148.3 177.2 27,520 30,530 63,618 76,025 
Woman's Home Companion . 58.6 62.2 136.7 149.1 39,847 42,266 92,952 101,400 
eo ee 28.9 29.2 114.46 101.2 5,656 5,722 22.466 19,826 
Te BE kb octedarcness 672.2 671.7 1,749.4 1,768.8 348,019 351,956 914,045 925,941 
§Published in January, April, July, and October. ¢Includes linage carried in special Shopping Scout Section (572 lines per 
page). Z¢Not included in totals. 
General 
American Artist ............ 24.5 27.3 87.3 719 10,293 11,465 36,645 30,211 
American Forests ........... 18.4 33.2 51.3 59.9 7,728 13,930 21,546 25,172 
American Legion ............ 17.4 18.0 51.4 $51.1 7,302 7,562 21,567 21,454 
American Magazine .......... 27.6 25.1 69.8 75.9 11,597 10,522 29,301 31,875 
ME ehanahseccnntacntike 22.9 21.8 54.0 51.9 9,834 9,340 23,176 22,265 
CE a woaat 0-0 ssetcnbas 40.7 28.7 103.1 77.2 17,104 12,040 43,301 32,426 
Christian Herald ............ 39.1 46.4 124.3 119.0 16,781 19,897 53,339 51,061 
GR de sedecoveensvves 5.3 75 20.1 22.2 2,244 3,143 8,441 9,333 
MED .Seahaddcesaceovece 34.0 25.0 76.3 3 6,120 4,500 13,730 11,566 
CE, si decvccéscsae 23.6 25.4 58.6 58.9 10,138 10,888 25,136 25,257 
—  Eaearnerr=- 9.7 94 27.4 29.9 4,082 3,944 11,506 12,568 
ee re eee 61.0 67.2 167.6 170.6 41,448 45,672 113,963 116,034 
Elis Magazine ............. 146 12.9 43.8 41.1 6,266 5,544 18,791 17,626 
SE chtcdnwdkéiah cnce dete 66.6 51.6 201.5 142.8 45,311 35,063 137,045 97,106 
CE nas chuodssdccursehd 18.0 12.8 51.7 34.9 7,567 8,055 21,700 21,909 
ea eee 20.4 21.2 55.9 58.0 14,044 14,556 38,482 39,912 
IE, Cth ds dc Sobeaccd tiny 30.4 27.8 68.1 70.7 13,030 11,937 29,215 30,343 
ee 37.2 48.4 90.5 95.3 16,387 21,360 39,905 42,039 
Harper's Magazine .......... 46.8 28.5 112.2 71.3 19,664 11,957 47,132 29,935 
GE bencecckescccccceses 89.8 77.2 222.7 188.9 61,075 52,480 151,410 128,433 
Improvement Era ........... 24.9 29.4 66.5 77.8 10,441 12,336 27,915 32,658 
Gamebrweter ccc ccc cccccces 34.7 39.1 84.5 86.6 23,714 26,756 57,817 59,211 
rere 1241 127.2 494.1 456.1 72,961 74,774 290,510 268,198 
National Geographic ......... 54.7 43.5 121.9 113.8 13,011 10,353 29,017 27,073 
DEED eeacascecccvenes 22.8 21.1 72.1 67.9 9,768 9,039 30,944 29,117 
tReaders’ Digest ......... 36.0 sO 86.0 — 6,552 15,652 
EP iudiip tbh bus apnes cae 6 8.8 10.5 27.6 29.9 3,791 4,530 11,823 12,841 
Redbook Magazine .......... w5 24.9 76.2 63.9 13,072 10,697 32,697 27,404 
TL, piechantsecnsecées 5.9 75 20.7 45.8 2,466 3,138 8,710 19,218 
Tg CRA Sy RE en 12.6 13.3 24.1 25.4 8,496 8,926 16,215 17,078 
Town & Country ............ 74.3 78.4 188.3 196.9 46,945 49,520 119,028 124,463 
Town Journal ..........-4.. 45.9 43.5 117.3 100.3 19,681 18,673 50,309 43,029 
WE. cnecedevesevovsccvcds 29.4 27.1 58.8 60.1 12,612 11,644 25,230 25,801 
VOMERE cveccceccccacccscs 113.3 100.4 284.9 272.0 66,620 59,035 167,520 159,935 
Tie GR oc cecccancces 1,229.9 1,181.3 3,374.6 3,152.3 631,593 613,276 1,753,066 1,642,551 


*Larger page size (628 lines) in March 1955. {Started accepting advertising in April 1955. §Published bi-monthly; figures 


shown are for March-April issue. Z¢Not included in totals. 


Home 


American Home ............ 93.1 75.2 198.1 161.2 
Better Homes & Gardens 168.1 153.9 347.0 314.5 
Flower Grower ............. 86.0 80.1 197.7 193.0 
House Beautiful ............ 1144 116.2 250.1 241.0 
House & Garden ............ 83.9 83.1 166.4 159.7 
HMMS oc ccccccccescosss 52.6 53.8 122.2 124.2 
BER . dccccccctovcccests 72.5 71.5 174.5 137.3 
Sumset Magazine ............ 170.1 149.0 355.0 325.4 
Total Group .......5-s005 768.2 711.3 1,636.5 1,519.0 
Z Not included in totals. 
Fashion 
GREE  osecc cuba uedes conse 122.4 142.1 284.1 285.7 
Harper's Bazaar ............ 136.3 109.2 330.0 289.7 
GREET ccd awnedccccccupss 104.6 123.4 266.3 256.4 
Mademoiselle . 2... 6-5 eee ees 114.7 102.1 289.4 280.8 
COD cn cddsbsccccccsosans 171.7 166.1 461.3 443.2 
Voted Gr ccc cccccccees 649.7 642.9 1,631.1 1,555.8 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ......... 33.4 WA 78.0 70.6 
Modern Screen .........5- 33.8 27.7 70.9 67.3 
Screen Stories ...........- 26.1 23.8 61.2 58.2 
Fawcett Women’s Group: 
Motion Picture & TV Magazine 16.7 19.5 45.8 48.3 
True Confessions .......... 20.2 211 55.2 60.7 
Hillman Women’s Group ...... 18.2 15.5 52.2 46.0 
Hillman Romance Group 3.0 3.4 78 9.7 


Panec < 
Mar. Mar. Jan.-Mar. Jan.-Mar. Mar. Mar. dan.-Mar. Jan.-Mar. 
1956 1955 1956 1956 1955 1956 1955 
Secrets Romance Group: 
Daring Romance ....... 21.4 oe 33.0 — 9,194 14,146 -—— 
Ht tConfidential Confessions . 23.5 coe 23.5 oe 10,081 10,081 
Revealing Romances ....... 19.9 21.1 53.0 53.2 8,523 9,042 22,753 22,813 
ee 20.1 22.2 54.4 57.1 8,603 9,510 23,341 24,509 
#§Silwer Screen .......... 10.5 eee 10.5 4,500 4,500 
True Story Women’s Group: 
SE © Sadeusiscdwaess 43.4 38.8 100.5 95.2 18,622 16,645 43,127 40,854 
TV-Radio Mirror ......... 23.4 27.1 64.1 69.1 10,032 11,639 27,497 29,631 
Vous Ghpertenee .... ccc; 24.2 27.9 68.7 73.7 10,373 11,978 29,456 31,613 
True Love Stories ......... 24.6 30.1 68.8 75.2 10,541 12,900 29,497 32,252 
ok reer 24.3 28.4 67.8 73.7 10,421 12,162 29,084 31,635 
. fF Serer 67.6 61.9 154.2 143.7 29,014 26,555 66,146 61,664 
eee 514.4 517.1 1,309.8 1,292.7 220,643 221,788 561,825 554,543 
*March-April issues combined. {February-March issues combined. §February-March issue bined; not published in March 


1955. #Not included in totals. 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all 


group as a whole PLUS additional advertising 


Business 
CE -bckdtnccccedadees 92.2 
+Business Week ............ 576.8 
Dun’s Review & Modern Industry 70.6 
tFinancial World ........... 54.4 
EE SaebbaGbivoeccsensvs 67.8 
PEED. cccscesevccccccues 168.0 
Nation's Business ........... 53.9 
2 ere re 991.5 


carried by each individual publication. 


advertising carried by the 


86.1 256.8 222.4 60,489 56,491 168,428 145,890 
458.0 1,386.2 1,283.2 242,273 192,377 582,188 538,940 
88.9 194.1 215.9 43,465 54,770 119,557 133,006 
61.1 173.4 152.3 22,841 25,644 72.811 63,944 
54.2 200.4 175.0 28,503 22,750 84,173 73,489 
118.8 466.3 339.0 106,176 75,050 294,670 214,248 
34.0 133.8 103.4 23,119 14,585 57,410 44,357 
815.0 2,554.2 2,268.8 466,377 385,176 1,210,809 1,067,984 


+Five issues in March 1956; four issues in March 1955. {Four issues in March 1956; five issues in March 1955. 2Not in- 


cluded in totals. 


Magazine Linage Trend figure: in thousands 


WEEKLIES MONTHLIES 
1956 1956 
MaAR.[1,489 | Bi mar.[63! J 
Fes.| 1,154 oS res.| 548 = 
1955 1955 
oa oe MAR. 


res.[374 | 


WOMEN'S BUSINESS FASHION 
1956 1956 1956 
MAR.|348 | MAR. MAR. 341 


FeB.[329] 


1955 1955 1955 
mar. EC mar. ERP 
Youth 
American Girl ............. 26.7 23.1 77.3 65.2 11,446 9,903 33,140 27,977 
RC <., .00 «sakura 26.7 23.2 92.7 74.3 18147 15.763 63,032 50,492 
CE spi nannenete 8.0 2.9 13.7 5.7 3,409 1,234 5,848 2,431 
Scholastic Magazines ........ 52.0 34.6 127.7 88.2 21,829 14524 53,624 37,058 
Scholastic Roto ............ 7.8 5.7 19.5 15.4 6,855 4.996 17,025 13,453 
Wl OE... oc cseubess T1212 ~ 895 3309 2088 61,686 46420 172,669 131,411 
Outdoor & Sports 
American Rifleman .......... 57.7 59.6 160.7 170.0 24,738 25,557 68,922 72,945 
Field & Stream ............ 89.7 788 199.7 1881 38,485 33,791 85,660 80,667 
Fur-Fish-Game ............. 19.4 23.3 57.8 62.3 8,341 9,977 24,809 26.707 
Outdoor Life ............... 85.2 852 205.0 1993 36,559 36,567 87,938 $5,504 
Sports Afield .............. 81.2 687 1714 152.7 34,821 29,484 73,544 65,510 
*Sportsman’s News .......... 8.3 26 22.7 7.6 3,565 1,755 9,732 5,345 
Tete Group. .......00000- 3415 3182 6173 780.0 146,509 137,131 350,605 336,678 
¢Larger page size (680 lines) in March 1955. 
Mechanics & Science 
Mechanix Illustrated ........ 7.6 799 230.1 2204 17,396 17,895 51,551 49,359 
Popular Mechanics .......... 151.2 158.2 4448 440.1 33,866 35,434 99,638 98,574 
Popular Science ............ 138.0 145.9 426.2 422.7 30,900 32,690 95,471 94,689 
#Science & Mechanics ....... 99.3 975 2168 208.8 22,221 21,823 48,540 46,761 
gy eee 466.1 481.5 1,317.9 1,292.0 104,383 107,842 295,200 289,383 
+Published bi-monthly; figures shown are for March-April issue. 
Detective & Fiction 
Dell Men’s Group .......... 441 0 (147 39.2 48.3 6,041 6,313 16,823 20,735 
Thrilling Fiction Group ...... 85 10.2 24.0 28.8 1,902 2,298 5,379 6,447 
aE oe 26 29 63.2 77.1 7,943 861i 22,202 27,182 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers) 
American Weekly ..........- 60.0 579 169.5 150.2 51,009 49,212 144,097 127,708 
Family Weekly ...........- 298 221 83.5 61.9 25,336 18,818 71,004 52,574 
OU. ns sa ccktenkvs aie 76.5 63.0 2046 155.9 64997 53,517 173,899 132,478 
This Week Magazine ......... 94.9 763 2616 2023 80633 64862 205,364 171,950 
ee ee 261.2 219.3 699.2 570.3 221,975 186,409 594,364 484,710 
Newspaper Sections (II) 
(All other newspaper sections and comics) 
First 3 Markets Group ....... 50.1 47.7 1336 137.0 42,585 40,545 113,561 116,408 
New York Mirror Magazine... 38.9 436 107.1 1145 38170 42,713 104,937 112,214 
New York Times Magazine .... 203.6 2038 739.8 664.4 173,046 173,185 628.855 564,757 
Puck—The Comic Weekly .... 7.6 6.0 34.2 28.0 14,420 13,424 65,160 53,349 
a ere 300.2 301.1 1,014.7 943.9 268,221 267,867 912,513. 846,728 
Comics Magazines 
tAmerican Comics Group 7.0 8.0 14.0 16.0 2,646 3,024 5,292 6,048 
Archie Comic Group ........ 43 43 9.0 11.0 1,607 1,607 3,403 4,159 
National Comics Group: 
(Total 2 Units) .........- 106 12.0 33.2 37.0 3,970 4,536 12,534 13,986 
GEE Gab ckeenueves' 5.3 6.0 17.1 18.5 1,985 2,268 6,456 6.993 
ZBlee Unit ...........- 5.3 6.0 16.1 18.5 1,985 2,268 6,078 6,993 
(Total 2 Units) .........- 12.0 120 37.0 37.0 4536 4,536 13,986 13,986 
Quality Comics Unit: 
H#Comics Unit ........... 6.0 6.0 19.0 19.0 2,268 2,268 7,182 7,182 
Z#Romance Unit .......... 6.0 6.0 18.0 18.0 2,268 2,268 6,804 6,804 
etd GT 0 sscaes ves “35 «3 79.2 $5.0 10113 10,679 29,923 32,131 


*Published bi-monthly ; figures shown are for M 


(Conti issue. Not included in totals. 


Continued on Page 74) 
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58,844 47,545 125,200 101,869 | ; 
' 106,218 97,270 219,317 198,734 
36,120 33,642 83,048 81,049 ; 
a 72,270 73,425 158,033 152,318 | 
} 53,043 52,512 105,145 100,912 ‘ 
4 22,546 23,091 52,405 53,263 | 3 
45,804 45,250 110,255 86,832 > 
71,452 62,563 149,105 136,680 | 
420,493 390,088 892,253 824,825 
I; 2 
52,493 60,976 121,878 122,547 | 
86,129 68,909 208,526 182,994 | 
44,862 52928 114,244 110,001 
49.216 43.824 124.153 120,482 ae 
108,516 104,952 291,504 280,091 | 
B4i2i6 «331,589 860,305 816,115 | 
{ é 
{ | 4 
14,324 13,042 «= 33,475 «30,289 
14,505 11,888 30,413 28,850 
11,207 ~—-:10,193 26,233 24,951 ‘ 
{ ch 
7,166 8,362 19,667 20,707 = 
8.669 9.036 23,660 26,046 | 
7,803 6,645 22,380 19,720 
1,285 1,473 3,328 4,153 | : 
t Ideal Women's Group: E 
Intimate Romances ........ 20.0 20.7 56.6 56.1 8,595 8,864 24,282 24,044 | 
SE dati ccseg > ee») Eee 61.5 61.8 10,024 10,565 26.398 26,514 | : 
Movie Stars Parade ....... 23.4 266 61.6 616 10,052 10,565 26,418 26,444 , 
Personal Romances ........ 204 20.4 56.8 55.4 8,737 8,749 24,352 23,771 | 
TV Star Parade .......... 165 188 47.7 47.0 7,079 8,057 20,456 20,165 | 
*Screenland cc cece ccceene 18 91 23.0 91 5,068 3,918 9,862 3,918 i 
( fig 
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¢ Pages —— Lines Paves. Lines 
Mar, Mar. Jan-Mar. Jan-Mar. Mar. Mar. dan.-Mar. Jan.-Mar. | “. ~— a 
. . x b | ar. Mar. Jan.-Mar. Jan.-Mar. Mar. Mar. dan.-Mar. Jan.-Mar. 
1956 1955 1956 1955 1956 1955 1956 1955 | 1956 1955 1956 1955 1956 1955 1956 1955 
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McGannon Warns 
Against Bait, 
Switch Ad Abuse 


Agencies Need More 
Air-Minded Execs, Says 
Westinghouse President 


Canton, O., April 10—Donald H. 
McGannon, president of the West- 
inghouse Broadcasting Co., has 
warned that responsible broadcast- 
ers cannot turn their backs on the 
problem of bait and switch adver- 
tising. 

Mr. McGannon made the state- 
ment in a speech before the mem- 
bers of the fifth district of the Ad- 
vertising Federation of America 
here last week. 

The Westinghouse executive 
voiced the opinion that most 
broadcasters are too concerned 
with long-range goals to accept 
this kind of business, but he added: 

“So long as this kind of advertis- 
ing is permitted to go into Amer- 
ican homes, the broadcasting indus- 
try will suffer. The broadcasters 


and the members of the adver- 
tising profession must work to es- 
tablish a high standard for adver- 
tising on all stations—both large 
and small.” 


@ Mr. McGannon also had a word 
of warning for advertising agen- 
cies. Pointing out that the fastest 
growing agencies are those which 
maintain a media balance at the 
top management level, he said: 

“In order for an advertising or- 
ganization to be strongly competi- 
tive, it must have  broadcast- 
minded executives at the top 
management levels. Unless both 
print and _ radio-television are 
equally represented, the agency’s 
philosophy will be dominated by 
one rather than shared equally... 

“Advertising grew up during the 
years when the newspapers and 
magazines of our nation held top 
positions in the field of communi- 
cations. Today we do have top peo- 
ple in the advertising profession 
who grew up in the broadcasting 
branch of advertising. 

“But too many agencies, in my 
opinion, continue to suffer from a 
lack of broadcasting representation 
in the agencies’ highest decision- 
making councils. Changes in com- 
munications demand that agencies 
shift their emphasis.” 


Everything’s New in New Orleans 


. — 
A Eas ae ie 
ogi’ : Da: 


New Neighborhoods. Aurora Gardens, for instance, 
located across the river—in this area developers 
have built 1100 new homes, and will build 1200 
more as well as a $25 million, 60-acre shopping 
center, with all-weather swimming pool. 


Everything's new except the one way to sell it— 


ORLEANS STATES 


The Times-Picayune 
NEW 


Represented Nationally by JANN & KELLEY, Inc. 


Standard Oil (Indiana) 
| Plans Consolidation 

Standard Oil Co. (Indiana) plans 
to consolidate nine of its wholly- 
owned subsidiaries into four, on 
functional lines, probably by the 
end of the year. The changes are 
expected to include consolidations 
of two refining and marketing, 
three chemical, two producing, and 
two pipeline subsidiaries. Pan-Am 
Southern Corp. is expected to be 
consolidated with American Oil 
Co., but sales operations of Amer- 
ican Oil in its 18-state marketing 
area will be continued without 
change, and the Pan-Am sales op- 
erations in six southern states will 
be continued under the Pan-Am 
name as a sales division of Amer- 
ican Oil. 

Other changes: Indoil Chemical 
Co., Pan American Chemicals Corp. 
and Hidalgo Chemical Co. will 
probably be combined into a sin- 
gle company with a new name; 
Pan American Production Co. into 
Stanolind Oil & Gas Co., and 
American Oil Pipe Line Co. into 
Service Pipe Line Co. A. W. Peake, 
former Standard Oil president, has 
been retained as an advisor on the 
reorganization. 


Jerrold Electronics Buys 
Three Antenna Systems 
Jerrold Electronics Corp., Phil- 
adelphia manufacturer of elec- 
tronic equipment, has bought the 
community antenna systems in 
Flagstaff, Ariz., Dubuque, Ia., and 
Pocatello, Ida. This brings to five 
the community antenna systems 
owned or controlled by Jerrold. In 
November Jerrold acquired con- 
trolling interest in the Key West 
system; in January, Ukiah, Cal. 
(AA, Jan. 23). 


' 


Production of Nescafe is car- 
| ried on at the Nestle plant at 
Chesterville, south of Ottawa, 
where other products also are pro- 


Tops, but Coffee’s 
duced. Nestle also produces Maggi 


Gaining: Nestle Exec dehydrated soups, handled by 


Toronto, April 10—On a cup  Ronalds Advertising. A test is be- 
basis, tea is still the No. 1 drink| ing run in Alberta and Quebec for 
in Canada, says Morrey Lawrence, these products. ‘ 
advertising and sales promotion| Bob Loney is account executive 
manager of Nestle (Canada) Ltd.,|at Ronalds for Maggi. At Cockfield, 
“but instant coffees have gained|Brown & Co., Pat Milsom is in 
approximately 40% of the mar- charge of work on the Nescafe ac- 
ket. And the way it is growing,|count, and Peter Charles is ac- 
this will be higher within a short | count executive for 13 other prod- 
time.” ‘ucts, including Quick, Nestea and 

Canadians have to re-adjust| the other chocolate and milk prod- 


their tastes, said Mr. Lawrence. | ucts. 


Canadian coffee is much milder | 
than the 150 U.S. brands and is ‘McCall's’ Names Three 
perhaps the mildest of the world’s| McCall’s, New York, has ap- 
20 different coffee flavors, he said.| pointed Julian Bers, formerly pro- 
He pointed out that Italians like | motion manager of Family Circle, 
burnt coffee and the French a|jhome appliance promotion man- 
real black type. ager. The magazine also has ad- 
“Instant coffee,” said Mr. Law-|vanced David Sage, home appli- 
rence, “is described as the fastest}ance promotion manager since 
growing food merchandise in the/1952, to drugs and toilet goods 
U.S. Only detergents equal it. And| promotion manager and Marsha 
I think this is just the start of a/| Roberts, with the publication since 
trend toward instant foods of all|1954, food marketing specialist. 
types. With the population of the) 
world’s older people mounting ‘Sportsman's News’ Sold 
each year, this looms as more and | Feidon Publishing Co., Chicago, 
more of a market. |has sold Sportsman’s News to 
| Publishers Development Corp., 
= “Nestle currently is doing re-| Skokie, Ill., publisher of Guns 
search on instant foods for older | Magazine and others. The sale is 
people,” he said. |effective with the May issue. 


BERNARD P. GALLAGHER 


PURCHASES — SALES — MERGERS 
Negotia lor 


APPRAISALS — FINANCING — COUNSEL 
147 West 42nd Street, New York 36, N. Y., LAckawanna 4-1631 


In Canada, Tea’‘s 
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47,432 . 
requests for data \ 
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of information 
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NEW 


LoOK—General 
Corp. is launching a new campaign | 


Petroleum | 
| 


using consumer-style pages in 


black and red in 11 regional con-| 

struction, industrial, lumber and| 

marine magazines. Stromberger, | 

La Vene, McKenzie, Los Angeles, 
is the agency. 


Transcontinent TV, 

’ > 
NBC’s Shea Acquire 
Virginia Stations 

BurFa.o, April 10—Transcontin- 
ent Television Corp. yesterday an-| 
nounced that, acting jointly with) 
a National Broadcasting Co. exec- 
utive, it has purchased WSVA-AM, 
WSVA-FM and WSVA-TV, Har-| 
risonburg, Va. 

The sale price was reported to) 
be in the neighborhood of $800,- 
000. The stations were purchased | 
from the Shenandoah Valley | 
Broadcasting Co., headed by Fred-| 
erick L. Allman. | 

The purchasers were Transcon- | 
tinent and Hamilton Shea, NBC vp) 
and general manager of the net-)| 
work’s WRCA and WRCA-TV,) 
New York. The two have equal in- | 
terests in the Harrisonburg sta-| 
tions. 

Mr. Shea, who will manage the) 
Harrisonburg stations, also has 
been elected a vp of Transconti-| 
nent. His headquarters will be in| 
Harrisonburg. 


ws This is the second major sta-| 
tion purchase by Transcontinent | 
Television in a week. On April 2, 
the company announced the pur- 
chase, for about $5,000,000, of | 
WHAM-AM, WHAM-FM and) 
WHAM-TV, Rochester, N.Y. 

It was joined in the purchase | 
by General Railway Signal, Roch- 
ester. 

WSVA-AM is a 5-kw station, 
operating on 550 kc. An NBC affili- 
ate, it went on the air in 1935. 
WSVA-TV started operations in 
October, 1953, on Channel 3, and 
carries NBC, ABC and CBS pro-| 
grams. 

Transcontinent, formed a few)| 
months ago, said it plans to ac-| 
quire up to the maximum number | 
of U.S. radio and tv stations ap-| 
proved for single ownership by 
the FCC. It also plans to buy for- 
eign stations. 


Retail Apparel Failures Up 

A reversal in the trend of re-| 
tail apparel failures appears to be. 
indicated by figures for March) 
released by the Credit Clearing 
House, a division of Dun & Brad- 
street. In this month, 136 apparel 
retailers failed, compared to 107 
in February and 116 in January. | 
In the three previous years, March 
has shown a decline below Janu- 
ary and February in retail apparel 
failures. 

The failures rose 41.7% in num- 
bers and 34.5% in total liabilities 
during March of this year, com- 
pared to the same month a year 
ago. This March, the 136 apparel 
retailers failed with aggregate li- 
abilities of $2,373,000, compared 
to 96 failures a year ago, with 
liabilities of $1,764,000. 


Hertz Buys Carey 
Drive-Ur-Self, Big 
New York Operator 


Cuicaco, April 11—Hertz Corp. 
has bought the Carey Drive-Ur- 
Self System, largest car rental op- 
erator in the New York area. 

The purchase price was esti- 
mated at $1,094,000. The official 
terms were not revealed. Carey 
Airport Limousine, Chauffeur- 


| Driven Cadillac and other services 


were not involved in the sale. Ed- 
win J. Carey, company president, 
will become a Hertz vp, manag- 
ing the New York rental opera- 
tions. 

No change is expected at pre- 
sent in the handling of the New 
York advertising. Kelly, Nason 
Inc., New York, will probably con- 
tinue to handle. 

Hertz national advertising is 
handled by Campbell-Ewald Co., 
Chicago. Gross business for Hertz 
during 1955 set a record at $89,- 
100,000. 


'Grey Gets GE Photo Lamp by American Newspaper Publish- , dropped to 1,422, the survey shows. 
The photo lamp department of | °™S Assn, Five years ago there|Only one daily now sells for 2¢ 
General Electric Co., Cleveland, | Were 1,594 5¢ newspapers. By and 17 for 3¢. Prices of Sunday 
has appointed Grey Advertising March 30 last the number had/newspapers also have risen. 
Agency, New York, to handle its 
advertising. Batten, Barton, Dur- - 
stine & Osborn formerly handled | )” 


an Sar Old Ge compan IN CANADA 
Sais assent ED aiveeare ote || more than #/rds 
— ] ef aft miter 

| . 
Hestee Opens F8 Company | 9 sopbiiaie ioeaaen 
ties, ben coened 0 pute com-| 8 sellin Yoruinte 
Seat at Set teks Bice Sow | ZA are bought by 
os ee eee olen 2 | readers of the 
nance and investment fields. To R ° N . ° 


Newspaper Prices Going Up | 

The number of newspapers sell-| 
ing for 6¢, 7¢ and 10¢ in 1956 rose 
to 282 while the number of 5¢ 
newspapers was decreasing, ac~| 
|cording to a survey just completed 


DAILY STAR 
80 KING ST. WEST 
“SOURCE: Gruneau Reseorch Survey, 1955 


Stranded 
in Suburbia... 


When suburban fathers go off to work— 
as suburban fathers must—their absence 
is felt in more ways than one 


When the male population leaves Suburbia 
each workday morning—millions of housewives are 
left virtually prisoners in their own homes. 


. For, while many harried wives drive Dad to the 
station, 11 million others stand and watch Dad go, 


a TS 


4 


In that left-behind feeling, Ford finds 
a billion-dollar opportunity 


taking with him their link with the outside world 


—the family car. 


In millions of other homes, however, Mother is 


families are “Two-Ford Families.”” More than a 
million other two-car families include a Ford. 


not cut off from civilization when Dad departs. For 


the family has a second car in the garage. 


A vast new market has been opened for the 
future—well ahead of its time. 


How did it get there? 


How did millions of American families get the 


idea they could afford a second car? 


It didn’t just occur to them. Few American 
families automatically think of themselves as 
two-car families. The notion had to be planted. 


And there was nothing haphazard about the way 


The expanding needs of “Suburbia” extend to 
virtually every product. Indeed, people everywhere 
have gained the ability to live better. Creative 
marketing can cut down the time it would normally 
take these pecple to raise their living standards to 
the level they can now afford. 


the planting was done. 


Ford anticipated a growing need in the postwar 


migration to the suburbs. By taking advantage of 
this need, Ford hastened the development of the 


“two-car family.” 


The result? Well 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Washing~- 
ton, D. C., Miami, Montreal, Toronto, Mexico City, Buenos Aires, 
Montevideo, Sao Paulo, Rio de Janeiro, Santiago (Chile), London, 
Paris, Antwerp, Frankfurt, Milan, Johannesburg, Cape Town, 


over a quarter-of-a-million Bombay, Calcutta, New Delhi, Sydney, Melbourne, Tokyo, Manila 


ee - 
> 
‘ . a ee 
“) : ey I 
| KR } 
Ww . _ : 
| 4 
7 ee 
if c 
te 
a - — eee z 
e im eed Z| = 
a | - — e ad We } 
Seed —., AWE fi 2 
, LB a Be A WE ~~ SS : 
SS ES: Al it fe 
smeeera; = \vy 
| Te Mcp we,« | 
a ~~7 Pd El fae = \ Pe Ass 4 
| TORO REEE | = | ‘ 
= ate —__ Ws 3 - 
a ff » 
YY - h e , +. 
J > 2 & : ‘ iby 
: pa ~— x By ‘+. + B 
\ ~~ ( iin ie 
t iN ee oy : 
o . ¥ ine Pad z 
ff a Cy . é é ss 
et ~Nig3 
XO , aX 
s« @& fi ~~ re 
— | f a if mf . 
Sy f ue" : ¥ VA € 
“e! Wi, 7 Ibe : 
w fe” fee 
4 SD f.~ ‘ " a es : ~ 
4 . 4 ° eta | ; : 
}} a Fd | 
: Ee st - 
; P| ~ 
} eee ee 
Pp : 
} . . . PS 
| = 
P| 
‘ - 
——— 
Pe 1 
: ot 
; ea a ee a eee a 


76 Advertising Age, April 16, 1956 


‘TV. Guide’ Boasts 


RHODE ISLAN D'S. - a -¢ “4 Me = 4,000,000 Readers; 


f < Sar & Marks 3rd Birthday 
Busiest, Best Salesman [°RSIREO EE BEBE 2e-orms. sou ry 


circulation guarantee from 3,- 
000,000 to 4,000,000 as of Octo- 


covers all the families OD WEEE EEE MEE 1050. Sa is expected ta 


increase its national ad rates 


in ABC Providence and [ii i . —— 


& At the same time, James T. 
more than 80% in the ae EAA Quirk, publisher, told Apver- 
ae TISING AGE that the magazine’s 
° “ eee i gross advertising revenues dur- 
city-state ared. —. @ A ing 1955 topped $2,000,000 (as 
=. ae ' he predicted to AA exclusively 
: a year ago) and that “our ex- 
pectation for the current year 
is, conservatively, $3,000,000.” 
““ This figure includes regional 

O'Neill Panitt Quirk Kahn edition advertising income. 
HAPPY THIRD BIRTHDAY—Publisher James T. Quirk cuts a hunk of During the first quarter of 
birthday cake to celebrate TV Guide’s third anniversary. Looking 1956, revenues were up 68%, 
on are Donald P. Kahn, promotion director, Michael J. O'Neill, ad- to $655,000, from $390,000 in the 


“ie - ‘ 4 : ; first quarter of 1955. March 
vertising director, and Merrill Panitt, managing editor. was the magazine’s biggest 


month so far, with a gross of 


BF | Videodex Network TV Ratings WER eNO Ser the dive ines 


f Value of contracts written in 

\ Week of March 1-7, 1956 the first three months was 
New England’s second largest $900,000—more than double 

market is one of America’s best Copyright by Videodex Inc. sales in the first greed a year 

: . Also, all back covers have 

test markets . . . a nationally-ac- une | 88° , 

cepted proving ground where Program year, ihc calaeedion ceones” 

scores of well-known products $64,000 Question (Revion, 162 Cities, CBS) . 

made their marketing debut... Ed Sullivan Show (Lincoln-Mercury Dealers, 148 Cities, CBS) e First quarter average circu- 


sas : T Me Dragnet (Chesterfield, 166 Cities, NBC) 4 
and it’s dominated by The Provi | Love Lucy (Procter & Gamble, General Foods, 153 Cities, CBS) lation was 4,020,000. A year ago, 
base circulation was 3,000,000; 


7 senile George Gobel (Armour, Pet Milk, 162 Cities, NBC) Gis sone baleen, ROGGE 

. campaign Disneyland (Derby Foods, American Dairy, American Motors, 180 Cities, : ag gee 

as part of your national effort, get ax Mr. Quirk told AA there is 

your share of the $1,301,625,000 Playhouse of Stars (Schlitz, 137 Cities, CBS) a believe = - 

effective buying income of the Climax (Chrysler, 134 Cities, CBS) Oe eee eee ee 
: ‘ : aa tern will be maintained, since 

824,500 people in the Providence- You Bet Your Life (DeSoto-Plymouth, 157 Cities, NBC) 7 - a “ : 

. . “ent oe TV Guide is “operating in an 
Rhode Island area, with consist- GE Theater (General Electric, 143 Cities, CBS) 2 expanding market.” He would 
ent and insistent sales messages not definitely commit himself 
in The Providence Journal-Bulle- teleies to this figure for next year, 
- 4 - 
tin. It’s more than 200,000 daily $64,000 Question (Revion, 162 Cities, CBS) aoe leas ee 
circulation provides better than Disneyland (Derby Foods, American Dairy, American Motors, 180 Cities, 3 gy rg pet 
100% coverage of ABC Provi- ABC) in” an Sn ae tae 
dence, and more than 80% in the Ed Sullivan Show (Lincoln-Mercury Dealers, 148 Cities, CBS) eee ” he stated. “Expansion 
city-state region. Providence Sun- Dragnet (Chesterfield, 166 Cities, NBC) into 2,000,000 additional homes 


day Journal circulation, more | Love Lucy (Procter & goa tees ag > toy Cities, C85) per year is the current short 
George Gobel (Armour, Pet Milk, 162 Cities, ) term prediction.” 


You Bet Your Life (DeSoto-Plymouth, 157 Cities, NBC) He also disci i that TV 
Playhouse of Stars (Schlitz, 137 Cities, CBS) Guide’s growth in the New York 
December Bride (General Foods, 171 Cities, CBS) market alone in the last year 
Climax (Chrysler, 134 Cities, CBS) was 100,000. 
tee ‘ P : Disclosure of these figures 
abody and |." Will break in two four-color | coincided with the publication’s 
Cluett, Pe Y d double-truck ads scheduled for |third anniversary a a national 
‘Co pati Life and The Saturday Evening | magazine. The first issue was 
RCA Set m ible Post in September. The RCA- dated April 3, 1953. 
/ s sponsored color tv show, “Pro- 
Color Joint Effort poe Showcase,” also will build). ry Guide's first issu 
“i uide’s first e was 
| New York, April 11—A coor- ‘commercials around the coordi eireulated ta 10 arene. The edi- 
dinated advertising and mer-/|nated program. 7 . : 
| chandising program to stress color; Cluett, Peabody & Co. will use a Bag LA, ery 4 bow 
‘has been worked out jointly by|the promotion for both dress metropolitan areas and non- 
‘Cluett, Peabody & Co., maker of|shirts and casual wear. RCA Vic- metropolitan territories 
| Arrow shirts, and RCA Victor | tor will tie in with its line of color ceutnes tie aun atti 
‘television division. The campaign|tv receivers. . Mr - ae ae Aa Beggin 
is scheduled to break in the fall.| Special window displays for de- editi wer Ms So a 4 re 
It will be built around the theme, partment stores, augmented with | ©@ paced e Sou oe be sade. 
“The look of compatible color.” | promotional kits for point of sale|€™ Dorder areas will be added. 
‘exposure, and radio and tv spot|The expansion will bring eight 
new areas within TV Guide’s 


announcements will be given to , . 
dealers throughout the country. |Perimeter and will expand the 


|W. L. Stensgaard & Associates |™agazine’s sales area to 90% of 
is preparing the display material. the country’s tv homes. 

‘Young & Rubicam is Cluett, Pea-| “We think we have a great 
‘body’s agency. Kenyon & Eckhardt|story for the food industry, 


eeceeeeeeeseneeeeeeeeeeeeeeee e828 888 i. the agency for RCA Victor. he added, “not only because 
our women’s readership is 


FOOD STORES i 
— ee C DAVENPORT crows: simanae noises Rates, {envy but becuse TY Cult 
bree ee ges po ara for a full quarter of our total 
te ~ | circulation.” 
— that’s ed oo — a ee 'manac, Atlanta, is increasing its} py Guide sales in more tt 
district office and warehouse .. . rates and circulation guarantee by | 11999 supermarkets total bet- 


DAVENPORT! about 5%. The new rates will be |ter than 1,100,000 a week. 


“DAVEN PO R 4 ‘based on $20 a line, up $1; the 

antee is 2,200,000, up 100,000. 
< FOR THE NINTH CONSECUTIVE = ("itis Same time, Richard E.|Calkins & Holden Adds One 
bik a YEAR—FIRST IN LINEAGE IN 'Hoierman, Dallas, was named ad-| Calkins & Holden, Minnea- 


me a 7 |vertising representative in the| polis, has been appointed to 
‘4 EWSPAPERS ALL IOWA AN D Fl RST IN THE Southwest. handle publicity, public rela- 
3 : vb tions and promotion for a $10,- 


-CITIES! 
QUAD Lloyd Joins Fitzgerald 000,000 regional shopping cen- 
Represented by Jann & Kelley H. Wilson Lloyd, formerly pub-|ter being constructed at Edina, 
lic relations executive at J. Wal-|@ Minneapolis suburb, by Day- 


CIRCULATING DAVENPORT, IOWA, ROCK ter Thompson Co., has joined ton Co., Minneapolis depart- 


Stephen Fitzgerald & Co., New ment store. The center is ex- 
ISLAND, MOLINE AND EAST MOLINE, ILL. Stephen. Fitzgerald & Co. New |pected to be completed in Octo- 


board of directors. 
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HOW CLEMENT CokOr PRR 


* 


LetTeRPREss color printing by Clement saves the customer 
money as well as worry, work and waste. One secret is custom 
distribution tailored to the specific needs of each customer. 

The new customer will find an efficient distribution system 
already set up at Clement—the result of solving many similar 
problems. For example, by giving careful study to a cus- 
tomer’s problem, Clement traffic men often save him thou- 
sands of dollars in distribution costs. 

This kind of “penny pinching” is another example of 
Clement’s unique customer service. Distribution is fast and 
sure — when and where specified — locally or throughout the 


48 States. Yet Clement printing costs no more. 


8 LORD 8T., BUFFALO, N.Y. 245 ERIE ST., BUFFALO, N. Y. 


PINCHES P 


J. W. CLEMENT CO. 


MANUFACTURERS OF QUALITY PRINTING 
Executive Offices & Plant: 
8 LORD STREET, BUFFALO 10, N. Y. 
Sales Offices: 
Graybar Bldg., New York, Fisher Bldg., Detroit 


Subsidiaries: Pacific Press, Inc., Los Angeles, 
Phillips & Van Orden Co., San Francisco 
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“Out West, we shoot any man | Sellmeyer Heads Pfatt 


Fred Sellmeyer, formerly presi- | 


who doesn’t order Bourbon” gent of Piatt Sewing Machines of ~ 
ae aaa |Canada Ltd., has been appointed 
> president of Pfaff Industrial Sew- 
ing Machine Corp., East Orange, iS 
N. J. He succeeds Paul Zellweger, : 
= | who is returning to his native 
= Switzerland to rejoin his family’s x 
Industrial Sewing Machine Co., 
4 Zurich, which represents G. M. 
Pfaff, AG, Kaiserslautern; Reece 
Corp., Boston; Lewis Machine Co., 
St. Louis; Eastman Machine Co., 
Buffalo, and American Safety > 
|Table Co., Reading, Pa. ; ifl reen ba 
as Joins ‘Geographic’ it only takes peece oe Breen Ver 
Richard T. Scanlon has joined ... and for added impact : 
National Geographic Magazine as bine : 
an advertising sales representative, use Our spot or full colo * 
working from the New York office. * ‘ 
ot a He formerly was an account ex- f 
a — ~ \ecutive with Hicks & Greist, an THE GREEN Bay : 
[advertising sales: representative) PRess-GAZETTE PHIL McCLOSKY, MANAGER 
STRONG STUFF—Old Hickory Distill-|for Farm Journal and advertising G B Wi H 6 ae Rice chiabne 
ing Corp. allows as how bourbon | manager of General Cable Corp. reen Day, Wisconsin aeee 
drinkers are he-men, and he-men hi 
are bourbon drinkers, according to + 
this newspaper ad scheduled for * 
New York. Ellington & Co., New 
York, is the agency. 
Ads, PR Should 
Complement Each f . 
Other, Says Sasso , 
Newark, April 10—“Jerry-built f 
communications, in which tech- f 4 
niques of advertising, publicity, h Py Fes lif fz 2? ~ 
direct mail, radio and tv are ap- er r a 
plied on a catch-as-catch-can ba- Sout n a oO n 
sis, can do more harm than good § 2 ad 
in selling a product,” John Sasso, " f ¥ 
vp of G. M. Basford Co., told the , ’ 
New Jersey chapter of National When you re in 
Industrial Advertisers Assn. here 4 ; 
last week. ; 3 ° 
( Mr. Sasso emphasized the impor- é u’ : 
portance in developing communi- the : xaminer es yo re mw E 
cations programs of having differ- i ' ; ; ‘ . 
ent techniques complement rather * ? ‘ . ; 
than replace one another. ‘ \ : 
{ “Publicity,” he said, “can never ; ; 2 
do the job of advertising, nor can 7 ~ 4 
) advertising alone do an over-all \ . 
communications job. Using one ‘ » 
without the other,” he said, “is like 4 *% \ : 
trying to make a martini with one \ ’ ar 
. ingredient only.” Y : 
ws Mr. Sasso listed five steps for ? 
organizing a sound communications 
program. 
“First,” he said, “determine 
your objectives carefully. Second, 
select the areas you must reach. ~ 
Third, choose the combination of : 
techniques that will produce effec- 
tive results. Fourth, set up a real- » 
istic time table of promotional - “A 3 
performance. ee ——— ad és 
“Finally,” he said, “if you have < 
a dead horse to sell, recognize this 
and sell it to a glue factory. Don’t 
try to foist it on anyone else.” THE PAPER THAT'S A POWER-HOUSE...FOR SALES! 
Chemway Buys Bromund Co.; 3 
\ Kay Reed Joins Lady Esther 
Chemway Corp., New Bruns- Let’s forget that Los Angeles County now rates 
a N. J - otra A. No.1 in National Retail Sales. 
romund Co., Boonton, N. J., re- 
finer and processor of beeswax. Let’s look at the phenomenal expansion 
ae ae ee barre ad all over Southern California. 
pharmaceutical, cosmetic and > . uf 
household products, will use the ‘ And let s set that this a 0 : & 
major part of Bromund’s produc- 4] bi) A Q | iF growing market offers a man-sized Challenge to every 
plea a manufacturing fa- OSAN eC eS xaMIMer manufacturer, distributor and sales executive 
Kay Reed, formerly an account operating in this area. wl 
executive with Martin Co., has — el 
joined Lady Esther, Chicago, a di- Over 340,000 every day Adequate sales cultivation means adequate 
vision of Chemway manufacturing advertising impact. And that’s exactly what you get in : 
ads Cheat Almost 700,000 every Sunday the Los Angeles Examiner. Because — when you're < 
in the Examiner you're in! 
Begerts Mode Avattable , Remember: Again and again, the Los Angeles 
Parents’ Magazine, New York, f : ‘ 
has made its research reports Examiner stacks up in the First Ten — in General 
available. They cover 20 a Advertising — in all U.S. dailies. And small wonder! 
categories containing more an 3 , : . 
100 reports in such fields as drugs, Represented Nationally by: Hearst Advertising Service Inc. 7 out of every 10 copies are home-delivered ! 
dental care, baby foods, canned 
foods, frozen foods and automo- : 
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joined Oz Greeting Cards, New 
York, as director of the company’s 
new public relations department. 


Pinkwater Joins Oz Cards 
Shelia Pinkwater, formerly a 
publicist for Pageant Press, has 


Wrigley’s Child 
Safety Drive Uses 
Dell Comics Books 


Cuicaco, April 11—The William 
Wrigley Jr. Co. will conduct an 
advertising campaign this summer 
in an effort to educate children 
about safety measures to be ob- 
served during the months they are 
not in school. 

Ads with safety messages to kids 
on everything from bicycle riding 
to swimming, playing on the streets 
and fire prevention will appear on 
the back covers of all Dell Pub- 
lishing Co. comics magazines. 

The campaign will run in June, 
July and August. Circulation of 
the magazines is more than 60,- 
000,000. Arthur Meyerhoff & Co. is 
the agency. This will be the great- 
est concentration of safety mate- 
rial ever designed exclusively for 
children, the company said. 


) Every sales executive, every 
agency account executive can 
quickly learn valuable Direct 
Selling secrets by reading “The 
Truth About Modern Direct Sell- 
ing’ —available only through 
SPECIALTY SALESMAN. Written 
by marketing experts . . . it's 
the first completely new guide 
in the modern Direct Selling 
field in five years! Loaded with 


FREE 
book 
frankly 
reveals 
DiRECT 
SELLING 
in its 
true 
light 


facts, figures, it explains how to 
correct spotty retail distribution, 
increase present sales volume 
with Direct Selling. Sent FREE, 
postpaid. Use letterhead to mail 
your request, to: SPECIALTY 
SALESMAN, Rm. 812-4, 307 N. 
Michigan Ave., Chicago 1, Ill. 


'@ As a supplement to the cam- 


I TESTING 


| ALL...OR ANY PART 


12 EDITIONS WEEKLY 
Each edition separately edited, both in news and advertising 
content, for the 6 to 9 counties it serves. 


ae Mpaatt 
NORTH 

EASTERN 
13,320 


(emt! § jAOSSUTH | winNE 
acd 


NORTH an 


NORT a 
WESTERN erat 


@ Use all 12 editions . . . or any number you wish. Localize your dealer 
listings in each edition to match your lowa sales and distribution plan. TOvnE 
CIRCULATION 


@ An average of 242 farm people pictured and 2,000 names used each 
151. 072 


week means unexcelled localized appeal . . . high readership for your 
advertising message. 


— 


WRITE FOR DETAILS AND RATES 


“pM Boreav SPOKESMAN 


Grundy Center, lowa 
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FOO SHORT 


ods tight 
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Wher climbing from ony 
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i dog it’s fun to prey 
With your go Better keep away! 


short and toll 
Shots i ciners means © fol 


_paign, Dell will reprint the initial 
safety message in Grade Teacher. 
lin addition, a safety program for 
' teachers to present to children will 
be featured. Reprints of the Wrig- 
ley safety messages will be of- 
fered to teachers, along with re- 
prints of the safety program, just 
prior to the start of the summer 
| vacation. 

| The ads will be completely pub- 
lic service, with the exception of a 
short sales message for Juicy Fruit 
at the bottom of each ad. 


Big 10 Will Film 
Highlights of Grid 
Games for TV Sale 


Cuicaco, April 10—K. L. (Tug) 
| Wilson, commissioner of the Big 
Ten, last week announced that the 
conference this year hopes to sup- 
plement live telecasting of its foot- 
ball games with an extensive film 
| program. 
| “Big Ten teams will be seen live 
jon tv on only six dates this fall, 
junder the restrictions of the 
NCAA tv plan,” Mr. Wilson said. 
“We are naturally disappointed in 
|this cutback from eight appear- 
‘ances last year. We therefore hope 
|to be able to present the best in 
conference football action on tv 
through the medium of film.” 
| The film program will be in the 
‘form of a weekly highlights pro- 
duction of 30 minutes, featuring 
|outstanding plays from four or 
| possibly five games of the previous 
Saturday. Mr. Wilson said the con- 
|ference hopes to develop sponsor- 
'ship interest in a regional network 
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CAREFUL, KIDS—William Wrigley Jr. Co. will run a summer safety 
advertising campaign for children in Dell comics books. Arthur 
Meyerhoff & Co., Chicago, is the agency. 


‘ 


release of the program for as early 
|as one day after each game. 

Mr. Wilson also announced the 
appointment of Alfred D. LeVine 
'as tv film representative for the 
|commissioner’s office. Mr. LeVine, 
|who will handle the sale of the 
highlight film rights for the con- 
ference, was selected for that as- 
signment as Big Ten football en- 
thusiast and an authority on syn- 
dicated and feature film sales. 


Sherwin-Williams Plans 
Spring ‘Brighten-Up Jubilee’ 

Sherwin-Williams Co., Cleve- 
land, is breaking newspaper ads 
in 489 cities this month in a 
“Brighten-Up Jubilee” campaign 
based on the theme: Give your 
home a beauty treatment. Local 
dealer identification will be in- 
cluded in the ads and window 
displays and in-store promotional 
materials will be available. 

Backing the local-level cam- 
paign will be the heaviest maga- 
zine schedule in the company’s 
|history. Full-color pages and 
\spreads are scheduled for Life, 
|The Saturday Evening Post, ten 
jother national publications and 
three farm magazines. The news- 
paper campaign will be concen- 
trated in April and May but the 
magazine program is scheduled to 
extend through August. Fuller & 
Smith & Ross, Cleveland, is the 
agency. 


Albert Millet Moves 

Albert Millet, public relations 
and promotion consultant, and a 
|former public relations director of 
|Haire Publications, has moved his 


| office to 212 Fifth Ave., New York. 


Specialists in SILK 


SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 
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Advertising Pages and Linage in Farm Publications 


March and Year-to-Date Figures for U. S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
Total Advertisi in P Total A ai in L and Livestock, , ; and Livestock, 
os ising, in Pages — Total Advertising, in Lines————, in Lines —Total Advertising, in Pages—. ----—-Total Advertising, in Lines in Lines 
Mar. Mar. Jan.-Mar. Jan.-Mar. Mar. Mar. lan.-Mar. Jan.-Mar. = Mar. Mar. ™ “ 7 i 
1s ; ar. ar. Jan.-Mar. Jan.-Mar. Mar. Mar. Jan.-Mar, Jan.-Mar. Mar. Mar. 
1956 5 1956 1955 1956 1955 1956 1955 1956 8=—-1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 
Farm Magazines Colorado Rancher & 

Con's Furr... S68 620 7209 1858 S72 BSN SHISHA 5AM MO | OL ag «BE BE BM Wz BI we wie sow woes 248 
ee ee ee Oe ee ee ae ee: ee ae eee onc . ’ y . y . , 
dNational Less West- oom te eres 1902 118.0 316.8 301.8 102,061 92,530 248,397 236,577 94,292 83,800 

$s Dairyman .... . i 190.8 169.3 55,194 47,358 138,916 123,24 48, 40,26: 

x 135.1 117.9 324.0 288.5 57,961 50,589 138,991 123,750 55,769 48,788 Indiana Farmer's Gude M1 364 873926 267388 RSID 68.3 i - ska ska 

“a ..... ansas Farmer ...... ; : 71.3 156.3 56,376 53,041 130,212 118,771 51,998 47,040 

ane tee oe ae ee a ee Syasy | Michigan Farmer .... 77.6 743 2011 197.7 59,629 57,096 154.476 151.842 54.085 51.566 

#Western Edition .. 147.1 117.3 354.0 294.1 63,109 50,303 151,862 126,180 60,917 48,502 | Hontans Farmer Stecinan Ooo Gon tone 179 S802 54.667 132.816 132.920 51.484 46,263 

Average 4 (or 2) ockman . ; ; : ’ , SI 50,338 53,459 

we Nebraska Farmer .... 141.4 115.3 319.3 289.7 106,925 87,139 241,395 219,935 96,829 76,206 
orm tems as == M513 1006 333.2 291.3 59,105 50,446 142,923 124,965 56,913 48,645 vm ouie & es a ne ee ee 

#Southeastern Edition 46.9 44.4 122.4 127.5 20,136 19,063 52,519 54,703 17,769 16,636 | pO Farmer ........ i oe eee 

HSouthwestern Edition 51.0 49.3 131.1 146.2 21,864 21,152 56,241 62,738 18,345 18,123 | ,vane Farmer 9 67.9 209.5 217.8 55,209 52,117 160,896 167,303 48,534 45,837 
—————— SO aemima a SS Ew el eee oe .. 20s oes. es. ees ee su. snes eee I eum 

¢Carctine-Va. indiana ition : 157.9 129.7 329.3 317.6 100,382 94,451 239,694 231,240 89,882 84,644 

ror verage ditions 139.2 129.9 336.3 316.6 101,293 94.589 244,790 230,459 90,793 84,782 
anne - mms 2 ae ee ee ee ee oe Rural NewVorker .... 435 436 1235 1208 34.133 34177 96,801 94.709 30,145 30.235 
te Wallaces’ Farmer .... 148.1 142.3 359.5 355.2 116,071 111,525 281,857 278,436 106,687 100,821 
ae A ee ee ee ee ee ee ee | ae ee... 8 ee ok eee ne Se, mae ee 
Edition ==... 127.4 1223 299.1 283.9 86,617 83,186 203,367 193,034 83,242 80,148 akan ieiatnes: 62 D6 829 75 4878 10,656 6,020 92,118 2478 3,629 

ai aa ows 123.3 117.2 288.5 278.5 83,854 79,662 196,151 189,405 79,995 76,172 | © Farmer ........ 112.7 108.6 2746 262.9 88,323 85,116 215.302 206,144 86,369 82,123 

Texas Edition 124.7 123.1 291.3 287.9 84,802 83,730 198,058 195,758 80,530 80,033 Total Group ..... 1,598.1 1,509.3 3,966.3 3,887.7 1,219,111 1,152,346 3,026,548 2,968,764 1,094,135 1,010,352 

Average 5 Editions . 128.0 124.1 300.0 290.7 87,036 84,402 204,009 197,682 83,221 80,932 | #Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 

Successful Farming 133.3 117.8 309.2 280.0 59,977 53,008 139.118 125,981 58,901 51,877 4 

Total Group ...... 534.9 475.4 1,290.1 1,184.7 264,356 237,547 635,184 587,061 252,972 226,928 Farm Linage Trend Figures in Thousands 
tCombined with Better Farming (formerly Country Gentleman) in September 1955. ZNot included in totals. 

Monthlies ie MONTHLIES 
Agricultural Leaders’ 1956 

EES 23.3 267 521 61.3 10,011 12,450 22,357 10,011 11,450 
American Fruit Grower 47.0 448 114.3 112.7 20,312 19,369 49,394 48,687 20,036 19,042 MAR.| 679 
American Poultry Journal: 

#Eastern Edition .. 50.1 45.3 139.7 140.8 21,508 19,426 59,923 60,407 16,302 14,399 Fee| 648 

Midwest Edition . 45.3 37.1 124.5 117.4 19,439 15,897 53,405 50,370 15,209 11,802 

#Pacific Edition .. 43.4 365 120.6 115.0 18,€20 15,668 51,737 49,334 14,530 10,967 1955 

Southern Edition . 44.0 39.2 128.3 122.2 18,873 16800 55,018 52,433 15,426 12,828 MAR we: sii. 

Average 4 Editions 45.7 39.5 1283 123.9 19,610 16.948 55,021 53,136 15,367 12,499 5648 
Arkansas Farmer .... 33.2 22.5 78.0 67.7 25,080 16,982 58999 51.170 23,077 15,616 \eciiinnnilal 
Better Farming Methods 48.0 49.4 119.7 112.6 20,604 21,197 51,339 48,318 20,461 20,625 
Breeder's Gazette ..... 25.6 223 66.4 619 11,505 10,037 29,858 27,870 10,253 7,889 ; 
Breeder-Stockman ..... 92.3 105.1 2343 240.3 38,768 44,128 98,408 100,922 1,232 2,409 WEEKLIES CANADIAN 
Broiler Growing .... 49.9 45.2 131.3 126.9 21,414 19,390 56,309 54,447 17,286 15,567 
California Citrograph . 25.3 28.3 72.2 76.3 17,004 19,040 48,532 51,296 16,640 18,816 
California Farm Bureau 

Monthly ......... 213 129 406 37.0 16,100 9,781 30,716 27,945 15,533 9,205 
Carolina Co-operator . 9.0 9.0 28.0 27.0 3,780 3,780 11,760 11,340 3,780 3,780 
Cattleman, The ...... 93.7 127.1 307.9 375.3 39,329 53,400 129,311 157,609 20,909 27,377 
Cooperative Digest ... 196 40 261 115 8210 1,687 10,940 4.837 8,200 1,670 
County Agent & 

Vo-Ag Teacher .... 22.9 319 98.0 98.0 9,824 13,692 42,034 42,022 9,824 13,692 
Electricity onthe Farm 108 128 279 308 3,870 4,584 9,972 10,998 3,870 4,584 
Farm Management .... 31.7 289 79.3 78.2 13,579 12,380 34,019 33,537 13,579 12,380 
Farmer-Stockman: Bi-W. lies 

#Oklahoma Edition . 61.4 59.3 159.2 146.2 26,345 . 68,313 62,732. 22,137_—.21,523 eek. 

#Texas Edition ... 584 57.1 1543 139.6 25,065 24,475 66,203 59,898 20,857 20,541 | tArizona Farmer .... 112.8 91.3 265.3 235.9 85,253 69,035 200,543 178,358 83,189 67,250 

Average 2 Editions 59.9 58.2 1568 142.9 25,705 24,966 67,258 61,315 21,497 21,032 | California Farmer: 

Florida Cattleman .... 76.3 70.1 238.0 229.1 32,027 29,421 99,960 96.237 13,604 14,938 Northern Edition 75.0 67.8 189.9 172.1 56,801 51,262 143,539 130,139 54,068 48,742 
Florida Grower & #Southern Edition 73.3 67.9 1868 168.1 55,423 51,297 141,224 127,056 52,781 48.665 

“RSE RS 32.8 341 1068 103.1 22,294 23,196 72,615 70,076 21,690 22,217 Average 2 Editions 74.2 67.9 188.4 170.1 56,112 51,280 142,382 128,598 53.425 48,704 
#tGeorgia Farmer 23 — @3 — MED 51,321 16,655 ——— | {Dairymen’s League News 17.8 18.7 48.7 418 12,953 13,608 35,455 30,410 11,892 12,699 
fee aa 2 Sa a ee a ee 75.80 | Total Group ..... 2048 1779 “5024 “4478 154,318 133,923 378380 “337,306 148,506 128,655 
Mississippi Farmer 253 175 601 576 19,198 13,201 45,456 43,570 18,767 12,817 | Tyree fess sin March ee SD 5 SS Se SOE eee es ee a Ow ee See 
#Missouri Farmer .. 17.3 149 48.0 45.7 113,903 10,275 33,042 31,564 9,967 9,388 
National 4-H News .. 23.8 21.1 628 60.5 10,000 8846 26,389 25,402 10,000 8,846 | wy ar. 

National Live Stock 

Producer ......... 28.7 221 608 49.9 20,895 16,104 44,253 36,313 20,400 15,814 | Iowa Farm Bureau 
Nation’s Agriculture 134 86 285 292 6043 3,850 12,828 13,128 6,043 3,850 | Spokesman ........ 50.2 50.5 1543 149.0 50,953 51,257 156,651 151,190 43,310 43,568 
New Jersey Farm tWeekly Star Farmer: 

& Gord ........ 66.3 641 168.7 162.3 29,825 28825 75,906 73,038 24,219 #Kansas Edition .. 25.6 27.9 61.3 63.1 63,021 68,838 150,989 155,563 43,840 44,886 
Ohio Farm Bureau News 10.0 139 28.2 342 4,509 6,232 12694 15,380 4,159 5,847 H#Missouri Edition 25.0 28.3 61.4 63.5 61,596 69,688 151,242 156,504 41,103 44,785 
Poultry Tribune: #Okla.-Ark. Edition 238 265 58.2 59.8 58,729 65,299 143,411 147,405 47,046 43,737 

#Eastern Edition .. 63.4 59.3 170.6 160.9 27,205 25,435 73,183 69,004 21,044 20,127 Average 3 Editions 248 27.6 60.3 62.1 61,115 67,942 148,547 153,157 43,996 44,469 

Central Edition .. 55.2 SO3 1474 139.3 23,683 21,587 .226 59,751 19,113 17,702 Total Group ....... 750 761 2146 211.1 112,068 119,199 305.198 304,347 87,306 “88.037 

Southern Edition . 59.4 57.9 163.1 159.2 25,467 24,855 69,953 68,295 19,736 19,949 | tFour issues in March 1956; five issues in March 1955, Not included in totals. 

Pacific Edition .. 60.3 59.6 166.3 161.3 25,865 25,583 71,361 * 69,209 19,478 19,107 

Average 4 Editions . 59.6 56.8 161.9 155.2 25,555 24,365 69,431 66,565 19,843 19,221 | Deities 
a ape 06,428 106,070 4,334 4,200 | Chicago Daily Drovers 

Mt. seine te 79.3 89.0 253.4 252.5 33,320 37,414 106, r . 

Southern Planter 50.8 47.2 129.0 1346 35,548 33,005 90,281 94,209 34,557 31,833 AES 39.8 48.8 106.0 1221 84,692 103,835 229,821 259,763 42,778 51,726 
Tennessee Farmer Kansas rovers 

atin ..... 249 204 604 493 19,496 15,954 47,351 38-661 18.803 15.466 > ae 5 449 1108 130.1 86,172 95,491 235,783 276,877 51,666 55,014 
Turkey World ...... 549 51.5 1918 191.9 23,556 22,106 267 . Y . -~ Journal 
Western Dairy Journal 39.4 42.7 121.2 111.9 16,891 18,368 52,010 48.017 12,473 15,484 a. mae beentes 38.8 50.3 125.7 125.3 82,469 107,077 267,444 266,539 51,517 64,909 
Western Livestock Livestock 

Journal .......... 107.3 88.7 358.1 335.4 46,025 38,052 153,615 143,878 14,869 14,084 vesesesee 25.8 316 82.7 86.9 S4815 67,167 175,870 184,998 33.147 35,580 
tWyoming Stockman- Total Group ...... 1449 175.6 427.2 464.4 308,148 373, 908,918 988,177" 179,108 207,229 

GRO » ve diassoun 419 323 1063 87.5 31,710 28,980 80,332 78,358 27,184 23,656 

Total Group .... 1.3487 1,298.0 37388 3,681.5 678,818 648,392 1,854,361 1832894 523,785 42551 | Canadian 
#Not included in totals. Le Bulletin des 
¢Started publication in January 1956. ’ Agriculteurs ...... 73.9 613 1739 149.8 51,746 42,891 121,716 104,837 51,460 42,618 
tChanged from 896-line page to 756-line page in July 1955. Country Guide ...... 476 428 1143 110.7 , 30,804 82,284 79,716 34,258 804 

Family Herald & 
Newspaper Monthly Farm Sections _Weskty re 116.5 118.5 268.6 288.7 116,497 118,516 268,603 288,718 83,203 83,813 
F $ 
lowa Farm & Home 28.1 33.1 67.1 70.8 28,606 33,749 68,409 72,171 27,741 32,230 Ae yman 60.3 57.6 150.0 1429 42,177 40,336 105,024 100,000 35,438 34,568 
Rural Gravure ...... 13.2 109 29.0 22.3 13,196 10,920 28,962 22,281 13,196 10,920 Canad Foes 338 315 879 748 13522 37684 32085 16502 13.470 
*Texas Ranch & Farm 16.5 18.6 85.7 52.5 16,814 19,488 87,402 55,146 16,268 15,932 vehee | a rairie ' . ; ’ . . ’ ’ 

Total Group ...... 57.8 626 1818 145.6 58,616 64,157 184,773 149,598 57,205 59,082 NE hn ks 116.1 128.0 298.0 309.0 121,986 137,281 312,974 352,769 78,011 82,545 
tLarger Page size (1,050 lines) in March 1955. Western Producer . 53.0 51.3 144.7 140.2 56,749 54,891 154,782 150,059 41,279 35,851 
Semi-Monthlies Total Group .... 506.2 491.0 1,237.4 1,216.1 440,041 438,241 1,083,067 1,088,184 340,151 323,009 
American Agriculturist 43.7 34.7 117.7 106.0 31,835 25,287 85,687 77,185 28,867 22,337 | Four issues in March 1956; five issues in March 1955. 

{Smaller page size (1,050 lines); 1,080 March 1955. 


LaRoche Opens Coast Office; 
Appoints Six in New York 

C. J. LaRoche & Co. has opened 
a West Coast office at 9201 Wil- 
shire Blvd., Beverly Hills, ' Cal., 
under the management of Stuart 
D. Ludlum, formerly a contact ex- 
ecutive and manager of radio and | 
tv in the agency’s New York office. 
The new office will handle adver- | 


tising for Disneyland and all Walt 
Disney pictures and will create tv 
commercials produced on _ the 
Coast. Succeeding Mr. Ludlum in 
New York is Hendrik Booraem, 
who joined LaRoche last fall as 
vp in charge of tv and radio. 

Jay Bottomley has resigned as a 
|Young & Rubicam tv producer to 
join LaRoche in New York as 


manager of radio-tv production. 
Other additions to the radio-tv 
department are Allan Black, for- 
merly of Batten, Barton, Durstine 
& Osborn; James Morrison, pre- 
viously with Cinerama; Hal Ger- 
hardt, formerly with Ted Bates & 
Co., and Ruth Lareau, formerly 
with Young & Rubicam. Paul 
Moroz, formerly project director 


in the research department of 
Benton & Bowles, has joined the 
New York office as research direc- 
tor. 


Hearn to Chesebrough-Pond's 
Chesebrough-Pond’s Inc., New 
York, has appointed Charles C. 
Hearn merchandising manager for 
Vaseline products in the U. S. Mr. 


Hearn Raine was with Batten, 
Barton, Durstine & Osborn, War- 


ner-Lambert International and 
Rexall Drug Co. 
Speed Products Changes Name 


Speed Products Co., Long Island 
City, producer of commercial 
staplers, has changed its corporate 
name to Swingline Inc, 
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Confronts Coste with Coke’s  |is performed by the trade publi- 


‘Better Bubbles’ Claim 
| without editorial comment. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


|cation that blandly reports same} 
‘home except the furniture; they 


and profit figures attest. These 
dealers sell everything for the 


worker—clothing, household ap- 
| pliances, radios, cars, and the like | 
|—with the price of each item giv-| 
/en in dollars and also in the cur- | 
|rencies of the countries visited, to- | 
gether with the average hourly | 
wages in each of the industries 
represented. 

It was also to include brief 
movie interviews with typical 


Advertising Age, April 16, 1956 


with quantity, he is in error. Size 
alone does not necessarily deter- 
mine the nature of an entity. If it 
did, a Jaguar, when compared to a 
standard-size model, would no 
longer be an automobile. 
RoBert H. HEDGER, 
The Journal of Commerce, 
New York. 


To the Editor: I’m one of those 
people who intend to write “let-| ; JaMEs R. MILLER, 
ters to the editor” but never do.| Miller, Mackay, Hoeck & 
Hartung, Seattle. 
o = e 


This, obviously, is the exception. | 
by a mixture of amusement and | Lumber Dealers Not Alone in 


workers, in their homes, on the 
job, at ball games, etc. All of the 
interviewed were to be former im- 
migrants from the various coun- 
tries visited, and the interviews 
themselves were to be conducted in 


‘advertise and promote intensively; 
|they help the consumer finance 
|and plan his home or remodeling 
| project; and they either help him 
|get a reliable contractor to do his 
work or supervise him in doing his | 


Disillusionment at the 
Tender Season 

To the Editor: From the Roch- 
ester Democrat & Chronicle of 
|April 1. 


My. indolence has been overcome | 
disgust caused by the remarks of ‘Unfavorable Public Image’ 


Felix Coste, 
whose utterings were so fully re- 
ported by you in your March 19 
issue. 

At the same time Mr. Coste was 
stating that “there are no tricks in 
our ads” and “in more than 50 
years Coke has never made an 
advertising claim” and “above all, 
our advertising cannot be simply 


plausible. ..it must have absolute) 
24-sheet | 


believability,” Coke’s 
posters and magazine advertise- 
ments were proclaiming: “Even 
the bubbles taste better.” 

I don’t pretend to be an expert 
on the special lexicon of market- 
ing vice-presidents, but I submit 
that the above is not only an ad- 
vertising claim but perhaps one of 
the more expansive ones going. 
Further, it might just miss that 
“absolute believability” test Mr. 
Coste sets up. The art treatment 
on the “bubbles” advertising 
could also be considered a little 
out of keeping with Mr. Coste’s 
description of the Coca-Cola way 
of life. 

We must all be properly alerted 
by Mr. Coste’s warning note about 
advertising. As he says, “We must 
find...means of exposing and 
holding up to public ridicule 
the nefarious practices we de- 
spise.” While I personally make 
no objection to the business of 
making claims, may I suggest that 
one of these “nefarious practices” 
is performed by the luncheon 
speaker who pontificates over the 
chicken a la king a set of pretend- 
ed principles and dubious plati- 
tudes. 

Perhaps another such practice 


Coca-Cola pundit 


To the Editor: I read with inter- 
;est your story on Pierre Martin- 
eau’s “depth analysis” of the re- 
|tail lumber industry (AA, April 
|2). As your reporter correctly 
| points out, this study was confined 
jentirely to Chicago, and perhaps 
one or two near suburbs. Thus it 
jonly reports the “public image” of 
|the lumber dealer as the Chicago 
public knows him. 

Having read Mr. Martineau’s 
entire report thoroughly, I would 
call attention to the fact that his 
study does not show that dealers 
“ignore motives of buyers,” al- 
though it does show that these mo- 
tives are insufficiently capitalized 
by the dealers in the city of Chi- 
cago. However, it is only fair to 
add that most lumber retailers in 
Chicago, although there are three 
or four notable exceptions, deal 
primarily with contractors and in- 
dustrial customers. Therefore, they 
are not primarily organized to 
serve the consumer. (In a few oth- 
er of our largest cities the same 
situation would obtain.) Under the 
circumstances, I am pleased to see 
that the consumer thinks as highly 
as he reportedly does of the lum- 
|ber dealer in Chicago. This deal- 
ier’s “sins,” as Mr. Martineau 
|}makes clear, are of omission more 
than commission. 

Now, outside of our largest cities, 
}and even in most of their suburbs, 
|a quite different “public image” of 
|the lumber dealer exists, I am 
‘sure, although I have no study to 
prove it. Thousands of these deal- 
jers in smaller towns and cities 


| primarily serve the consumer, and | 


' with notable success, as their sales 


own work. So I seriously doubt 
that Mr. Martineau’s conclusions 
fit the industry as a whole. In- 
deed, he doesn’t claim they do. 

At the same time, it is pertinent 
to say—as various AA columnists 
have often reported—that the 
“public image” of most retailers 
is not overly flattering. I wonder 
what the consumer thinks of the 
average supermarket, where he or 
she has to wait 15 minutes or 
longer to check out. I wonder what 
they think of a couple big drug 
chains I am familiar with, where 
clerks never seem to know their 
business. I wonder what they think 
of our State St. department stores. 
And likewise in other cities across 
the land. Only the smartest retail- 
ers seem to be concerned about 
public attitudes; and among these 
are a fair number of retail lumber 
dealers. 

J. W. PARSHALL, 

Executive Editor, Building 

Supply News, Chicago. 

. © 
Finds Overseas Propaganda 
Ideas Vindicated 

To the Editor: Shortly after 
World War II, I suggested to the 
State Department that it fit out a 
steamer as a floating exposition of 
the American Way and send it on 
a tour of the principal European 
ports to offset the propaganda ef- 
forts of the Communists. The ex- 
position was to be directed partic- 
ularly at the working classes, who 
are the natural prey of the Reds 
overseas. 

The exhibits were to include all 
types of merchandise bought and 
used by the average American 


ys ; 


the opinion makers 


It's an auspicious day when a sales 
manager realizes that a minority 
of his accounts produces a majority 
of his sales— and the ad manager 
discovers that some mediums pro- 
duce results out of all proportion 
to their circulation. 


the respective native languages of | 
those interviewed. 

In addition to the above, there 
were to be documentary films 
showing America at work, at play, 
at school, college, and church, and 
at the polls. There was to be no 
“hard sell,” and the whole was to 
be supported by appropriate and 
adequate publicity and literature 
in the language of the countries 
visited. 

This suggestion, unlike some 
others I had made, drew only a 
polite and perfunctory acknowl- 
edgement from the State Depart- 
ment. I am glad to see the general 
idea vindicated in the exhibit pre- 
pared by the Advertising Council 
for the USIA. 

Horace W. O’Connor, 

Smith, Benson & McClure 

Inc., Chicago. 


It's Your Guess! 

To the Editor: On Page 59 of| 
your March 19 issue, an ad for the | 
Minneapolis Tribune quoted sev- 
eral replies received by its Inquir-| 


ing Photographer, among which 
were the following: 
“Once a week.” 
“Once a year.” 
“Only on Saturdays.” 
“I'd like to, but my wife won’t 
let me.” 
“Yes, but I have unusual tastes.” 
If these all answered the same 
question, I wonder what it was? 
ALLEN GLASSER, 
Brooklyn, N. Y. 


‘Journal of Commerce’ Is 
a National Business Daily 

To the Editor: In your March 19 
issue, we were surprised to read 
Francis X. Timmons’ letter which, 
in part, stated that the Wall Street 
Journal is “well-established as the 
only national business daily.” 
Through that publication’s adver- 
tising and promotional efforts, this 
point may be “well-established” 
but it is contrary to fact. 

For a publication to be a “na- 
}tional business daily,” it must (1) 
|be published daily (2) have na- 
tional daily distribution and (3) 
serve on a national basis the inter- 
ests and needs of its subscribers 
through a policy of news and edi- 
torial material relating to business 
and industry. 

For quite some time The Jour- 
nal of Commerce, now in its 129th 
year, has enjoyed these qualities 
which are the requisites of a na- 
tional business daily. If Mr. Tim- 


mons is confusing these qualities 


And at a time, too, when young 
600 CAR + FREE PARKING 


Lucy and Desi 


In Thelr Big Screen 
Movie Production 


“FOREVER 
DARLING” 


“T'S A 
poa’s LIFE” 


— Cinemascope — 


men’s fancies turn! 
F. G. WEBER, 
Will Corp., Rochester, N.Y. 
* . . 


Agrees Re-appraisal Needed 


in Inquiry Situation 


To the Editor: Being a slow 
reader, I have just been going 
through March 12 ADVERTISING AGE. 

And I want to congratulate you 
on the editorial, “Advertisers 
Show Sophistication,” for the man- 
ner in which you handled the very 
delicate inquiry question. 

There isn’t any question in my 
mind—and I don’t think there is 
in the mind of anyone who has 
really studied the whole question 
—that a lot of people abuse in- 
quiries. Other folks damn them, 
for their very special, selfish rea- 
sons. 

But the real problem, if my 35 
years of observing mean anything, 
comes from the fact that some pub- 
lications that have very poor cir- 
culation among “non-buyers” put 
in the easiest type of reader re- 
quest gadgets and then broadcast 
the response without any effort to 
qualify on their part or any urging 
of qualification on the part of the 
advertiser recipient. 

Naturally, a bum inquiry is a 
bad thing for everybody in the 
publishing or advertising business. 

So I am glad to see that your 
basic point is that a “careful re- 
appraisal of the inquiry situation, 
and a more careful diagnosis of 
the value of particular inquiries 
to particular advertisers, is called 
for.” 

To that I can 
“Amen.” 

So again, I want to say thanks 
for handling the subject as you 
did. 


shout aloud 


Russe. L. PUTMAN, 
Putman Publishing Co., Chica- 
go. 
. 


Understands Sales’ Reaction 
to Non-Prospect Inquiries 

To the Editor: I am sure that I 
am not the only person who has 
been quite interested in your story 
entitled, “Advertisers Yell Uncle,” 
as well as your editorial column 
commenting on the reaction of a 
division of the Gas Appliance 
Manufacturers Assn. The mem- 
bers of the association have called 
attention to a condition in their 
field resulting from what they 
feel are too many “casual” in- 
quiries from their business papers. 

As you mentioned in your edi- 
torial, “any generalities in this area 
are dangerous,” but I would like 
to put my oar in by suggesting 
that the stimulation of inquiries 
among a magazine’s readers should 
merely serve to demonstrate the 


Te hE Ne pet) TAs SOE se el OER ee Ee dh ath ge eke Re | ie ss | Be ee ee of Se eee ae: ae ee ee. ae a 
Pitta eprhiee rage aah AE ae eek ae Eg roby: wane as ae Saas a. meee. a Sil 
Pee AGH A he 8 oy * “pet ; i ‘ a ‘ “* “ 3 : oo ae eS _—_: 
ale —_ _ 
siete 
ae 
~reh | 
Bai " Se a) 
F. er 
fy 
be a 5 ' 
asta } i 
oa 
il Tic ; 
2 ae | 
asa a 
“a a 
a 
att 
“hi . * . 
tue |e | 
ari 
rat 
eb 
al 
ahi 
rene 
aS 
i FE 
tel | 
wh | 
ee 
ge 
fz fe 
ed } 
Bas 
te : 
4 4% | 
q b 
= i 
at | 
ay 1} 
at 
jon he P 
vl. 
Pe 
va 
ihe Sik 
ze x= ae: a 
+4 
a r) 
es | 
ae I 
ag 
a \ 
FY 
Aca i 
ta { 
Y “ | 
a8 I 
tf . ' i 
"1 . * Ed 3 : j 
se es I 
we j 
7 | 
Ss 
’ { 
ee itr é 
fe : > oe 
op ! | 
e 
a v. — ‘ 
8] . ~? wa 
aa rf 
re nore = Boao. 7 eencetene 
it 
Es, Whet makes a newspaper great? 
aA 
et ee ee ¢ Spare sease- 
“ay * ee TESTA vs 
cay Y “a : * Gi x : = sores 
4 : ed se ieee Meek £8 dS bie : pg aire = re Wen : ee ae =o = > 3 = : 
ham was f * ° . pe Be, eae wre ed: f 
‘a a ee Sees So <q Tethone 
4 ae a SST coms 
“eit i ; 
ie . ae ae 
aoe ese & he f chips PR et TEE i j 
= * SaaS iy ioe, Nias ty ee ae 
ee: Bete haa 18 a ‘ vn Aa = Pa Sig Oh 2 ee aes ae ; 
Ae META, a oe ‘ _- ate ean PSs = Nee - £ ek 
mae rb 9 Sie Seg oe “eae | ee, ‘ - ee 
ee he : i hero = eg |) . ie 2 wy : - ink 
“dee 5 i 1 . ~ in a . ' ae ait us oe le ® . ~ “ mie = ‘ i ; 
ie fae aad 7 = Rite). a ~~ € 2. . 
ee a ‘& ——— 3 coe a a. i 
He ok ri 1, ey 4g 4 Sires = “, ¥ 
oe NEE : . ; a , . ?* s ae ‘ 
e “ae x. am 
ib armies: \3 LC _— ni oe Be P 
art {> ‘ / “4 , ca he: : “% e 4 
=i! nee. \ aa —s e e e 
40 tee) a = a de 
ay SN. “- Oe eae ‘See... a =, 
i a i y » As ae ee a eee 2 = ‘. ae Sars 
bi Eis A Bh > oS ie — — , A 4 
fl piatsst tes: mu eR oe Ss... te eg 
a ap " 4 ; ae . UM ae dy tag 
be? ae Ss 3 oe oD ASN ia Rese he i. 
sy ee , — ae.) ae ee ee ee 
% i Harps: : P 
ne ; nH ant! m* pots: a. 
e a MAS en a a 
ae . q 
a4 mes ee 7 a 7 
. = ; , odd _ 5 
oa rs . oh * ; 
‘Ae » ye PRIS ’ ~ a8. 
» og Revere ’ + A “e 
ee AA son < eh +) 
a4, > wn “ . al , 
< a —— : 4 
Bs ve — ia; 
es yar ee ae \ ' See 
A te) eel : if ‘ee 4 4 
x re weet : os a 
ay ine eae } { =. 
ue wi ae ee igh \ L , on 
'Z Proye d we om " = 2 ie 
“ eR 7 a | 
: “.. ie Ee - ie 
. ae A ——— ° ~ Ee ee : 
Rei pg ee a ae es: 
4. ie ae. wae : ‘ 
a eR A 4: aan B= ees J 
Be ee : m:,£ \ , a _s +a ee ee " - ear fe ' 
3 a : ona ee Oe Pee | : 2S 
<} om « Me ee 
ad 
a 
4 . 
cy 
ak 
hig 84 ; 
ke ee ti i is | hi te ee. = ie 4 


Advertising Age, April 16, 1956 


quality of that paper’s readership. | grossly over-elaborate; (3) omit-| 
I am inclined to believe that very| ted relevant data; 


(4) neglected 


few salesmen would object to fol- apparently-obvious pertinent de- 


lowing up inquiries that came 
from important men in worth 
while companies that could use 
the products that were advertised 
—even though such inquirers’ in- 
terest was casual. 

On the other hand, I can under- 
stand a salesman’s reaction to a 
sales lead that caused him to spend 
time tracking down a “casual” 
prospect who was really not a good 
prospect at all. 

IRWIN F. MEGARGEE, 

Vice-President, Package Engi- 

neering, Ocean City, N. J. 


oe 
Marketing Philosophy Needs 
Re-Appraisal, Reader Says 

To the Editor: The Gas Appli- 
ance Manufacturers plaint about 
“too many inquiries” (AA, March 
5) and your editorial of March 12 
probably have generated a few 
chuckles. What needs “re-apprais- 
ing,” probably, is their marketing 
philosophy, rather than just their 
inquiries. 

This opinion is based on my ex- 
perience as a prospect and as a 
trade magazine editor. 

In the former I have had the ap- 
parently-not-unique casual treat- 
ment by dealers who didn’t know 
product, didn’t know prices, and 
seemed not to give a damn that 
they didn’t know selling. 

In the latter I was frustrated, 
bewildered and annoyed by the ir- 
rational procedures that pass for 
“publicity” and “public relations.” 
These included releases that (1) 
had no conceivable interest to 
readers of my book; (2) were 


— 


GREATER LOS ANGELES 


REACHED AND SOLD BY THESE COP reEY “HOMETOWN” NEWSPAPERS 


Alhambra Post - Advocate 
Burbank Daily - Review 
Culver City Star - 

Glendale News - 


has... 1020 Retail Food Outlets with an annual (1955) volume of $204,216,000 
GREATER THAN ANY CITY IN THE 11 WESTERN STATES = 
with the exception of Los Angeles city itself 


GOP iad ateieanins 


tails. 

For example, my blood pressure 
continually started popping at re- 
ply envelopes “postage paid in 
U.S.A.” and I found it difficult to 
believe that readers in Canada 
would not prefer a point of refer- 
ence on this side of the border. 

At the moment, my sympathy 
at the gas boys’ woe is smogged 
out by my chortles at the ironic 
overtones of their plight. 

CAMPBELL SABISTON, 

Sabiston Associates, Toronto. 

2 * * 
Corrections Made in Census 
Data for Madison, Wis. 

To the Editor: Your excellent | 
summary of census data which 
appeared in the Feb. 20 issue con- 
tained an error insofar as Madison 
was concerned. The error was not 
yours but rather that of the 1954 
Census of Business. 

We called them on an apparent | 
discrepancy on drug store sales 
which they acknowledged. They 
have recently published an er- 
ratum sheet No. 1, which your sta- 
tistical department should have. 

Among other changes which this | 
correction sheet shows are these: 
(1) that 1954 total retail sales 


should be $221,720,000 instead of | 


$217,702,000 which your summary 
showed; (2) this would then make 
the per cent gain 28%; (3) the 
1954 drug figure which you show 
as $5,047,000 should be $9,047,000; 
(4) this would then change the per 
cent gain from a —22% 
+39%. 


In the interest of accuracy, we 


to a} 


83 


would appreciate it very much if, Quality,” describing our little ad-, Jan. 1, our distillery has been 
you would run a correction story vertising campaign. Needless to, compelled to institute a modest ra- 
in one of your forthcoming issues. | Say, we appreciated the kind things | tioning program. (Sales increase 
WILLIAM SCRIVNER, he had to say but, very frankly,)in 54, 21%; in '55, 85%.) 
Advertising Manager, Madison lat that time we took the prophesy | We attribute this success, in a 
Newspapers Inc., Madison, Wis. with which he concluded as that of} Jarge part, to the advertising cre- 
* © - |an enthusiastic Yankee who hadn’t/| ated by our agency, the Gardner 
Gets on List of Lessors had the opportunity to count the| Advertising Co., St. Louis. 
for C. M.'s Crystal Ball number of barrels in our ware-| What are the Creative Man's 
To the Editor: This letter may | houses: [terms for leasing that crystal [im 
be a little out of order, but we feel| “Jack Daniel, we understand, ball? Please put us as high on the 
it only right that we should let | went far without advertising. With | list of lessors as possibie. ‘ 
| The Creative Man know that he | advertising like this its sales} Artuur S. HANCOCK, 
has a better crystal ball than we. should soon outstrip its productive} Director of Advertising, Jack 
I am attaching copy of his Nov. capacity.” | Daniel Distillery, Lynchburg, 
15, 1954, article entitled “Human Sir, we stand corrected. As of; Tenn. 


| 
| 
| wey : one of the 
ay FIRST 100 
«Aa 

iy = MARKETS 


mi 
ian OVER 1% MILLION PEOPLE 
i 
Seg, WITH 
GRR, 57% ON ILLINOIS SIDE 


Represented By 
ALLEN-KLAPP CO. 


| 


Venice Evening - Vanguard 
Redondo Daily - Breeze | 
San Pedro News - Pilot : 
Monrovia News - Post 3 


News 
Press 


15 “Hometown” Newspapers Covering the “Hometown” Markets 
of Greater Los Angeles — Northern Illinois — Springfield, Illinois 
— and San Diego, California... all the Local News plus the 
COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST- HOLLIDAY CO., INC. 
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Versatile Adman - « «Lionel Wiggam 


“Modeling is the luckiest)jas I did script writing in Holly- 
thing that ever happened to wood, and J still have time to take 
me,” says Lionel Wiggam, a off and write.” 
poet and playwright who para-| In fact so flexible is his sched- 
doxically is also top money/ule that last summer he modeled 
maker in the male modeling | one day a week, wrote the other 
business. | six days. The result: His first 

“Three years ago I was a real| Broadway play, “The Prime of 
starving-in-the-garret writer,| Life,” which is slated for a Broad- 
looking for a clerk’s job to pay| way opening Oct. 17. 
the rent, when a friend suggest- The Wiggam writing career be- 
ed I try for a model’s job at|gan back in Indiana when at the 
the Hartford Agency. Now I’m 
making almost as much money 


Atlantic Monthly, Harper’s, Liter- 
ary Digest, the Nation, Poetry, 
Saturday Review, World Tomor- 
row, and Yale Review. When he 


|“Landscape with Figures,” was 
|published by Viking Press. 

His playwriting days began at 
Princeton University, where he 
wrote, directed and acted in his 
own plays at the Theater Intime, 
undergraduate workshop. His work 
drew the attention of a _ talent 
scout, and in 1943 he walked off 
with a diploma in one hand and 
a contract with Warner Bros. in 
the other. 

For five years he stayed in 
Hollywood, writing first for War- 


age of 13, he sold a story about a} 
burlesque queen to Breezy Stories. | 


= By 17, he was writing poetry for | 


was 20, his volume of lyric poems, | 


‘tramatic new Loden coat from Bavaria! 
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a 


ner Bros. and then for Walter 
Wanger at Universal. 

Pocketing his film-gotten gains, 
he was off to Europe where he 
spent two years writing—and sell- 
ing intermittently—at San Rafael | 


when a friend suggested he try | 
modeling. “I’ve been rushed to 
death ever since,” he says. 


® The roster of his bookings reads | 
like a listing of the nation’s top| 
advertisers, and The New Yorker 
reports he established a record re- 
cently when he appeared ten times | 
in one issue. His accounts include | 
Philip Morris and Pepsi Cola) 
(“Maybe that’s why they said 
those ads looked alike. I pose for | 
both accounts.”), Pepsodent, Acri- | 
lon, RCA Victor, Woman’s Day,| 
Capital Airlines, Talon, and Mu- 
tual of Omaha. And, of course, 
Wallach’s and Hart, Schaffner & 


ete 
...“There was no top male 
model”... 


.. “Ads were beginning to play 
up men” 


|Marx, “the biggest male account.” 
| “At first I felt pretty sheepish 
|about modeling,” Lionel admits. 


“But it was so refreshing to make 


Wieboldt Names Myrtle Greenmotion manager, is “June Mar- 

Myrtle Green has been appoint-lowe,” the Wieboldt radio and tv 
ed advertising manager of Wie-personality. The Wieboldt “Your 
boldt Stores Inc., Chicago, effec- Neighbor” radio program ended 
tive April 16, succeeding Mrs.its long series last week because 
Marion Hilker, who has resigned.of a change in company promo- 
Miss Green, also Wieboldt’s pro-tional policies. 


1 a 2 aa 
_cunrnat. a AREA MARKET 


© 833 ft. tower eMax. power,100 kw. 
@ Channal 6, VHF e@ Full Time 


OWNED ata OPERATED BY BELL PUBLISHING CO 


Ground Rules for 
Comparative Price 
Ads Issued by NBBB 


New York, April 10—To aid na- 
tional advertisers, whom it is ask- 
ing to join its campaign against 


National Better Business Bureau 
has issued, in its current news 
bulletin, some guideposts on pric- 
ing practices. 


tive prices now constitute the No. | 
1 threat to “public confidence in 
advertising.” This, it declares, is 
not merely a retail problem, since 
some national advertisers have 
acted to abet retailers’ use of the 
practice (AA, March 12). 

“National Better Business Bu- 
reau urges all national advertisers 
and distributors to join in the war 
on this pernicious exploitation of 
public confidence in advertising. 
National companies are asked not 
to use inflated list prices or to 
pre-ticket their merchandise with 
prices which will serve as a basis 
for fictitious comparative price 
claims at the retail level,” NBBB 
declared. 


@ The bureau suggests four spe- 
cific recommendations on _ the 
proper use of comparative prices: 

1. “Former price” and “former- 
ly” are used to describe permanent 
mark-downs and mean the last 
previous price at which the arti- 
cle was regularly sold. “Original 
price” or “originally” can also be 
|used to describe permanent mark- 
|downs and mean the first price in 


== LEVY'S 


ats daneasdaeneenie 


false comparative price ad claims, | 


| that price. 
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write.” 


“I can earn more in a day of modeling than a magazine will pay me for a story it takes fiwe weeks to 


money, I soon changed my point;just as long as I can. Then I 


five weeks to write.” 


|of view. I can earn more in one hope to go back to full-time 
\day of modeling than a magazine | playwriting,” 
will pay me for a story it takes| 
| writing ads? “Yes, as a matter 


he says. 
Is he ever tempted to try 


His rate is $35 an hour, or $175 of fact, I think I’d have a cer- 
and Nice, on the Riviera. Then it | ‘for an all-day booking. And now tain flair for it too. And if the 


averages an 18-hour, $600 week. 


was back to Manhattan. He was | that he is firmly established, his| play flops, I might very well 
down to his last threadworn suit, | schedule is arranged so that he|try it.” 


“I plan to hang onto modeling | Photos by Schonbrunn-lves, New York. 


“What does it take to be a good model? First and foremost a good 
photographer.” 


|price should not be used unless 
‘the last previous price is used 


also. 
2. “Regular price” and “regu- 
larly” are used to describe tem- 


porary reductions and mean the) 
price before the temporary sale | 


and the price to which the goods 
will revert after the sale. It is 
dishonest to compare with a regu- 
lar price if there is no intention 
of returning the merchandise to 
and 


3. “Usual,” “usual price” 


The bureau says false compara- | “usual grade” are used to express 


a comparative price on a special 
purchase. These terms should not 
be used to describe markdowns. 
4. “Value” or “worth” is deter- 
mined by the current buying 
power of the dollar and should 
not be confused with any previous 


price quotations. According to rul- 
ings of the Federal Trade Com- 
mission, the “value” of an article 
is no more than the price for 
which the article is customarily 
sold by the advertiser in the usual 
course of business. It is not a fic- 
titious figure in excess of the price 
for which an article is regularly 
sold or can be obtained in the 
usual course of business. 


Ronson Lighter Campaign 

Ronson Corp., Newark, is featur- 
ing its new Windlite lighter na- 
tionally with full-page ads in Life, 
June 4; Look, Mayl1; Field & 
Stream and Outdoor Life in May 
and Sports Afield in June. The ad 
shows the Windlite staying lit in a 
speeding sportscar. Norman, Craig 
& Kummel is Ronson’s agency. 


Vou Seo What's Happening At A Glance! 


%&e BOARDMASTER Visual Control 
Saves You Time, Money. 

% Gives Graphic Picture of Your 
Operations. Stops mixups. 

¥%& Simple to Operate. Write on 
Cards, Snaps in Grooves. 

%& Ideal for Sales, Production, 
Inventory, Scheduling, Etc. 

%& Made of Metal. Compact and 
attractive. Over 60,000 in Use. 


Full price 49° with cards 


24-page Hlustrated 
FREE 


BOOKLET No. V-200 
Write or Call Wisconsin 17-8444 


Without Obligation 


{the current season. The original 


st ” 
; as 
ee 
a4 a . . . ay 
5 ae 
pal ee F 
Ss 
Pile HA NEAREENOTURLOOEUENEDEVONUENEDRERNOETO/LFFEFTTCLIGANLELCUUEDDEDUREEEDEDEGREOEOEET ENT TT UEREREDEOTEDEDTNRENIDOEUHVOGLIVURTEOEIOUEOEID IO /Y}O>EOENEEUENELNETORONURELEDEDONONDNOEYOTDNORHEERENEDETY EET? OTT TTeOTEOEPTORSDRTEDELDYDEDEGSI +N tT AAENOOREDESEROOREDSORISOUOGODOOSEDSODIDOSGDRRRD SNES NVENNONESENERUD/1 01600 C¥ENEN0« 1 1410 + PEOBORDONNDELENUSUBNENOSHRKOG1{1)/  UENNOBEUDOPFTN TEDDY /UPND#TGORARAREGENOTIOONARELETEOROENENOC: OLeDEOEAAQHENDEDEALID¢( 0 (OUNTEVENERGUAOEDEDEVUN( «GU s4OGnVORDENG/ (4REORANUNORRQUOEDEGERTOOENENOEROEOOOUOEEOGREONT RaO# EOD eA HU HOENDNLUOEOvEGEONEOCI Si ui a4enenNRapoNERoROORNGR® ‘ 
he 
Bue s- < a. ee Pr ae gee Pa 4 of = 
ie ee 7.-¥ glial a > 
oe a. peat ' * 3 ' ' = ee mae Sob a eae a 7 
YS.a ‘ ce ae oa , i a eee oes ye : 
De er eS ; ‘ “Pe = ' 
(Aare : a a ia : } : 72 r a 2 ¥ : I 
oe na ~~ a , A —~ 7 3 2. @ ee : ‘ 
ce 2 | . > . roy _ 
a rk. : ae eg 4 ~ es 4 i , a. . 
az =e ED 7 SF Xe ‘ie " * iv a : 
Fann 3 ae . * % arf - -* Pitiin wk re >f a. 
x a 5. ee i a eae * i * Bie 
Be «he ea ‘ a ‘ " hw ae ee ‘ a 
Se Ms ds Fd .* Co ae . 
ot ‘ev. fat _ j , = ade “ “ —— ne » 
Pigs ae 
* . | 
a ‘ as teats Frm oe. - + 
ge. The hrury of gracious ving is reflected on the Monarch ' 
ed fay a eae ‘ : : 
Bs: Om eo eS enn: ae eee ~ = 
=a | gar tomedch ines alate a City Cette ete ane a Ca i 
=p Bae — poe hangs aie Spmiie te kg eee ong a ; 
a ' en te 8 q ‘walachs iehmeometies won An Fae ten aivwcman bat cating woe tr itaainen aden” Ses ee ite eee 5 
m4. Fd mig aney nt <3 anes o4 « gomien -sneninn eee tee ES 
sy . aay ri) it fs a — ond > ne een ed ‘ 
vay” ; 3 bee? ‘* y —_—ao ao eee a fy OAC > 5 
eo See t ee oy . 
Be. P ara Bees Pe : | 
i ’ et i | 
ES. ics, ace ome I a 
: i bay a "5 ae Fe odett 
ore PE egies ce “4 wae | 
< rE oe = | 
iS st TS . : | 
at A < | Ree’ = 
ts a eit oe ' : | 
a e BAA Ga 2 Z | 
Bi i aaa _— 
ae : | 
™: : ; ; i @ 
as = ...“I arrived at the right mo- i 
a Ps i ment”... i | | 
i 3 3 
es > Sa ag ust : 
PAs. | 3 . : 
ang’ [se a ON ee Me A Pee Be er amen a : ‘ 
Wiad : i 92 eae ce ‘ae: 3 re ce Bae t ae : ae OR ee ae : 
oat : § Beye tS ie 4  . ) ree ee i ' 
7. aie H PF i: SRT i : aa | 3 a ies ieee fc ‘ = , = oe ‘ wey ee Me ee : i 
aa ie Pa a eileen er ~oe ae 3 : ; 
‘hoes i ° Bae at eee = | : pe ee es : a — a Bias : | 
ey ; | i oe > a ht. a — oe a a ne B ? P ‘ . Pe 4 5 j 
ee 3 2 ; SAS: ov genghg RS 4 Cie ae: Dok : a z | 
‘chs : ie NN i ee a a a te : ‘ : : | 
et : gh eral 4 i | “ey > oa ae pe - : : | 
me 3 5 Sheet Bs come bt “a ay! A a ea air : | | 
“a ig Se Oe. oe = wie o& 
ae a FA Bier =! ; ., iy ; TS <a : 
ae a aes | oe eee 7S) “ oe ee = 4 & ; cay Pa as A ee = ' 
be a fay eX ee itl” ‘— : ‘ eee a : 
Kee q “ee ~ age if 4 gale one 3 f 
se Vie te eet 2 pay | Po eines nee! : if 
~ eh Oe 7. ts Py ‘i ae | A a Rena + : ' 
. ii ere y i ae Bee eer, { ; E | 
ioe H eid Mager’ ’ , te ements, © 9 erage ; ae 5 | 
— } oot ey a 3 ae ; Bi ae eres We 44 ie 5 , 
MLS ee le a ee . 1 Se ofa Fae” 5 aes 5 
ae 7 ; ‘ s e- ; ~ - s 
: : SI , - | 
Pwat : 
* | Po Po 
aN = 
3 on . AAADONEYTASUETONERELEDEY DORON OUOLDEL ENA: «4/4/1644 /02ECNNETVLAUGIDLUROUDUDNENE OT LDOGHRONTOULSOLEENETOFRETEOEROGSEDURBEEOETE POOEDEOEROROOOODN IO‘ (s4¢4800QNOONGROGLEFHDNT«VtTVELEEREDEOAED OS tOORIDSURORORONDONOGEDORLSAC@BOOLGs}N «0010008: 00 rsapupentonsastns sistitsiirnesssusseaniny cos iiics MeNRRREIBENE sienna eae angina leaamaeammes camara tamammmuainaaannsmmmnnnmannE, 
er, 
S 
ae 
ey 
a 
sie 
re acaba pel oT oo 
— i - | 
ai pO 
re | 
a) 
a | 
=i . 
an ; 
met i ae 
: 
‘t | 
eee _ a 
a ‘ 
ae: 
as 4 
f oc 
am: 
S EEE FS PREPARE CS Ts PSS EE ee eT ee 
a 
a 
‘ i, ~~ e p I 
apf me : 
: - i ay eT 
s 3 _ er” = z 
4 t '2 oe ene rt 
yi —— meets “sel 
ee 7 ee ott 
ae . , ony —trtt tt esd 
‘Ss » : eo * aaas sn9e 2809 
a aa SEE Caitony EN SER ot 1 . ERE ta 
sane’ Saal Mt. Werth ESM met ; “> SOS Ua ae 
ee etal Ata OO { ii | % . @aeaneee + 
<i Seo “ Sk ‘ ’ ; an DV gg > se PO ES 2 cs t 
seis See eae 7 encase eek 
eds Bean oo = \ / ais 2. hg RT nn 
ey kos See > houston . / See Fes sent g Rage 
4ae Se PAS Son Antonio ® Sony ao a a Oo, . 
“Set Eee Qa SS a a e272, 885—~290r, 
aes hea: Resse Rea, = ‘Se Z fe “Su a Ress —, 
¥ . oN me aa =. 4. 
BA ~ a . = . SER 
Se Ges os) Representatives: 
hia met I: ae PER ae pe bet ne Site . Be 
ey tg, wie gS ene. alin oF, NATIONAL: Geo P. Holl : 
‘eer HPSS ts Bite ea OAR Sod See . . . mes 
i A aN A Ge Ae, OY gia ae eude Males Can aia GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 
| —— 
ie 
4 
ess 
ese 2 on: he ie clears + A —— ; 7 ee 2g ™ tite —_ a} 
im ' 


~ seer eee 


| 


Advertising Age, April 16, 1956 


‘Law's Delays’ Keep Batch of Ad Business 


Lawsuits Simmering Away on Back Burner 


New York, April 11—Here’s a| Pellex Inc. vs. Elizabeth Arden 
rundown on some lawsuits report- Sales Corp.: 

ed in the columns of ADVERTISING) Pellex, maker of a depilatory of 

AGE and still outstanding or newly | the same name, filed a $1,000,000 

settled: |suit against Arden last April 14. 

| The complaint charged Arden store 

naan - Castle vs. American | demonstrators had defamed Pellex 


Mr. Castle sued American in 
1951 for $1,500,000, claiming he| 
suggested the slogan, “Be Happy— | 
Go Lucky” (AA, Feb. 20). Trial | 
took place two months ago, and| 
final briefs were submitted to su- 
preme court Justice Irving Levey 
March 5. He has not yet handed} 
down his decision. 


Coty Inc. vs. Revlon Products 
Corp., William H. Weintraub & 
Co., Columbia Broadcasting Sys- 
tem: 

Calling it “the first case of its 
kind,” Coty filed federal suit in 
April, 1955 (AA, April 11, °55) 
charging the defendants with mis- 
appropriation of advertising mate- 
rial, false representation and copy- 
right infringement of Coty 24, the 
company’s new lipstick. Revlon 
has filed a $500,000 countersuit 
(Coty seeks only an injunction). 
Pre-trial examinations are cur- 
rently in progress and are moving 
along at a slow pace. A few Revlon 
executives have been examined, 
but as yet no Coty people. 


Hazel Bishop Inc. vs. Gillette 
Co.: 


Bishop sued for $3,000,000 dam- 
ages in August, 1954 (AA, Aug. 23, | 
54), charging Gillette with false! 
representation in order to acquire | 
Hazel Bishop trade secrets. Bishop | 
said Gillette negotiated to buy 
Bishop, but “not in good faith,” 
and subsequently marketed Viv) 
lipstick. The suit was settled out of | 
court “amicably” about a month} 
ago—so amicably, in fact, that) 
Hazel Bishop last week started co- | 
sponsorship of the “Arthur Murray 
Party,” teamed up with the Toni) 
Co., a Gillette division. 


by telling customers it was a poor 
product made by a “fly-by-night 
company.” 

The suit was recently settled via 
court stipulation under which ac- 
tion is discontinued “with preju- 


| dice,” meaning that Pellex cannot 
| bring the same charges again. The 


stipulation is the result of out-of- 
court agreement between the two 
parties, who are enjoined from re- 
vealing any further details of the 
settlement. 


Mary Jane Russell and Edward 
T. Russell vs. Springs Cotton Mills, 
Marboro Book Shops, Friend-Reiss 
Advertising, C. L. Miller Co., 
Ladies’ Home Journal, Look and 
Promenade: 

Mrs. Russell, a fashion model, 
charges Springs Mills libeled her 
by altering a photograph originally 
used by Marboro in a book ad, 
which shows Mrs. Russell in a bed 
with a male model. Both are read- 
ing books. She complains the pic- 
ture, as used in the Springmaid ad, 
suggests obscenity. 

A motion to dismiss the com- 
plaint on the ground that it is 
poorly prepared has been under 
consideration for the past eight 
weeks. 


State of New Jersey vs. Sperry 
& Hutchinson: 

New Jersey claims title to the 
value of cash discount stamps is- 
sued and unredeemed within the 
state over the past 14 years on 
basis of escheat laws. A suit tried 
in state superior court in February, 
under a five-year statute, was dis- 
missed (AA, Feb. 6). Another suit, 
under a 14-year statute, will be 
tried at Trenton in June. 

Sue-Brett Inc. vs. Cluett, Pea- 


body & Co. and Young & Rubicam: 
A confidential settlement reached 


out of court brought to a discreet | 
end this $250,000 damage suit filed 


last fall. The dispute was over a 
Sanforized ad which pictured an 


irate college girl trying to get into © 


a dress that had shrunk several 
sizes. This, the dress manufacturer 
alleged, was a “false and defam- 


atory” photograph of a Sue Brett 


dress. 


Mutation Mink Breeders Assn. 


vs. Princeton Knitting Mills: 
The “pre-trial” examination pro- 
cedure is still under way in the 


suit, filed Jan. 9 by Mutation Mink 


to enjoin Princeton from using the 
word “mutation” in the advertis- 
ing and sale of an imitation mink 
fabric called “Princeton’s Muta- 
tion.” It is charged that the de- 
fendant’s use of “mutation” is de- 
ceptive and misleading and lessens 
demand for and sale of genuine 
mutation mink. 


Sidney, Girard and Grosvenor 
Anschell vs. Maxwell Sackheim 
and his agency and David Margu- 
lies and the Around the World 
Shoppers Club: 
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ea CBS-Columbia’s New 
-, Promotion Has Sweet 


~ Smell for Mesdames 


| New York, April 10—CBS-Co- 
}|lumbia thinks the combination of 
"ia determined wife and a slug of 

seductive perfume will prove ir- 
'|resistible to the man of the house. 


os 


ees 


s| 
3, 


motorized 


SWANKY—-A turntable 

keeps Swank jewelry going 

around. The unit was built by Vue- 
More Corp., New York. 


David Hoff Names Two 

David Hoff Advertising Agency, 
Boston, has appointed Dorothy L. 
Parker, formerly with the Yankee 
Network and WCBS-TV, New 
York, director of publicity and 
public relations and Walter Brown 


The tv set manufacturer will put 


H\this sly bit of strategy to work 
sithis week as part of a special 


premium promotion. To mobilize 
the wives of America for the sales 
drive, CBS has called on ace sales- 
man Arthur Godfrey. 

On his Wednesday night tele- 
cast, Mr. Godfrey will invite his 
millions of female fans to visit 
their CBS-Columbia dealers to 
pick up free samples of Sortilege 
perfume. (Mr. G. reportedly has 
an interest in Sortilege.) 

When the lady comes in to get 
her Sortilege, the dealer will show 
off his 1956 CBS tv sets. CBS-Co- 
lumbia is hoping she will be suf- 
ficiently impressed to go home and 
sell her husband on buying a new 


art director. tv set. 


The plaintiffs seek $1,950,000, 
charging the agency man with ob- 


taining “confidential and secret” | 


information and then competing 
with the client. Pre-trial exam- 
inations are now being completed, 
with trial probably starting next 
fall. 


Rothmoor Names Agency, A.M. 

Rothmoor Corp., Chicago, man- 
ufacturer of women’s suits and 
coats, has appointed Stubbs & 
Montgomery, Chicago, to handle 
its advertising. Plans call for in- 
creased schedules in national mag- 
azines and trade _ publications. 
Duggan-Phelps Advertising for- 
merly had the account. Rothmoor 
also has named Gertrude Kushner | 
its advertising manager. Mrs. 
Kushner, who joined the company | 


FORT WAYNE FOOD STORES 
BOOST NEWSPAPER AD BUDGETS 


FIRST 3 MONTHS OF 1956 SHOW. 
News-Sentinel UP . . . 49,580 lines 
Journal-Gazette UP... 58,494 lines 


More than ever before Fort Wayne's retail 

ers are depending on the pulling power of 

HEIR NEWSPAPERS to sell the rich Golden 
Zone Market. Why don’t you? 


FORT WAYNE NEWSPAPERS, INC., Agent 
The News-Sentinel * THE JOURNAL-GAZETTE 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


FORT WAYNE 


in 1954, most recently has been a 
member of the sales promotion de- 
partment. 
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Advertisi poe 
_ Media Promotion Hit of the 


ng Age's MARKET DATA ISSUE 


media-market 


(1955 issue record) 
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THE 
LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


This month we celebrate one of 
the most pleasant promotions ever 
cooked up by the fertile-minded pro- 
motion man — Honey for Breakfast 
Week—and we want to say we are 


heartily in favor of the idea and wish 
we could do it more often. So, we 
suspect, do those unfortunates who, 
for one reason or another, seem fated 
to a steady diet of cold tongue and 
hot temper instead. 


x*wrk 


One of the most popular condiments 
ever confected by the hand of man is 
good old mustard, present at every 
picnic and hot-dawg eatin’ since Cro- 
Magnon Man found use for those yel- 
low weeds out in the pasture. But the 
thing that makes one prepared mus- 
tard different from another is the 
way it is spiced, and this can and 
does make the difference between a 
front-runner in sales and one left at 
the starting gate. A Burgoyne client 


recently put together a new mustard | 
that to him seemed full of zip and | 


possibilities. He commissioned Bur- 
goyne to run panel tests in Cedar 
Rapids, Indianapolis and Cincinnati. 
The growth of the product, while 
unspectacular, has been steady and 
profitable. 


xxr 


If there are any womenfolk around 
your home, you know all too well 
that there’s a lot of conversation 
about what was in the Victorian era 
called “woman’s crowning glory.” 
From pageboy’s to idiot boy’s hair- 
do’s, all seem to require a lot of at- 
tention. One leading manufacturer 
of shampoos, interested in finding out 
whether he had his proper share of 
the market, employed Burgoyne and 
his busy fact-finders to run panel 
tests in Toledo, Tacoma and Phoenix 
to find out how he stood in matters of 
sales, inventories and purchases, and 
to check on promotional activity in 
the field. Burgoyne’s monthly audits 
gave him the information he needed, 
and showed him that he was not only 
holding his own in a crowded field, 
but doing even better. 


~** 


The Burgoyne Bunch would like 
to work for you, too. A letter, wire 
or phone call will bring us runnin’. 


Earnings of Advertisers 


Sales 

Company 1955 
Admiral Corp. 
American Tobacco Co. . 
Borg-Warner Corp. 552,192,430 
Chrysler Corp. 3,466,222,350 
Commercial Solvents Corp. 56,623,754 
Dayton Power & Light Co. 68,176,000 
Electric Auto-Lite Co. 296,007,212 
Electronics Corp. 

of America 
Goodyear Tire & 

8 are 1,372,176,139 
Hunt Foods 85,558,310 
International Paper Co. 796,421,637 
International Textbook Co. 14,499,142 
Interstate Bakeries Corp. 99,730,326 
Jewel Tea Co. 301,536,285 
Marshall Field & Co... 201,257,360 
Minnesota Mining & 

Mfg. Co. 
National Container Corp. 


11,302,456 


. «es» 1,220,085,325 
Standard Oil Co. 
(Indiana) 
Temco Aircraft Co. ... 
Westinghouse Electric 
Corp. 
White Motor Co. 
Zenith Radio Corp. .... 
“Preliminary report. 


1,813,954,015 
78,224,390 


*152,905,005 


taxes for prior years. 


“Figures not reported. 


5,590,210 


1,090,094,050 
66,737,169 
681,171,043 
13,304,729 
94,20°,529 
272,107,114 
£206, 308,873 


230,890,482 
75,601,294 
520,300,324 
1,107,156,633 


1,676,538,847 
59,209,420 
1,636,184,253 


145,458,264 
138,608,360 


1955 Fiscal Year 


Earnings 
Earnings per 


1954 1955 1954 1955 1954 | 

TTT TTT $ °202,361,797 $ 219,565,089 $«°2,426,866 $ 6,547,974 $ 1,03 $ 2.77 
. 1,090,844,818 1,068,579,299 
© 380,317,341 
2,071,597,960 
51,608,349 
61,427,000 
197,048,855 


51,661,990 
41,075,784 
100,063,330 
43,451,813 
9,580,000 
10,102,060 


43,051,087 
°24,460,075 
18,516,770 
2,668, 342 
8,439,000 
714,184 
446,840 162,106 
59,665,245 
2,403,175 
83,105,016 
780,822 
3,429,855 
4,736,309 
7,414,392 


48,055,196 
1,601,394 
73,489,746 
655,982 
3,188,418 
4,113,498 
16,533,777 


34,699,370 
8,397,816 
7,236,548 

46,139,608 


24,624,225 
3,527,769 
6,519,436 

43,616,938 


157,117,828 
3,103,070 


117,156,768 
2,937,249 


42,802,747 
6,061,180 
8,034,491 


79,921,732 
4,888,644 
5,676,264 


‘After non-recurring special charges of $1,650,000 covering price redetermination and additional 


*Does not include Byron Jackson Co. sales of $31,890,695 or its net earnings of $1,641,087. 
“Includes net income of $312,949 or 12¢ a share from settlement of a lawsuit. 


41954 figures cover 13 months because of changeover in fiscal year. 


Borg-Warner Plans to Acquire 
York in Proposed Merger 
Borg-Warner Corp., Chicago, and 
York Corp., York, Pa., have an- 
nounced they are planning a mer- 
ger whereby Borg-Warner will ac- 
quire York’s shareholder assets and 
assume its liabilities. Under the 
proposed merger, York sharehold- 
ers would receive one-half share of 
Borg-Warner common, plus $2 in 
cash for each share of York com- 
mon. Both boards of directors have 
approved the plan. York stock- 


holders will vote on the proposal, 
which is also subject to clearance 
with federal authorities, at a 
special meeting in June. Action by 
Borg-Warner shareholders is not 
required. 

Borg-Warner’s line of products 
includes automotive components, 
refrigerators, washing machines, 
oil burners, aircraft accessories, 
oil field equipment and farm 
implement parts. York makes air- 
conditioning and _ refrigeration 
equipment. 


Mo Dealer Says NOL" 


ted THE NEW BROWN & WILLIAMSON | 


PRODUCED BY 


ie i! 


sa] 
c.oseo WEDNESDAY aFTERNOO 


lots of good point-of-sale material gets the cold 
shoulder from dealers because there simply isn’t room for every 
sign and display that comes along. Brown and Williamson licked 
this problem handily with their new Meyercord-produced Decal 
Window Sign that cleverly adds a valuable utility feature to a 
colorful and effective advertising message. Their new Kool 
Cigarette “store hours” Decal Sign . 
meet any variables of store hours or days closed . 
a wide and welcome reception from retailers everywhere. Kools 
naturally chose Meyercord to make their Decal Signs. If your 
firm uses sales building point-of-purchase material, be sure to 
get the full facts about Meyercord “idea” Decal Signs. Write us. 


MEYERCORD ADvisor Manual— FREE 
This full color brochure is packed with invaluable ideas for 
making your point-of-sale program more resultful. Your copy 


Let’s face it... 


> he Sains eee 


is FREE . 


THE MEYERCORD co. 
Wolds Lirgest Decaleomania Manufacturers 


oy sage oe eed 


. please ask for it on your comp 


it combines genuine 
utility with 
powerful point- 
of-sale advertising 
reminder valve . . . 


. which is designed to 
. is finding 


y letterh 


SLEEK LOOK—Glenmore Distilleries 

is introducing a new pint flask 

(left) for its Old Kentucky Tavern 

bonded bourbon. The new bottle, 

with a gold-colored jigger cap, was 

designed by Donald Deskey Asso- 
ciates, New York. 


New Pharmaceutical 
Market Data Index 
Offered by Nielsen 


Cuicaco, April 10—A new mar- 
keting research service for the 
pharmaceutical industry, the Niel- 
sen Pharmaceutical Index, has 
been announced by the A. C. Niel- 
sen Co. 

The new service will provide re- 
ports of consumer sales, retail in- 
ventories, percentage of stores 
handling and those out-of-stock, 
and other data useful in making 
marketing decisions, according to 
Nielsen. 

The pharmaceutical index will 
be a sister service to the Nielsen 
Food-Drug Index, which has been 


drug index 


jconsumer advertising; 
| pharmaceutical 
|drugs usually sold only by pre- 
| scription and recommendation and 
| promoted through the medical pro- 
fession. 

Arthur C. Nielsen, president of 
| the company, said that the growth 
in number and complexity of new 
pharmaceutical products has led to 


covers proprietary | 
medical products sold to the gen-| 
eral public and promoted through | 
the new| 
index will cover} 


Advertising Age, April 16, 1954 


| Alfred Auerbach Adds Three 
Alfred Auerbach Associates} 
| New York, has been appointed to 
handle advertising and public re- 
| lations for B. G. Mesberg National 
|Sales, New York, distributor of 
furniture and accessories designed 
by Paul McCobb. The agency will 
|also service Directional Show- 
| rooms Inc., New York, and affili- 
lated showrooms throughout the 
country presenting Paul McCobb 
designs. Laverne Inc., New York, 
designer and producer of textiles, 
wallpapers and furniture, has also 
named Auerbach to handle its ad- 
vertising. All three new accounts 
formerly placed their advertising 
direct. 


‘Progressive Farmer’ Appoints 
The Progressive Farmer, Birm- 


manager. Mr. Cunningham joined 
the sales staff of the publication 
in 1948, and until moving to 
Birmingham last year worked in 
the Farmer’s Chicago office. 


GIVE THEM 


in operation since 1933. The food-| 


| 
} 


| 


a demand for sound marketing | 
| facts, thus giving rise to the new | 


| service. 


Kogos to Launch ‘Women’s 

Apparel’; Buys ‘El Indicador’ 
Frederick Kogos Publishing Co., 

New York, which has been pub- 


the male industry 23 years, will 
now publish Women’s Apparel 
Manufacturer, aimed toward man- 
ufacturers of women’s, girls’ and 
infants’ wear. Women’s Apparel 
Manufacturer will be published 
quarterly—in January, April, July 
and October. Initial circulation will 
be on a 10,000 controlled basis 
with subscriptions set at $6 an- 
nually. 

Kogos also has purchased El In- 
dicador Mercantil, 42-year old pub- 
lication serving the textile-apparel 
industries in Latin America, and 
will integrate the publication in 
its Latin American division. El 
Indicador Mercantil will be con- 
tinued in Spanish as a quarterly 
to appear in February, May, Aug- 
ust and November, and will be dis- 
tributed on a controlled basis of 
10,000 copies to Central and South 
America and other areas where 
Spanish and Portuguese are 
spoken. 


Franke to ‘Practical Builder’ 

R. Lenn Franke Jr. has joined 
the sales staff of Practical Build- 
er, Chicago. Formerly with the 
Oil Daily, Mr. Franke assumes 
responsibility for accounts for- 
merly served by Marsh T. Trim- 


lishing Apparel Manufacturer for| 


Y 


| ACTION BALLOONS 


Balloons that Fly, Zoom, Roar, 
Whirl. Balloons that demand — 
and get — full customer atten- 
tion. Balloons that are WANTED 
by every kid in the land! 


k’s colorful Action Balloons 
are tops as premiums or give- 
aways. Space for your name or 
ad. Write today for details and 


prices. 


‘The OAK RuBBERCO 


ble, who has been named manager 


of Building Supply News. 


220 Sycamore . Ravenna, Ohio 


ingham, has appointed Emory O.§@ 
Cunningham assistant advertising§ 
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McMahon M. Smith 


NBP DOINGS—A Silver Scroll of Service is presented to outgoing NBP Board Chairman 
Rufus Choate, president, Scott-Choate Publications, Tarrytown, N. Y., by William 
J. Rooke, chairman of the board, W. R. C. Smith Publishing Co., Atlanta. The oc- 
casion: The annual spring meeting of National Business Publications. “Here’s How” 
round tables were a feature of the meeting. Manning the “Standards” table (left) are 
James J. McMahon, president, James J. McMahon Inc., New York; F. Morse Smith, vp 


! NBP Will Study 
| Test City Impact 
of Business Press 


(Continued from Page 1) 


research organization will be se-| 
lected and the city determined to/ 


enable the research to start not 
later than next August. An appro- 
priation of $15,000 has been ap- 
proved for the project. 


® The association also decided to 
establish a new class of member- 
ships which will enable foreign 
publishing houses to affiliate on 
the basis of company memberships 
and nominal dues. Canadian pub- 
lishers have been represented at 
previous meetings, and they are 
expected to be among the first to 
affiliate under the new program. 

An editorial panel under the di- 
rection of Frank Richter, editor 
of Modern Railroads, explored 
the management responsibilities of 
editors. The consensus was that 
editorial programs represent a 
teamwork concept, and that editor- 
ial effort can be integrated with 
promotional and circulation activ- 
ities. 


s Publishing costs in the business 
paper field have kept pace with 
rising revenues, Morris Goldman, 
J. K. Lasser & Co., told the annual 
meeting here Monday. 

While advertising volume has in- 
creased at a satisfactory rate for 
most publications, costs may be ex- 
pected to continue to rise, he said. 

J. K. Lasser & Co. prepares an 
annual analysis of publication 
costs for NBP and its report was 
the subject of a round table dis- 
cussion which followed Mr. Gold- 
man’s presentation. 


® The research group devoted 
much time to a discussion of the 
method of evaluating editorial con- 
tent of business publications de- 
veloped by Marsteller, Rickard, 
Gebhardt & Reed, which was de- 
scribed in detail at a Monday 
session by Richard C. Christian, 
exec vp of the agency. 

He emphasized that the yard- 
sticks available through this 
method are never used alone, but 


in combination with conventional | 


procedures, and that they usually 
confirm the results of other evalu- 
ation techniques. 

George C. Kiernan, Eastman Re- 
search Organization, told the con- 
vention that its studies of business 
paper readership show that 94% of 
the audience read at least some of 
the advertising. Most of this read- 
ership is objective, with the read- 
er looking for a particular kind of 
information, or voluntary, involv- 
ing a general review of the adver- 


S| 


Rooke 


cago; Ewing W. 
president, W. R. 


Choate 


eet te 


Hartford 


Graham, vp, Putman Publishing Co 
C. Smith Publishing Co. 


Dutton 


87 


Graham R. Smith 


in charge, Industrial Equipment News, New York; Richard S. Kline, general manager, 
Gardner Publications, Cincinnati, and Frank O. Rice, vp, Penton Publishing Co., 
Cleveland. “Circulation” discussion leaders (right) are Robert L. Hartford, business 
manager, Machine Design, Cleveland; Bruce H. Dutton, Haywood Publishing Co., Chi- 


., Chicago, and Richard P. Smith, 


tising contents, he said. Only a 
small percentage of advertising 
readership is accidental, he added. 
He said that because of active 
reader interest in advertising, 
readers object to interspersing ed- 
itorial content with advertising. 


s James J. McMahon, president of 
James J. McMahon Inc., New 
York, and chairman of the Amer- 
ican Assn. of Advertising Agencies 
| committee on business papers, said 
that in the past 30 years, agency 
volume in the business press has 
increased from 20% to almost 
100% of the total. 

He urged business publishers to 
‘sell and promote in the so-called 
| off season, instead of trying to win 
a place on media lists during the 
55 working days between Labor 
Day and Thanksgiving. 

George Lohr, George Lohr Stu- 
dios, Washington, told the pub- 
lishers of the rise of offset as a 
printing process. 


= Kingsley L. Rice, Technical 
Publishing Co., Chicago, moder- 
ated a panel of business paper 
salesmen, officers of the t.f. clubs 
of New York, Cleveland and Chi- 
cago, who told the publishers what 
kind of support they need. Mar- 
ket research, editorial promotion 
and sales training were given 
most emphasis. 
The panel was composed of: 
New York: Richard Y. Fuller, 
Technical Publishing Co., and 
John R. Duble, Pit & Quarry. 
Cleveland: Charles H. Buss- 
mann, Pit & Quarry, and V. G. 
Brettman, Watson Publications. 
Chicago: Frank J. Cornyn, Pit 
& Quarry, and George H. Buehler, 
Machinery. 


s Considerable interest was shown 
during the meeting in punch card 


circulation records and addressing. 
Y. P. Dawkins, IBM publications 
department, discussed recent de- 
velopments in this field. 

Rufus Choate, Scott-Choate Pub- 
lications, 
Silver Scroll award in apprecia- 


NBP. The presentation was made 
by W. J. Rooke, W.R.C. Smith 
Publishing Co., vice-chairman of 
the association. 

N. McK. Kneisly, president, Irv- 
ing-Cloud Publishing Co., Chicago, 
was elected chairman of the board 
of the association. Vice-chairmen 
are James I. Ballard, King Publi- 
cations; Russell Jaenke, Penton 
Publishing Co. and Russell 
| Coombes, Mechanization. Leonard 
| Tingle, Butterick Co., was re- 
elected treasurer. Robert E. Harper 
continues as president. M. E. Herz, 
|Modern Medicine, and Richard 
Smith, W.R.C. Smith Publishing 
Co., were new directors chosen, 
with Mr. Ballard and Mr. Coombes 
being reelected. 


and electronic methods of handling | -'* 


was presented with a|| 


tion of his services as chairman of | ' 


TWA Takes Off 
from BBDO, Lands 
on FC&B Runway 


(Continued from Page 1) 

| translation, this meant that How- 
|}ard Hughes, who has all Hughes- 
|controlled companies with Foote, 
|Cone, was putting his last egg in 
that agency’s basket. RKO Radio 
Pictures, which Hughes recently 
sold, moved out of FC&B to go to 
J. Walter Thompson Co. (AA, 
March 12). 


s TWA, which in addition to its 
American agency, has 23 agencies 
in various countries abroad, spent 
$998,454 on advertising in the U.S. 
in 1947—the year BBDO won the 
business. In 1955, ad expenditures 
totaled $5,505,035. Of this figure 
about $4,000,000 was spent through 
BBDO, the rest going through 
agencies abroad. 

Gross passenger sales of TWA 
in 1947 were $62,020,000; last year 
the airline racked up gross sales 
of $189,231,000. 

Foote, Cone & Belding resigned 
the domestic U.S. advertising of 
British Overseas Airways Corp. 
effective March 31, though the 
agency’s London office continues 
to handle the airline’s export ad- 
vertising. Last year BOAC spent 
about $600,000 on domestic U.S. 
advertising. 

Foote, Cone was able to acquire 
the BOAC account originally be- 
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FEELING SEEDY?—Enticing the sub- 
urbanite who wants to relax, some 
1,000 dealers of the Lawnscape 
Corp. of America, New York, will 
use this newspaper page in April 
and May. Used in Long Island’s 
Newsday, it drew 530 phone and 


73 mail inquiries in three days. 


=|dled the Pabst and Eastside beer 


1/25). 
| Now It's ‘Texas’ Beer Can 


cause it was willing to take its 
commissions in British pounds. 
The government-owned airline 
was unable or unwilling to pay 
dollars to its American agency— 
then Cecil & Presbrey. 


® Foote, Cone—which opened its 
office in London after the war— 
said it would accept pounds and 
thereby picked up the account in- 
ternationally, its London office 
handling export advertising and its 


American advertising. 

As of April 1, BOAC advertising 
in North America switched to Vic- 
tor A. Bennett Co., New York, and 
its affiliated Canadian agency, 
Pemberton, Freeman, Bennett & 
Milne—which is largely British- 
owned. 

As a result of BOAC’s departure, 
Foote, Cone also dropped British 
West Indian Airways, Caribbean 
affiliate of BOAC. This account 


New York office handling ans 


FC&B Studies 


| 


Costs, Alerts 
All Its Clients 


(Continued from Page 1) 
|might result in changed relation- 
| ships between agencies, clients and 
| media. 

Asserting that it is impossible to 
| tell exactly what will happen, but 
that some effects seem inevitable, 
Mr. Cone’s letter said his agency 
has employed a firm of accountants 
\to “determine even beyond our own 
cost accounting precisely what our 
expenses are by job as well as by 
department for each of our clients, 
for forward-looking as well as go- 
ing advertising projects.” 


also went to the Bennett agency. 
Ford Sibley, vp and director of | 
Foote, Cone, who has directed the | 
agency’s San Francisco office for | 
the past seven years, has been | 
named account supervisor on TWA. 
Mr. Sibley came to New York three 
months ago. Frank E. Delano, 
agency vp and director, is “man- 
agement representative” on TWA. 


Pabst Eastside Beer Goes to 
Burnett; Beverages to Grey 

Pabst Brewing Co., Chicago, has | 
appointed Leo Burnett Co., Los! 
Angeles, to handle advertising for | 
its Eastside Old Tap lager beer,| 
brewed by Pabst, Los Angeles, ef-| 
fective Jan. 1. Burnett, Chicago, 
has been handling national adver- 
tising for Pabst Blue Ribbon beer 
since Jan. 1, 1956. J. Walter Thomp- 
son Co. resigned the Eastside beer 
account the end of January after 
handling it one month, when JWT 
was named to handle Schlitz beer 
(AA, Jan. 30). 

Pabst also has named Grey Ad- 
vertising Agency, New York, to 
handle its Pabst Sparkling Bever- 
age line of canned soft drinks. 
Grey also handles advertising for 
Pabst’s wholly owned subsidiary, 
Hoffman Beverage Co., Newark, 
N.J. Warwick & Legler had han- 


and Hoffman Beverage accounts 
until the end of the year and re- 
signed the Pabst Sparkling Bever- 
age account shortly after (AA, Dec. 


A 24-oz. Texas-size beer can, to 


be called the “Tall Boy,” has been | 


introduced in Texas by the Joseph 
Schlitz Brewing Co. The new con- 
tainer will be distributed through- 
out Texas beginning April 15, but 
no plans have been made yet to 
distribute outside of Texas. The 
company already has 12-oz. cans 
and bottles and 32-oz. bottles in 
the Texas market. 


® “We have learned over many 
years,” his letter said, “to budget 
our total activity within our total 
income of 15% of our clients’ an- 
nual expenditures for media. And 
we have aimed at a profit of 3% 
of gross billings before taxes. 

“To make this clear: We re- 
ceive a 15% commission from all 
media. We try to earn 20% of this. 
When we do, it amounts to 
approximately 10% of the dis- 
count, or commission, after taxes. 
This is 1%% of your gross media 
bill. 

“Unfortunately, we do not al- 
ways do this well. We generally 
make less on diversified accounts; 
we always make less in a year 
when new products are test- 
marketed. And we usually make 
more in a year when advertising is 
rapidly expanded. 


® “As between printed advertising 
and. broadcast advertising, whether 
package or agency-produced, we 
almost always make more on 
printed advertising. However, with 
shortened print schedules ... profit 
declines... 

“Thus, against the possibility 
that the present system of agency 
compensation may be changed, we 
are gathering together all the facts 
of our operation to form the basis 
for discussion whenever this is ad- 
visable. 

“I believe this may be when 
the outcome of the media suit is 
determined. In the meantime, our 
books on your account are, as al- 
ways, open to you. . .” 

The FC&B cost study wil! not 
be completed until early next year, 
Mr. Cone indicated. The govern- 
|ment anti-trust suit, in which the 
Four A’s signed a consent decree, 
is still pending against five media 
associations, and no trial date has 
been set. Only associations are in- 
volved in the government suit; in- 
dividual agencies and media are 
not affected so long as they do not 
act in concert. 
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This Week in Washington... 


FCC May Alter Its Attitude on UHF 


By Stanley E. Cohen 
Washington Editor 


WasurnecTon, April 12—From the 
preparations already under way, 


it’ll be “no holds barred” when tv! 
network presidents go before the | 


Senate commerce committee next 
month to defend their use of op- 
tion time on affiliated stations. 
The commerce committee al- 
ready has _ received testimony 
charging that 


it has 
detailed 


tv markets. Now 
distributed a 


most 
quietly 


networks control | 
virtually all the evening time in| 


| amounts of time, by market, used 
| by the networks, and the amounts 
that remain for local and national 
| Spot programming. 
to make an impressive defense of 
option time. They will find it dif- 
ficult, however, to satisfy senators 
on any arrangement which gives 
two or three organizations a tight 
hold over most of the time in a 
large percentage of the markets. 
While network presidents will be | 
in the witness chair, the commerce 
committee’s hearing on option 


Network presidents are expected | 


questionnaire probing the pro-|time is chiefly a squeeze on the) 


gramming and fiscal affairs of the | Federal Communications Commis- 

tv stations. jsion and the Department of Jus- 
By the time the network pres-| tice. 

idents appear in mid-May, the! As it stands now FCC has as- 

committee expects to have a com-| signed the job to its special net- 

prehensive picture of the actual’ work study group, with a June 


1957, deadline. And the Depart- 
ment of Justice has taken the 
| position that option time is pri- 


|marily a matter for FCC to de-| 


| cide. 


The committee hopes data de-| 


| veloped by its questionnaire will 

force FCC to move faster or in- 
_duce the Department of Justice to 
| reconsider its position. 


FCC’s handling of the uhf prob- 


| lem. Two months ago the commis- | 


sion turned down proposals for se- 
| lective de-intermixture of uhf and 
| vhf assignments, arguing that uhf 


| stations can compete successfully | 


in mixed markets where they face 
|one or two vhf competitors. 

Now, however, the commerce 
committee has received testimony 
showing that some of the very 
uhfs cited by FCC to prove its 
point subsequently went off the 
air or lost their network affilia- 
tions to vhf stations. And there are 


Commerce committee’s needling 
| seems to be having some effect on| 


’ reports that FCC Chairman George 


“How adands a little service?” 


Ever been in a spot like this—waiting for 


a set of originals for plates due at the pub- 


lishers yesterday? Plenty of ad men have 


been, even with careful planning; but 


most of them were fed up with it long ago. 


They found that a 


photo-engraver who 


knows what has to be done, and has the 


skill, equipment and craftsmen to do it, 


needs no “jacking up.”’ He delivers when 


and as promised. Scores of them are on 


ROGERS’ books. Possibly you are one of 


them. 


ROGERS 


engravi 


ng company 


2001 calumet avenue «¢ chicago 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


to take another look at proposals 
‘for selective de-intermixture. 
* e a 

Newsprint Squeeze-Through: 
|House committee on _ interstate 
|commerce thinks newspapers will 
|be able to squeeze through 1956) 
| without widespread breakdowns 
in their newsprint supplies. 

Recent re-examination of the 
supply and demand situation indi- 
cates that consumption of news- 
print will total 6,850,000 tons, up 

% from 1955. Total supply from 
all sources is estimated at 6,810,000 
tons. 

The gap could be closed by dig- 
ging into inventories (which are 
already dangerously low). Need- 
less to say, individual consumers 
will have trouble getting all the 
newsprint they desire at any par- 
ticular time. 

7 * - 

Credit Men Unworried: Leveling 
off of consumer durables sales in 
early 1956 is enabling consumers 
to pay off instalment debt, and cur- 
rent figures seem to indicate there 
is no immediate shortage of fam- 
ilies who are in shape to under- 
take extensive credit purchases. 

According to National Founda- 
tion for Consumer Credit, 44,000,- 
000 of America’s 54,000,000 fam- 
ilies either owe nothing at all, or 
\less than $500 on instalment ac- 

| counts. Of those owing more than 
| $500, 83% earn more than $3,000 a 
| year, and balances over $500 are 


|C. McConnaughey is about ready | 


BAIS, FLUORIDE TOOTHPASTE 
a) 
HARDENS TOOTH ENAMEL. 
| MAKES TEETH STRONGER 


TO DEFEAT DECAY 


PRELUDE—Colgate-Palmolive Co. has 
been running ads, including this 
one, in West Coast newspapers for 
Brisk, its new fluoride toothpaste 
(AA, Jan. 23). National advertis- 
ing is expected soon. William Esty 
Co., New York, is the agency. 


overwhelmingly automobile ac- 
counts. 

Instalment credit is used mostly 
by those in the $3,000 to $7,500 
|income brackets, the foundation 
reports, and it says that today 
there are six times as many fam- 
| ilies in that group as there were in 
1941. 

. * 7 

Drys’ Token Progress: Anti- 
liquor forces are riding high. They 
are optimistically saying that legis- | 
lation to curb liquor advertising— | 


this year. And they expect to get 
action on a code—or a law—con- 
trolling the use of alcoholic bev- 
erages on commercial aircraft. 

A strong bloc of southern con- 


be planning to get the liquor ad- 


While the bill won’t pass the Sen- 


tory” of sorts. 


Drys are getting support from 


or at least beer and wine advertis-| 
ing on the air—will pass the House | 


gressmen within the House com-| 
merce committee are reported to 


vertising issue to the House floor. 


ate, they figure its approval in the | 
House will give dry forces a “vic-| 


Advertising Age, April 16, 19564 


...,| airline pilots and stewards, who 


say service of liquor to passengers 
must be controlled. Six commercial 
airlines which serve liquor aloft 
balked at voluntary restrictions 
when the issue was raised last win- 
ter, but they seem to be re-exam- 
ining the problem, now that nine 
senators and congressmen have 
introduced bills which would pro- 


—-~q| hibit any drinking on aircraft. 


= *. e 
‘God-Parent’ for USIA: Sen. Hu- 
bert Humphrey (D., Minn.) and 
Rep. Michael Feighan (D., Mo.) 


=| are proposing that Congress set up 
=|a joint 18-man committee to su- 


pervise the operations of the U. S. 
Information Service. 

The plan originates with the ad- 
visory committee on information, 
which is acutely aware of USIA’s 
history of “boom and bust” annual 
appropriations. The committee 
would, in effect, serve as a con- 
gressional “god-parent,” helping 
the program stay out of trouble. 

“The only opportunity Congress 
has now to make its contribution 
to this important work is when the 
appropriation bills are before the 
House or Senate,” Sen. Humphrey 
pointed out. “This occurs once a 
year.” 

While individual members have 
interested themselves in the work 
and have made splendid contribu- 
tions, he said, Congress “has not 
given the attention to this work 
which its promise for the future 
both warrants and requires.” 


‘Campbell Selling Soups 
in Automatic Vendors 

Vending operators for Campbell 
Soup Co., Camden, N.J., have in- 
stalled 476 coin-operated machines 
for dispensing hot soup in cans in 
48 of its 66 sales districts across 
the country. The company expects 
that installations will double 
within the next month, and pre- 
dicts that 6,000 machines will be 
placed by operators by Jan. 1, 
1957. 

H. J. Heinz Co. also has begun 
installing hot food vending ma- 
chines throughout the country 
(AA, March 23). 


Sersen’s IMPRINTING, Inc. 


@ Correction! Something Omitted on a Printed Job? 
OVERPRINTING AND IMPRINTING 


—even on Folded or Bound Jobs 


CHesapeake 3-2050 
17 N. Loomis St. 


CHICAGO 7 


out of the woods’ of 


“With its concise case-history approach, its indication 
Industrial Marketing is an invaluable aid to our program 


| planning. It gives the advertising man a chance to ‘come 
| out of the woods’ of routine problems—to project his 


thoughts into long-range planning.” 


See for yourself how really helpful the unique 
INDUSTRIAL MARKETING service can be. It’s 
the only magazine that is entirely designed to 
help you solve your problems of selling and ad- 


MAIL TODAY FOR TRIAL—MONEY BACK IF NOT SATISFIED 


| “IM gives the advertising teen a chance to ‘come 


routine problems...” 


of trends and all the other really helpful departments, 


says JOHN E. HAYES 
Advertising Manager 
Rigidized Metals Corp. 


vertising to business and industry. A year’s trial 
costs only $3, includes a monthly copy of IM plus 
the 556-page Annual Market Data & Directory 
Number, June 25th. 


To: INDUSTRIAL MARKETING, 200 E. Illinois St., Chicago 11, Illinois 

My Name Title sige 
Nature of 

Company. 2m. Business 

Street Te 

City v4 State 

[) $3 enclosed 0 Bill firm (— Bill me No extra postage Canada or Pan America; Add $2 a year foreign. 


» IMIS A SISTER PUBLICATION OF ADVERTISING AGE AND ADVERTISING REQUIREMENTS 
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Just off the 
press! An i 
all advertising and mPrma.stsrs ete 
es. 


Writ 
e, wire or phone for your FREE COPY 
DPY! 


THE WASH 
ING 
TON STAR’S 1956 CONSUMER ANA 
LYSIS OF 


Brand Preference Ratings 


er 
— 
—" 
———— 


you the 
your products in the Washington area. 


All of us engaged in advertising, marketing 
and sales are keenly interested in the con- : ; 
tinuing dynamic growth of the metropolitan r ue ® i 
Washington area. And this is the survey that 
is an index of your product acceptance in the 
Washington area in 1955. 


How to improve the 
Brand Preference Ratings of your products in 
Washington, p. C. this year - - 


As you work on future newspaper schedules 
for Washington, remember that The Star is 
the dominant advertising medium in and 
around The Nation’s Capital. 


The tell-tale gaP of nearly? million lines that 
advertisers left between The Star and the sec- 
ond Washington newspaper in 1955 indicates ie 

how strongly they know that the best way t© | } Z 
build customers, sales and product accept- ; 
ance in Washington is to build newspaper 
schedules around The Washington Star. 


Grocery Product Advertisers Please Note: - 
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Except for P&G, Biow Clients 
Aren't Rushing Toward the Exit 


(Continued from Page 1) 
permanent and Shasta shampoo; 
Tatham-Laird, Chicago, was named 
to handle Fluffo shortening, and 
Spic & Span went to Young & 
Rubicam. 

Two of these agencies—Grey 
and Tatham-Laird—are new to 
the P&G stable; Y&R has been a 
P&G agency since 1949, when it 
was assigned to work on the prod- 
uct eventually marketed as Cheer. 

The new appointments brought 
to eight the number of agencies 
now working domestically for P&G, 
three of them headquartered in 
Chicago. 


s The other Biow accounts were 
being romanced mightily, but at 
press time none had found a new 
home. Here’s the rundown: 

The “Tarcher Group,” so-called 
because Jack D. Tarcher brought 
them into Biow from Cecil & Pres- 
brey, was still unassigned. Mr. 
Tarcher is understood to have 
talked to several agencies, but no 
decision has been reached. In the 
group are Benrus Watch Co., 
Seeman Bros. and various Juljus 


The P&G Agency Lineup 


After July 1,-the domestic agen- 
cy lineup for Procter & Gamble 
will be: 

Benton & Bowles—lIvory Snow, 
Tide, Camay, Pin-It, Prell, Crest, 
Secret and Whirl. 

Leo Burnett Co.—Joy, Lava, Jif, 
institutional. 

Compton Advertising—Ivory 
soap, Ivory flakes, Duz, Dash, 
Cascade, Crisco, Drene, Gleem, 
Young’s Big Top peanut butter. 

Dancer - Fitzgerald - Sampie— 
Oxydol, Dreft. 

Grey Advertising——Lilt, Shasta. 

H. W. Kastor & Sons—American 
Home Products. 

Tatham-Laird—F luffo. 

Young & Rubicam—Cheer, Spic 
& Span. 


Wile products. The group runs 
more than $2,100,000 in billing. 
Hudson Pulp & Paper, which had 
indicated dissatisfaction when Mr. 
Toigo left the agency, and had 
already begun to screen agencies 
before the final Biow blow-up, was 
believed in finai stages and ought 
to announce its selection next 
week. Hudson bills about $900,- 
000. 
National Shawmut Bank of Bos- 
ton, according to John J. Barry, vp, 
had been contacted by 17 adver- 
tising agencies which have solicited 
the account. Mr. Barry, who is in 
charge of the bank’s advertising 
and public relations, estimated it 
would be “several weeks” before 
Shawmut named a successor for 
Biow. It bills about $400,000. 


= Pretty much the same position 
was taken by Bond Clothes. There, 
a spokesman said that, while the 
company was talking to agencies, 
it was felt that there was “plenty 
of time” in which to make a deci- 
sion, and that none is imminent. 
Bond uses newspapers and radio- 
tv spots, billing $750,000. 

Armstrong Rubber Co., West 
Haven, Conn., told AA that “we’re 
not going to rush into getting an 
agency.” According to Leo Sklarz 
Jr.. advertising manager, Arm- 
strong’s advertising program for 
the remainder of 1956 is “pretty 
well set.” 

He reported “innumerable” re- 
quests for interviews from agen- 
cies, and said the company had no 
“closed mind” on the subject. 
Elsewhere, the Armstrong account 


was estimated at around $2,000,000 | 


in billing for 1956, of which 
about 75% is commissionable. 
On the Pacific Coast, IXL 


,Foods Co., San Leandro, Cal—a_| 
brand new client—found itself) 
caught in the middle of the big-| 
gest campaign in its history. Pres- 
ident Lawrence Stark, however, | 
|denied the Biow departure would | 
prove embarrassing, praised the} 
agency’s work and appeared in no} 
hurry to name a successor. IXL is| 
/now entertaining agency presenta- 
tions, he told AA, but added: “I 
|want to see where the Biow peo- 
ple land before we rush into any- 
thing.” IXL’s billing is about 
$100,000. 

In San Francisco, Stanley Lang- 
endorf, president of Langendorf 
United Bakeries, said, “We have 
decided what we are going to do,” | 
|but added that there will be no) 
janmnouncement until June. The) 
| baker bills about $1,400,000. 


le In Chicago, Dr. Joseph Schultz, 
| president of Lanolin Plus Inc., told 
AA that he has scheduled talks 
with ten local agencies next week 
and that he hopes to name a suc- 
cessor to Biow in the very near 
| future. Dr. Schultz said he may go 
|to New York if he is not sold on 
|the capabilities of local talent. 
Lanolin bills between $2,000,000 
and $3,000,000. 

Richard Girvin, advertising di- 
rector of Englander Co., Chicago, 
told AA that his company is keep- 
ing an “open mind” in the selec- 
tion of a new agency. Mr. Girvin 
said he has already heard pitches 
from about ten agencies and plans 
to talk to others. 

The new agency probably will 
be named late in May or early 
June, Mr. Girvin said. Englander 
bills more than $1,000,000. 


s Meantime, an astonished adver- 
tising business asked itself for an 
explanation of Milton Biow’s yo- 
yo act of the past three months. It 
was a period which saw him throw 
John Toigo and $9,000,000 in 
Schlitz billing out the door, fight 
furiously to get back into the Rup- 
pert account he had resigned to 
make room for Schlitz, and say 
goodbye to the Philip Morris bill- 
ing he had built from less than $1,- 
000,000 to $8,000,000. 

Among those who asked for an 
explanation were Biow’s own 
people. It was no secret in the 
agency that the mercurial boss of 
the Biow shop had been all set 
once before to issue a statement 
of dissolution, and had suddenly 
changed his mind and issued a 
statement in which he pledged a 
million-dollar investment in the 
agency to rebuild it to its former 
billings peak. 

And while the decision may have 
come like a thunderclap to many 
Biowites and the rest of the agen- 
cy business, some Biow people 
took it fairly philosophically. A 
typical comment was: “Look, from 
the moment he resigned Schlitz it 
was fairly clear that he wasn’t go- 
ing to stay in the agency business. 
If you want to run an agency, you 
just don’t kick out $9,000,000 in 
billing; you figure some way to 
keep it.” 


s The final decision to dissolve 
apparently was made after a visit 
by Mr. Biow to Cincinnati on April 
4. There he made clear to Procter 
& Gamble the choices that were 
open to him, one of which would 
involve a commitment from P&G 
okaying his servicing of its ac- 
counts for at least a year. Report- 
edly, he failed to get that, and fi- 
nally resigned the account. 

Why did he dissolve the agency? 
Mr. Biow wasn’t saying, and the 
rest of the reasons reporters heard 
were at best informed guesses. But 
in sum they shaped up like this: 


®@ Money. The big losses incurred 


Ferguson Stone 


Miller 


Douglass 


EVERYBODY’S HAPPY—H. O. Stone, retired adman formerly with Pacific 
National Advertising Agency, presents the Advertising & Sales Club 
of Seattle’s Roy S. Marshall award for “excellence in advertising” 
to Sick’s Seattle Brewing & Malting Co., owner of the Rainier brew- 
ery. Sick’s ad manager, Arch Douglass, accepts the award while 
Alan B. Ferguson, brewery vp and general manager, and James R. 
Miller, account executive of Sick’s agency, Miller, Mackay, Hoeck 


& Hartung, look on. 


(Story on Page 58.) 


by the agency would all begin to be 
felt after March 31. As March 
ended, and the Pepsi, Ruppert, 
Philip Morris and American Home 
Products billing disappeared, the 
Biow billing drop was sudden and 
savage. To stay open and operate 
on the same scale was possible 
through the first quarter, after 
that it was punitive. 


® New Business. Although Milton 
Biow had been in his time a re- 
doubtable salesman of new busi- 
ness, things had been slow for the 
agency in account acquisition since 
the Samish case. Further, even 
close friends of Mr. Biow felt that 
his age—63—made him personally 
a somewhat less attractive lure to 
advertisers, who might feel that a 
younger top man in an agency 
could assure longer service. 


® Service. As the recap of accounts 
included in this story would indi- 
cate, Biow Co. still had the kind of 
billing most of the 3,000-odd ad- 
vertising agencies in the U. S. can 
only dream of. But close to half of 
it, and the group with the greatest 
growth potential, was Procter & 
Gamble. The kind of service 
groups built to carry P&G couldn’t 
very well be cut, and the same 
kind of establishment would be 
needed to attract other major ad- 
vertisers. So it seemed that any 
severe paring was out of the ques- 
tion. 


® Pride. Milton Biow had run his 
agency out of obscurity into na- 
tional prominence with a rare com- 
bination of dazzling showmanship, 
startling merchandising ideas and 
the drive of a galley master. In an 
era in which many agency presi- 
dents are in fact employes and ex- 
tensions of the corporation they 
represent, he was sole owner, and 
his corporation he viewed as an 
extension of himself. This concept 
made it impossible for him to 
withdraw from the agency, or to 
sell it to his employes. It was his 
own, and he killed it. 


s Somewhere in these factors, ob- 
servers thought, lay the answer to 
the question of why Milton Biow 
closed his agency. 

He wasn’t talking about his per- 
sonal future, either. Best guess 
seemed to be that he would vaca- 
tion in Europe, and on return go 
into business again—but probably 
not the agency business. 

In this connection, the name of 
Martin Strauss, one-time Biow cli- 
ent (as president of Eversharp), 
has been mentioned. 


Calvin & Co. Adds One 

Calvin & Co., St. Louis, has been 
appointed to handle advertising for 
Esquire Uniform Co., St. Louis, 
manufacturer of military and post- 
al uniforms. 


Electric Shaver 
Field Bristles 
with Price Cuts 


| 

(Continued from Page 2) 

| right away boosted its trade-in al- 
lowance from $7.50 to $8.50. 
Here’s how the price-shaving 
| contest went in the electric shaver 
field this week in New York. 


Macy's Korvette Masters 

Sehaleh  ...ccocces $13.89 $13.89 $13.89 
(List: $29.50) (10.89 (12.89 

with trade) with trade) 
|Remington ....$14.95 $16.70 $16.50 
(List: $29.50) (11.95 (12.89 

with trade) with trade) 
Norelco ........ $14.89 $14.97 $15.65 
| (List: $24.75) (11.89 

with trade) 
Ronson ........ $ 9.89 $ 9.89 $ 9.89 
(List: $19.95) ( 6.68 

with trade) 


Two weeks ago Masters adver- 
tised the Ronson at $5.88. Alex- 
ander’s Department Store, in the 
Bronx, and Brooklyn’s Abraham & 
Straus are reported slicing prices 
similarly to their Manhattan con- 
freres. 

Adding to the intensity of a 
competitive market is Remington. 
The first week in May the com- 
pany will introduce its new auto- 
mobile-home shaver (“two for the 
price of one’’), billed at $31.50 and 
allowing a $7.50 trade-in. Backing 
up its entire line, Remington plans 
the largest advertising splash in 
its history. 

Razor makers have their head- 
aches, but sales are booming. This 
year’s sales are expected to ex- 
ceed 1955 by 25%—up to $150,000,- 
000. Units produced are expected 
to jump from 4,750,000 to 6,000,000 
—and many industry officials feel 
that even then the market will 
only be slightly tapped. 

To get their share of the market, 
company advertising budgets have 
been increased to the point where, 
15 years ago, the same figures 
would have looked good for gross 
sales. 


® Remington has more than dou- 
bled its outlay for advertising dur- 
ing the past two years, raising its 
/1956 ad budget to a whopping 
| $6,000,000. 

Although Schick has not stated 
what its plans are, indications are 
that it will exceed a 1955 budget 
estimated at $3,000,000 by some 
30%. No figures are available on 
Sunbeam, but it is expected to be 
competitive. 

Each of the “big three”—Rem- 
ington, Schick and Sunbeam—has 
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made claims that it is leading the 
market in sales or has the most 
electric shavers in use. Probably 
the last time accurate figures were 
released to the public was when 
Schick sued for infringement of 
patents back in 1935. 

But a confidential survey made 
by Daniel Starch & Staff, revealed 
to AA by Leonard Gerson, a Starch 
vp, showed that as of last fall, 
Remington was the most popular 
shaver, with ownership at 35.3%, 
closely followed by Schick, with 
33%, Sunbeam, 22.4%, Norelco, 
4.7% and others, 2.8%. The private 
sampling was conducted in 26,000 
households in 495 localities and 
116 counties throughout the U.S. 
Starch won’t reveal current sales 
data. 


® The giants of the industry have 
tried to maintain fair trade, while 
all of them have been vying for 
the “top allowables” as far as 
trade-in money is_ concerned. 
Searching for the heart of the dis- 
count house problem, one account 
executive said that too often elec- 
tric razor prices are cut to the bone 
because they are used as loss 
leaders—a sort of electrical foot- 
ball—to get customers through the 
door. 

“Discount houses are willing to 
break even or even lose on the 
sale of the razors to induce sales 
in other items,” he said. 

Al Baroni, Remington’s general 
sales manager, says that his com- 
pany’s large ad budget is based 
on “the principle that a quality 
product, vigorously advertised, will 
produce sales and protect dealer 
profits.” 

B. A. Graham, Sunbeam board 
chairman, has blasted the discount 
houses as “a great hoax and can- 
cer” and warned that they “may 
destroy the economic system that 
has been responsible, during the 
past 50 years, for the greatest peri- 
od of prosperity in the history of 
the nation.” 

Price cutting may be hurting 
somebody, but it’s not the discount 
houses. Korvette has been doing so 
well with price cutting that the 
company recently floated a com- 
mon stock issue to create more 
outlets in New York’s metropolitan 
area. 


SHAVER PRICES HOLD 
STEADY IN CHICAGO 

Cuicaco, April 11—Manufactur- 
ers’ retail prices on electric shavers 
appear to be holding firm here, in 
sharp contrast to the discounting 
reported in New York. 

Remington Rand, Schick and 
Sunbeam all retail at $29.50 with 
a trade-in allowance of $8.50 on 
the Remington and $7.50 on the 
other two. Any old-model, electric 
shaver is accepted in trade. 

Norelco is sold at $24.95, with 
no trade-in, and the Ronson price 
is $19.95, with $7.50 allowed on 
trade-ins. 

Wieboldt Stores Inc. told AA 
that its stores are selling shavers 
at list, but with less generous al- 
lowances. Wieboldt offers $7.50 on 
a Remington Rand trade-in, $5 on 
a Sunbeam and $7 on Schick. 


s A spokesman for Sunbeam says 
the company does not anticipate 
“at this time” raising its trade-in 
allowance from $7.50 to $8.50 to 
meet the Remington Rand policy. 
This doesn’t mean, he told AA, 
that they won’t change their minds 
tomorrow or next week. 
Sunbeam’s fair trade policy is 
still pursued vigorously in all 41 
states where it is allowed. Despite 
price-cutting in some 75-80% of 
markets, Sunbeam says sales are 
“holding up.” This is true in New 
York although no one at Sunbeam 
ventures to guess why. Nor is there 
any explanation why prices, gen- 
erally, are holding up on all major 
brands in Chicago, even at well- 


known discount houses. 
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Broadcasters Will 
Mull Jibes, U.S. 
Acts at NARTB 


(Continued from Page 1) 
sive tuning strips could readily 
adjust existing sets to receive 
these new stations, and stations | 
themselves would have coverage 
equal or even superior to that of 
stations on existing vhf channels. 


® ODM’s announcement today that 
a top-secret study shows govern- 
ment need for vhf space is increas- 
ing, rather than decreasing, closed 
the door on an all-vhf system. 
While one or two new vhf chan- 
nels might still be obtained from 
the broadcast portion of the band 
by scuttling fm for industrial 
services, there would be strong 
opposition. And there would be no 
possibility of enough new channels 
to assure four equal vhf assign- 
ments through the top 100 
markets. 

With the all-vhf hopes deflated, 
three alternatives remain: (1) 


trust division of the Department of 
Justice, the highly publicized probe 
of network option time by the Sen- 
ate commerce committee and im- 
pending investigations of FCC op- 
erations by the House judiciary 
committee and the House small 
business committee. 


# Most of the major radio and 
tv networks will hold affiliates 
meetings some time during the con- 
vention. These generally resemble 
combination family reunions, pep 
rallies and strategy sessions. 
However, this year at least two 
of the groups will have more than 
routine matters before the house. 
Mutual Broadcasting System will 
submit a modified affiliates agree- 
ment to its stations for their ap- 
proval on Sunday (April 15). 
NBC-TV will ask for a change in 
working day afternoon option 
hours at a Monday meeting. 
ABC Radio and ABC-TV are 
expected to spend most of their 
time outlining programming plans 
for the fall. This also is slated 
to be the principal topic at CBS 
Television’s affiliates confab. 


= Some of the warmer political 
aspects of network relations with 
stations and advertisers are ex- 


Selective deintermixture—creation | pected to get due attention from 
of a number of markets where uhf|the CBS-TV affiliates, though. 
Stations are protected from vhf|Richard S. Salant, network legal 
competition; (2) a shift to the | affairs vp, occupies a prominent 
72 uhf channels and abandon-|place on the agenda and both he 
ment of vhf over a long transition ‘and President Frank Stanton are 
period; (3) abandonment of uhf,| expected to have some words on 
and reliance solely on existent|the “uproar in Washington.” 
vhf channels. The CBS affiliates are expected 
|to pass resolutions Saturday re- 
s The convention gets under way |Plying to recent criticisms of tv 
Monday with an fm session, a by Richard Moore of KTTV, Los 
labor clinic and a tv business| Angeles, and Ernest Jones, presi- 
meeting. dent of MacManus, John & Adams 
It begins hitting its stride Tues-| (AA, April 2, 9). 
day with an address by Robert E.| 
Kintner, president of ABC and/s# Executives of Mutual will pro- 
winner of NARTB’s 1956 keynote |pose that network option hours 
award as the outstanding member be reduced from 62 to 35 a week, 
of the industry. Wednesday will be that is from about nine to five a 
devoted exclusively to television day. Out of the 35 hours, two and 
and Thursday to radio. three-quarter hours, Monday 
In addition to the convention it-| through Friday, one hour Satur- 
self there are meetings of network day and two hours Sunday will 


affiliates and other groups with|be pre-cleared time. The stations 
special problems. 


While the uhf problem does not | cleared time. 

come before the convention, uhf| “pre-cleared,” a term new to 
operators were planning a “caucus” the network, means Mutual can 
to consider what can be done to promise these hours to a sponsor 
exert additional pressure on the and be sure of delivering the sta- 
FCC for quick action on the “uhf | tions, 

problem.” In exchange, Mutual will pro- 
® While it is not officially in Te bath aay eg gm gen 
program, recent criticism of radio | pours Monday through Friday, one 
and tv both from the programming | hour Saturday and an hour and a 
and commercial standpoint are|hai¢ on Sunday. This the stations 


will get no payment for this pre-| 


sure to come up. 

A rundown on code problems 
will be given the television meet- 
ing Wednesday by G. Richard 
Shafto, WIS-TV, Columbia, S.C., 
chairman of the NARTB television 
code review board, and Edward H. 
Bronson, director of code affairs. 

Criticism of the industry will 
also be mulled over Thursday dur- 
ing the radio day program when 
Richard Wagstaff, KIDO, Boise, 
chairman of the NARTB radio 
standards of practice committee, 
discusses radio standards. 


= Except for a panel discussion 
featuring the seven members of the 
Federal Communications Commis- 
sion, the agenda by-passes the 
numerous government investiga- 
tions which cast a barely discern- 
ible shadow over the industry. 

When the commissioners expose 
themselves to questioning Tuesday 
afternoon, broadcasters will have 
the opportunity to pry into FCC’s 
attitude toward such vital matters 
as the chain broadcast regulations, 
the uhf problem and toll tv. 

They may also ask about the nu- 
merous congressional and anti- 
trust investigations which seem to 
be duplicating or pre-empting 
FCC’s actions. Among these are 
two investigations which are 


known to be under way at the anti- 


can sell as they please without 
payment to the network. 


= NBC-TV executives will offer 
a plan to strengthen their after- 
noon schedule at the meeting of 
the NBC affiliates executive com- 
mittee. The network will ask that 
Monday through Friday option 
hours be changed from 3-6 p.m., 
EST, to 2:30-5:30 p.m., EST. NBC- 
TV feels that a strong network 
show as a 2:30 lead-in will help 
“Matinee” pick up more audience 
and sponsor support. 


CBS, Ampex Bring 
Out ‘First’ TV 
Tape Recorder 


(Continued from Page 1) 
on a single 14” reel, compared 
with one quarter-hour on a 19” 
reel in the initial RCA version. 


® Other virtues are said to be 
high resolution (320 lines) and 
better picture quality than in 
kinescope techniques. Programs, it 
is said, can be recorded directly 
from the tv camera, from a tv re- 
ceiver, from tv transmission lines 
or from microwave relay systems. 
William B. Lodge, CBS-TV’s en- 


Last Minute News Flashes 


Elgin Watch Leaves Y&R, Returns to JWT 

Ecin, Itu., April 13—Effective July 15, Elgin National Watch Co. | 
will return its watch-product advertising to J. Walter Thompson Co., | 
the agency it left four years ago (AA, Feb. 26, 51) when it appointed | 
Young & Rubicam. The account, which billed $1,285,773 last year in| 
magazines and network tv—the latter accounting for $1,111,368 of the 
total—will be supervised by George Dibert; the account representative 
will be Carl von Ammon. 


Marlowe Names Product Services for Radio-TV Push 


New York, April 13—Marlowe Chemical Co. has appointed Product 
Services to handle radio and tv advertising for Fire Chief, a home fire 
extinguisher, and a series of new products to be introduced within the | 
next six months. Kastor, Farrell, Chesley & Clifford will continue to} 
handle print advertising. 


ANPA, Justice to Negotiate on Anti-Trust Suit | 


WasHincTon, April 13—Negotiations between ANPA and the De- 
partment of Justice exploring the consent settlement of anti-trust con- 
troversies over the agency-recognition system are to get under wa 
Monday. Negotiations are also reported with Associated Business Publi- 
cations and others of the five associations involved in the anti-trust 
cases. 


General Baking Names BBDO for Some Areas 


New York, April 13—General Baking Co. will soon announce Bat- 
ten, Barton, Durstine & Osborn is replacing Al Paul Lefton Inc. as) 
agency for advertising in its Philadelphia, Baltimore, Washington, | 
Norfolk and Richmond territories. BBDO previously had all other 
areas except around Spartanburg, S. C., where the Henderson Adver- 
tising Agency continues to have charge. 


Ottinger Resigns Bureau of Advertising Post 

New York, April 13—John C. Ottinger Jr., assistant director of the 
Bureau of Advertising, ANPA, since December, 1954, has resigned. Mr. 
Ottinger joined the BofA in 1942 as assistant promotion manager. Later 
he moved up to promotion manager, director of promotion and director 
of sales development. He became general sales manager in 1952. Mr. 
Ottinger will announce his plans later. 


Uncle Ben Rice Switches to Ted Bates 

Houston, April 13—Converted Rice Inc. has named Ted Bates & Co., 
New York, to handle advertising of its Uncle Ben’s brand. The ac- 
count has been with Leo Burnett Co., Chicago. 


JWT Gets Scripto Overseas Business 


Atianta, April 13—Scripto Inc. has appointed J. Walter Thompson 
Co. to handle its international advertising. The pen and pencil maker 
is embarking on a major overseas drive, expects to spend some $300,- 
000. Donahue & Coe continues on the domestic account. 


F. W. Dodge Shifts Account to Basford 


| New York, April 13—The Construction News division of F. W. Dodge 
|Corp. will move its advertising account from Albert Frank-Guenther 
| Law to G. M. Basford Co., July 1. 


| 


‘21 Brands’ Switches Brands to Calkins & Holden 


New York, April 13—“21 Brands” Inc. has named Calkins & Holden 
‘to handle advertising for its liquors, including Ballantine Scotch, 
| Boca Chica rum and Hine cognac, beginning July 1. Peck Advertising 
currently has the business. Tribuno vermouth, distributed by “21 
| Brands,” remains with Hilton & Riggio. 


Coors Names Fox; Other Late News 

® Adolph Coors Co., Golden, Colo., maker of Coors beer and malted 
milk, has appointed Revill J. Fox to handle its advertising, effective 
May 1. Mr. Fox, a partner in Rippey, Henderson, Kostka & Co. and 
account executive on Coors, will resign to open his own agency in 
Denver to service the account. Rippey, Henderson and its predecessor 
agencies have handled the Coors account for 18 years. 


|@ Foote, Cone & Belding will close its Montreal office June 30 and 
‘open one in Toronto. Harry K. Hutchins, manager of the Montreal 
| office, will move to Toronto. 


® Select Station Representatives, a new radio and tv station represent- 
‘ative, has been formed in New York, with offices at 400 Madison Ave. 
Officers are Thomas Tinley, president; R. C. Embry, vp and secretary, 
and Irvin Abeloff, vp and treasurer. Zang Golobe, formerly exec vp of 
Forjoe & Co., is general manager, assisted by Albert Shepard, previous- 
ly with Katz Co. and Forjoe TV. Effective May 15, Select will repre- 
sent WITH, Baltimore, WXEX-TV, Petersburg and Richmond, Va., and 
WLEE, Richmond, in New York, Philadelphia, Baltimore and Wash- 
ington. 


® Jack Landry, formerly with Delaware, Lackawanna & Western Coal 
Co., is joining Philip Morris & Co. as advertising brand manager on 
Philip Morris cigarets. 


@ A. M. Abrahams, formerly with Hicks & Greist, has joined Fuller & 
Smith & Ross, New York, as an account executive. 
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Soured on TV, 
ReaLemon Signs 
Three Radio Nets 


Curicaco, April 13—After a cou- 
ple of years of trying out tv, Rea- 
Lemon-Puritan Co. is going back 
into radio as its major medium, 
with a new print campaign to 
back it up. 

ReaLemon’s latest idea calls for 
a big lineup of five-minute par- 
ticipations in shows on three na- 
tional radio networks—enough to 
put a “saturation” label on the op- 
eration. NBC Radio gets the big- 
gest play; one or two ReaLemon 
participations have been taken on 
each of these NBC shows starting 
May 7: “One Man’s Family,” 
“Truth or Consequences,” “People 
Are Funny,” Mary Margaret Mc- 
Bride and “Weekday” (five one- 
minute spots per day two days 2 
week). 

In addition, ReaLemon returns 
to ABC’s “Breakfast Club” after 
a year’s absence, starting May 7. 
It takes two five-minute segments 
there per week. CBS gets into the 
|act on Saturdays with a participa- 
tion on the Robert Q. Lewis show, 
beginning April 28. 


® Reader’s Digest is the other key 
ReaLemon medium this year. It 
will carry at least three two- 
color lemon juice pages, in the 
May-July issues. And there will 
jalso be b&w columns in three in- 
store magazines—Everywoman’s, 
Family Circle and Woman’s Day. 
In accordance with ReaLemon 
tradition, most of this advertising 
|will be concentrated in four sum- 
|mer months, though some will con- 
jtinue. The company says it will 
| spend “well over $1,000,000” in the 
four-month period. 
As Irvin Swartzberg, president 
of the company, sees it, these new 
“ambitious plans” represent a turn 
away from tv in favor of mass 
exposure at low cost. 


s “After studying media availa- 
bilities and searching for the low- 
est costs per 1,000, we decided thai 
tv is getting beyond our purse, and 
that we can do best in radio,” he 
told AA. Similarly, he added, “we 
picked Reader’s Digest because we 
could get the most readership per 
dollar.” , 
Another factor: ReaLemon fig- 
ures radio will take it into the 
smaller cities, which “we couldn’t 
reach on tv.” Mr. Swartzberg esti- 
mates that the new “saturation” 
scheduling will give him 720 sta- 
tions in more than 500 cities. 


| 


ws In 1954 the company took par- 
ticipations on ABC-TV’s John Daly 
newscast in 60 cities. “We also had 
leading local tv shows,” Mr. 
Swartzberg explained, “but we 
couldn’t get the coverage.” 

Last year ReaLemon dropped 
the Daly show and went in for spot 
tv. Its agency, Rutledge & Lillien- 
feld, developed some eight-second 
ID spots, delivered in French (AA, 
July 11, ’55). These were started 
in New York with an eye to 
spreading them across the country. 
They never got out of New York. 


s For the new radio drive, Rea- 


gineering vp, expressed the hope 
that use of the new recorders will 
overcome the three-hour East- 
West time differential. 

A possible disadvantage of the 
Ampex machine is cost: Whereas 
two years ago Mr. Sarnoff esti- 
mated his mechanisms at $1,000, 
CBS will be paying $75,000 for the 
three Ampex prototypes. 

The new machine will not 
handle video color, though Ampex 
engineers are working on one that 


PAUL BELLAMY 

CLEVELAND, April 13—Paul Bel- 
lamy, 70, for 25 years editor of the 
Cleveland Plain Dealer until he 
retired in 1954, died yesterday of 
a heart attack at his home. He had 
been with the Plain Dealer since 
1907. For 18 years he had been a 
director of the Associated Press, 
and he was the 1933-34 president 
of the American Society of News- 
paper Editors. He was the son of 
Edward Bellamy, author of “Look- 
ing Backward.” 


Lemon will be pitching to its lis- 
teners in English, and with no at- 
tempt to entertain them. Instead, 
they’ll get “straight sales talks by 
known personalities.” 

“I could be wrong, but I think 
that people still want straight sell- 
ing talk and don’t have to be en- 
tertained,” Mr. Swartzberg said. 

Here again the lemon juice com- 
pany found in radio’s favor: For 
low cost it could get personalities 
of the Don McNeill-Virginia Gra- 

ham order to deliver its pitches. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$15.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


ADVERTISING OPPORTUNITY OF '56 
If you're going places in advertising—and 
have solid experience tucked under your 
hat—here’s a top position with an old es- 
tablished Chicago retailer. Promotional 
advertising experience is a must. The man 


HELP WANTED | 


RADIO SALESMAN WANTED! 
Excellent opportunity for experienced 
salesman with Northern Ohio's only 
Clear Channel 50,000 watt station. Excel- 
lent commission potential. Write don’t 
eall. Send complete resume and recent 


POSITIONS WANTED 


Advertising Age, April 16, 1956 


REPRESENTATIVES WANTED MISCELLANEOUS 


Experienced sales executive will work | Midwestern publisher trade field inter-| Unusual homes, exciting locations, all 


your leads in Metropolitan Philadelphia | ested in energetic publishers’ representa- 
and New York. Write P. S. Keiser, 1729 tives with other established trade paper 


Ridgeway Rd., Havertown, Pa. 
ADVERTISING DESIGNER-PHOTOG- 
RAPHER 


Versatile young man, skilled graduate de- 
signer, agency experience, excellent pho- 


details. Box 8338, Advertising Age. 


price ranges, Bergen and Rockland Coun- 
tys Oritani Real Estate, 69 Kinderkamack 
Road, Park Ridge. NJ 6-2220. 
Stock color illustrations for advertising. 
200,000 varied subjects by top photog- 
|raphers. Also one million black and 
| whites. Selection on request. FPG, w. 


clients to serve New York area. Send ful! 


rs 
200 E. Illinois St., Chicago 11, Illinois 
REPRESENTATIVES AVAILABLE 


tographer desires position with progressive MIDWEST PUBLISHERS’ REP. seeks ad-| 45 st. N.Y.C 


firm, opportunity for advancement. 
Box 8335, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


| ditional publications. 


MERCHANDISING EXECUTIVE 


Is the position I seek, with a solid “4A” 
N.Y. Agency? Outstanding administrator 
and idea man with excellent marketing 
10 years in packaged goods 
field - sales, merchandising & research. | 


background. 


| Trade Magazine Wanted: We are inter- 

ested in a trade magazine now operating 
| profitably with gross of approximately | 
| $250 


| Desirable office space available. Modern 
air-conditioned building on near north 
| side. Mo. 4-5155 
YOUR PRODUCT placed on National & 
Los Angeles Giveaway Shows at low cost. 
We also arrange film star endorsements. 
Write Roberts & Gail, 5880 Hollywood 
| Blvd., Hollywood 28, Calif. 


Box 8339, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


000. Please send copies and details. 
8077, ADVERTISING AGE | 


: Box 


picture to John Mcintosh, Jr., Sales Man- 
ager KYW, 815 Superior Avenue, N. E., 
Cleveland 14, Ohio. 
BARNARD’S — NATIONWIDE 
200 E. Illinois St., Chicago 11, Illinois 
CONFIDENTIAL LISTING 
Art Publ'g Research 
202 S. State Chicago 


WANTED: 
Idea and copy specialist. Could be copy 
and art combination. Excellent opportun- 
ity with young growing organization - lo- 
cated outside Chicago area. Compensation 
based on ability and background. 
Box 8331, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


COPYWRITER FOR AGENCY 
The man we are looking for is a real 
pro. Knows merchandising and knows 
how to write outstanding copy for retail, 
national and trade accounts. If you like to 
write and contact, we have an excellent 
opportunity. Salary open. Write giving 
age, experience, pertinent data. 

Box 8333, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


we hire must be able to do hard-selling 
fashion layouts, have a complete working 
knowledge of production, and must be 
| able to work with top executives. He must 
|have a desire for top earnings—and be 
| worth it. If you qualify, state age, experi- 
ence, present position and salary desired. 
| All applications held confidential. 
| Box 8332, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

SEASONED MEN ONLY 
Alpha Associates (Division) is looking for 
men who have threatened to open 
own agency - Confidential! 
Box 8330, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
POSTER ARTIST 

We are willing to pay for top talent. 
A flair for modern, bold lettering and 
poster illustration, plus a working knowl- 
edge of screen process and litho mechan- 
| ical requirements are necessary. Excellent 
equipment and pleasant working condi- 
tions in 4 to 6 man art department serv- 
icing agencies in all 48 states. Located in 
a congenial Southwestern city with every 
metropolitan convenience. Include current 
samples or photos with original corres- 
pondence. Our employees know of this ad. 

Box 8334, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB — 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3 4424 
Bankers Bidg. Chicago 3. 


ARTIST-DESIGNER FOR GROWING AD 
AGENCY 

Top Layout man or woman. The person 

we seek is skilled in all phases of graphics 

—consumer and trade ad layout, as well 

as design for printing. Experience manda- 

tory. Call Mr. Warner ANdover 3-0395. 


‘CREATIVE & MARKETING EXEC. 
SEEKS NEW SITUATION 


Vice President medium sized, diver- 
sified agency; broad experience copy 
supervision, account handling, agen- 
cy management and operation, all 
levels. Consumer, industrial. Box 
895. ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Illinois. 


HAVE “PR” PROBLEMS? 
If so, this is your man. Experienced 
|| all major phases of public rela- 
|| tions, Seasoned writer, good organ- 
izer. Seeking new top-level PR 
post. Box 898, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


WANTED — 
EXPERIENCED LAYOUT ARTIST 


Layout man with $10,900 worth of style. Top-flight . . . 
skilled in modern, stylish layout and design of direct 
mail pieces. Should have a flair for distinctive typog- 
raphy. Ability to do some finished art is desirable. 

We are a well-establised (54 years) progressive print- 
ing and lithographing plant located in a pleasant mid- 
west city of 75,000—one of the original creative printing- 
lithographing plants in the country. Clients from Omaha 
to Boston. Write in detail, 
qualifications, education, personal data, etc. All samples 
wil! be handled carefully and returned promptly. 

All Letters Will Be Acknowledged 
STEWART-SIMMONS COMPANY 
Creative Printing— Lithography of the Highest Character 
WATERLOO, IOWA 


giving your background, 


4 jobs: 


1. Consumer— 


Age 28-35. 


2. Consumer— 


28-35. 


3. Agricultural— 


quired. Age 30-40. 


4. Industrial— 


Write Box 899 


Opportunities for 4 Account Men 


One of the nation’s fastest-growing, medium-size 4A 
agencies near Chicago—must anticipate the demands 
of its clients. Send complete resume and salary require- 
ment. Agency experience preferred for each of these 


Experience in food or packaged goods required. 
Experience in building materials required. Age 
Experience in feed, machinery or fertilizer re- 


Knowledge of industrial distribution and market- 
ing required. Age 30-40. 


ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


Experienced in agency liaison & top man- 


| 480 Lexington Ave., New York 17, N.Y. 


agement contact. Presently District Sales 
Manager for leading Eastern Brewer. Cor- | 
respondence confidential. 

Box 8336, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Amazing suburban business! | 
Test it in Sanders ABC 3 | 
Geneseo, N.Y. 


38th St on PARK AVE. 


| 
| 
YOU ARE A CHICAGO AGENCY: 
looking for a TV-Radio writer who can | 
produce for you every day. I have been | 
in TV, radio, and agency TV-Radio, as | 
writer and Department Manager. If you | 
can offer me a future, write to Box 8337, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Illinois. | 


Merchandising-Minded 
Man Wanted 


By a Merchandising-minded | 


Fine, Fast, Fairly Priced Photography 


PUBLICITY 
CONVENTION 


Adjoining 


GRAND CENTRAL 
smal Studios 


++» Redecorated... 
. +» Elevator Building... 
. «immediate Occupancy... 


Short term leases arranged 
From $125 month and up 


Mr. McCue MU 5-8790 


pics 


DEARBORN 2-1062 
187 N. LASALLE, CHICAGO ILLINOIS 


COMMERCIAL | 
INDUSTRIAL | 


Advertising Agency 


You may be with an agency now; but more likely 
you're a salesman, or in an advertising or mer- 
chandising department. We hope = had 
experience in appliances, heating and plumbing, 
or building. Age—25 to 35. | 

The essential thing is that you know—and like 
merchandising. Because in this job, with this 
pooerers, medium-size Chicago agency, you'll 

out in the field a large part of the time on 
behalf of our clients, several of whom are leaders 
in their industry. You'll be working with clients’ 
sales personnel, showing their dealers and their 
deaiers’ customers how to make effective use of 
the unusual merchandising and advertising pro- 
grams this agency develops for its clients. es, 
you'll soon havé a hand in developing these pro- 
grams yourself.) 

It's a challenging job, with a bright future. 
Sound interesting? en write fully (your con- 
} ~ ee Ry be respected, and our staff knows of 

8 o: 


ADVERTISING AGE 


BOX 903 
200 E. Illinois St. Chicago 11, Illinois 


Agency Man for Hire 


This man has outstanding record for selling and servic- 
ing national accounts. He can offer excellent references 
from associates and top executives of organizations he 
has served. Available June 1. Prefer Chicago or Middle 
West: will consider West Coast or South West. For in- 
terview at your convenience write 


Box 896 ADVERTISING AGE 
200 E. Illinois St, Chicago 11, Illinois 


A Columbus, Ohio manufacturer of 


equipment has immediate opening 


earnings to: 


Toledo Trust Bldg. 
Toledo 4, Ohio 


WANTED | 
ADVERTISING, SALES PROMOTION MANAGER | 


trator. Should have experience in building products and whole- 
saler-dealer distribution. Must be qualified to coordinate national 
advertising, sales promotion and sales planning. Market research 
experience helpful. Submit complete resume of experience and 


Vice President, Client Services 
BEESON-REICHERT Inc. 


PERSONNEL AD 


PRODUCTION EXPERT—Major chem- 
ical producer in midwest desires man 
experienced in estimating time and 
cost factors for sales promotion plan- 
ning, with working knowl e of 
hic art techniques, traffic control 
| and expediting. 
|| Send complete resume, including sal- 
| ary requirement. All replies con n- 
tial. Box 889, ADVERTISING AGE. 200 
E. Tilinois St., Chicago 11, Mlinois. 


heating and air conditioning 
for an advertising adminis- 


ONLY ONE LARGE OFFICE LEFT 
Dignified Near North Side Building. 
Air conditioned, automatic eleva- 
tor, tile floors, fluorescent light. 
Size 15 x 21 feet. Call DElaware 
7-3870. National Sporting Goods 
Association, 716 North Rush St, 
Chicago. 


Creative Patkage Designer 
Challenging opportunity with lead- 
ing national manufacturer of resale 

per products, located in Pitts- 
u a. ust ge = to create new 
uc an esign packaging. 
Write full details, including ~ = 
tion and experience. Salary open. 
Box 901 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


WE NOW NEED 
Copy Chief Food Bkgd. $12,000 
Technical Editor $ 8,000 
Space Sales $10,000 
Home Ex. $ 7,000 


Placement 
Counselors 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


MR. MAGAZINE PUBLISHER 


If you are interested in increasing 
your advertising lineage in the Mid- 
west, and you publish a magazine 
or magazines that are important in 
their field—we are interested in 
talking with you. 

We can furnish the very best of 
references but more important we 
feel is the fact that we can assure 
you top notch sales performance. 

Phone, write or wire 


0. A. Feldon & Associates 
185 N. Wabash Ave. Chicago 1, Illinois 
Phone Franklin 2-4842 


ARTIST 


Kansas City Agency wants experi- 
enced creative layout and finished 
art man. Write age, qualifications, 
experience and salary desired. 


Bob Holloway 


CARTER ADVERTISING 
AGENCY, INC. 


912 Baltimore 
Kansas City 5, Missouri 


UNUSUAL SITUATION 


Account executive, account su- 
pervisor, writer, copy supervisor, 
advertising manager. Experience 
with three of the largest food 
advertisers. 


24 years with four agencies, 17 
with three of biggest. Invited 
back by two of these three. Ten 
years with shrinking big one 
whose problems have forced 
drastic cuts, at last including me. 
(I “control” no accounts.) 


Since mid-thirties have budgeted 
time with salesmen, kept abreast 
of the grocery revolution. 


Successful in diagnosing sick 
marketing situations and anae- 
mic campaigns, in prescribing 
effective devices and advertising 
themes. Long-experienced in 
helping writers tighten and 
brighten copy without sacrifice 
of individuality. 


Examples of Accomplishment: 
@ In one year helped increase 
sales of a long-distributed 


“uy 


this bargain in grocery-products experience: 


Obviously I’m not “under 40.” 
Not even under 50. But I have an 


1956 physical examination. Your 


choice of references including 
the man who twice hired me at 


200 E. Illinois St., Chicago 11, Ill. 


PROPER REPRESENTATION 
CAN MAKE —— 
THE 


makes available 


packaged staple 41% in 35 
states. 


Helped a new cracker to top 


COVERAGE 


position in major market in 
three years. 


Helped stop long sales decline Experienced Media Man for 
f d t products; 
b> p 60% an wap ig a Leading National Advertiser 
in Midwest 


Helped boost Chicago-area 
share-of-market 30% in two 
months for a frozen-food line. 
Helped wipe out heavy over- 
stocks of a canned food in 
New England, boosted sales 
to new highs, with new con- 
cept of the product. 


Person must have a minimum of 
two years experience in the buy- 
ing of National Consumer Mag- 
azines and newspapers, plus some 
Media Research background. 


Knowledge of the Liquor or Beer 
Industry helpful but not imper- 
ative. Age about 30. Write com- 
plete details. All inquiries will 


nder-40” report of a March, 


the agency I’m leaving. Present : 
salary, $15,000. Plus bonus. ese 

" VERTISING AGE 
Box 6) ADVERTIING AGE, 200 E. Illinois St., Chicago 11, Ill. 
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Advertising Age, April 16, 1956 


IMMEDIATE OPPORTUNITY 
FOR 
EXPERIENCED COPYWRITER 


Well known, medium sized Chicago advertising agency with diver- 
sified accounts primarily in durable goods field seeks copywriter 
who is an experienced producer of general and trade publication 
advertisements. This man must be able to create single ads and 
complete campaigns at a fast moving pace. Age 28-35 preferred. 
Writer must qualify as assistant copy chief and will work on varied 
accounts. Full employee benefits including bonus and profit sharing 
plan. Write giving personal data, full details of experience and 
earning record. Replies confidential, of course. 

Box 822, ADVERTISING AGE 200 E. Illinois St., Chicago 11, Ill. 


OPPORTUNITY 
For Small Chicago Agency or Successful 
ACCOUNT EXECUTIVES 


Here is an opportunity to join a 
well established, medium-size, 
20 year old Chicago Agency— 
and participate in management 
—suppor with excellent pro- || 
duction, art and media facilities || 
and providing good experience || 
in Food, Farm, Building Equip- 
ment, Insurance and Industrial 
fields. Write in confidence for 
appointment. 

Box 9022 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Walter Lowen 


PLACEMENT AGENCY 


* 
Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


a 2 a © See 


Please write — outlining your 
specific experi needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 

MU 9-2630 


—— 


IS THERE AN OLD TIME 
SALESMAN AVAILABLE? 


We do not care what your age is. We 
do not want an executive. We have 
the greatest good-will give-away on 
the market. We duck agencies. We 
sell the boss—the man that signs the 
check. If he is too busy to see us 
we have news for him: He has dis- 
qualified himself. If you can’t talk 
to the boss we can’t talk to you. 

We pay no salary, no advances. 
Ours is a copyrighted geography & 
history Map-Game of the U. S. that 
has the endorsement of leading 
School Authorities. 

Yes, there is good money in it, 
but you have to work, and know 
when to stop talking, and let the 
buyer say a word, too. Think you 
can do it? We are skeptical. Con- 
vince us and save your con for the 
buyer. 

Box 893 Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


I LATIONS 
Non-profit organization needs crea- 
tive, versatile young man or woman 
to assist director of expanding PR 
office. College degree plus 3-5 years 
experience. Must have car. Ideal lo- 
cation for right person or family. 
Send detailed resume of background 
and experience, including salary, to 
Public Relations Director, Crotched 
Mountain Foundation, Greenfield, 
New_Hampshire. 


FREE LANCE 


size 4-A (Ohio) agency, family problems 


tive conditions and on sound marketing 
principles. Agencies neeeding new busi- 


lationship. Fast service. 


s 
200 E. Illinois St., Chicago 11, Illinois 


After 18 years as head of my own medium. GREATER PROFIT OPPORTUNITY 


will soon require my semi-retirement, to 

6 SS eee FOR A. E. or AGENCY PRINCIPAL 
income I will lose as a result. I have had 

successful experience in foods, drugs, au- inci i i 
at ee S ee oe S Principal of long-established, successful small Chicago 
Public ‘relations, including political, ‘and agency wishes to expand and form new, larger agency 
some industrial. can prov mM. ni 4 . . . 

genta line tue Gab Guineens by re-incorporating with one or more agency men who 


based on current knowledge of competi- have approximately the same volume of billing. 


hess approaches will find me @ prolific All personnel in this fully staffed agency are aware of 
Sadie cham a aa a this ad. Write in complete confidence to: 
tations furnished. Strictly confidential re- Box 887 ADVERTISING AGE 


Box 874 Advertising Age 200 E. Illinois St., Chicago 11, Illinois 


WANTED 
CREATIVE DIRECTOR 


Here is no ordinary job— it's the best opportunity in 
Chicago today. We're a leading agency with blue 
chip national consumer accounts in food and drug 
packaged goods, appliance, and other well-adver- 
tised fields. Yet we are not so big that individual 
identity is lost. Here you will be important, well paid, 
and can prosper with our fast growth. 


We need an idea man ... that can write and edit 
... that can direct the efforts of other writers and art- 
ists . . . that knows both print and television . . . that 
wants to produce better work than any competitor. 
Salary is open. Profit-sharing and insurance too. 
Write now summarizing your qualifications. Please 
give personal data and salary requirements. Strictly 


confidential. 
Box 900 ADVERTISING AGE 
200 East Illinois Street Chicago 11, Illinois 


ACCOUNT EXECUTIVE 
$20.000 + 


Excellent opportunity is -drawer man 
with large 4-A Agenc possess id 

kground in han a, vot client who 
manufactures radio-TV sets. Age to 45. 
Phone, write or wire me in confidence. 

GEORGE E. PYLKAS 
Executive Advertising Consultant 

WABASH EMPLOYMENT AGENCY 
202 So. State Chicago 4 WAbash 2-5020 


Trade Publication, tied to a pop- 
ular trend and a fast-growing 
market, backed by publisher’s 
intensive promotions, has terri- 


tories for space sales represent- 
atives in many key areas. Write: 
Do-It-Yourself Buyers’ Guide, 
10 N. Clark St., Chicago 2, Ill. 


“Our 45th Year” 


BATTER UP! 
You can't x a hit until you reach 
the plate. Your abstract in our hands 
puts you in the batting order and 
gives you the chance to score. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


Advertising Age's 
9th Aanudl 


MARKET DATA ISSUE 


to be published 
MAY 7, 1956 


‘If Peg Zwecker 
says it's a hat 
... its a hat!" 


Pop enjoys popping off about Mom's new 
hat, but he invariably ends up by parad- 
ing her proudly down the Avenue. 
Thanks to Peg Zwecker’s fashion writing 
in the Chicago Daily News, Mom always 
rates admiring glances. A lot of them 
bounce off onto Pop, obviously her Good 
Provider. Alert advertisers know how 
profitable it is to be aided and abetted 
by Peg Zwecker's authoritative pronun- 
ciamentos. Look at the record, and you'll 
understand the potent power of the 
Daily News Fashion pages. They get thor- 
oughly read and thoroughly absorbed 
in 600,000 homes a day because... 


The CHICAGO DAILY NEWS 
HITS HOME 
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today | togetherness 


inspires the decision 


Today—togetherness has more people going places and 
doing things as a family—planning, playing 


and sharing interests and activities together. 

And Togetherness inspires women 

in more and more buying decisions. 

Because of this, whether it’s travel tickets or travel clothes, 
soup or shampoos, the brands she buys are 

the ones that rate first with her family—and therefore with her. 


If you want your product to be high on her list 
introduce it to her through the pages of MCCALL'S... 


. In more than 4,600,000 homes, it’s the buying guide for 
IcC BY | a the woman whose chief interests are her family’s best interests— 
qc as any MCCALL’ representative can prove—today. 


The Magazine of Togetherness in more than 4,600,000 HOMES cach month 


ee 


a in Sgr 
7 — ST a 
4 ; ae 
ioe * 
are eee ie: 
=a _ ee a 
; aa: - ~ 7 , Js a 
ba ¢ 4 4 sy 
a Tes ‘ae 4 
re i of nd , 
ae ‘ een oe ‘ 
‘es @ 4 io ’ 
% . / >» Pa, J 4 S :> : : 
| Png f — | Zw r 
/ a | \ 2 Wr 4 
an N % V/ 7 9 a yy a 
‘ae - A Jan ; a 
Geese! te . ~~ r e » - 
‘ a A ee | x ) 4 
ie . / ne ’ ye " “ey 
op ; = // . ee - a " = Be ; 4 
ae — Figs ie f G6 _ Rome’ | ‘ 3 
oon ’ _ = ri “ > “Ga — | pLa® a 
ae \. ti as ian ll =, *\ RN sep /, ———— ‘e 
ae tae | Pe: Jey Se a ‘- 4 Ss —, /— . _ 
g } Se" —- = ie ana fy q 
cS ie io : : j a a Jae) ' Y f Pe 
2 a -.. 2 / ‘ : ao i f fF z ; 
; “ . @ 7 wees gy .t ; ‘ a . pa 
Dae Ay ~ i fy # ; : 
< 5 ae :. 4 
Se \ ig , ee y a 
S j “a ay 2 # 4 af: 
; ‘ a: prs my = ’ - y Mj i VA bs, 
. ae - ‘ 4 “= , 
2. f Et! me 4... ‘ a 
1. $ & % j - “4 , a a ; : A ‘ " vd A = 
| . | , FF a . fish g 3 
ie fae | » oa ’s ~ ye a A ’ : 
mo: ~ oe r ee (__L£ — a 
Pe ‘+ On : A galls 4 
: \ a Ja > a / J J . «a 
= fe. ~ . = i 
oN ie tet | = - 
| gh ROK, - | // 7 ize 4 
SOR pe 8 eek = if = 4 
ft : io 
| eA a. 4 
i H in| % ‘y os . -*: | Min Sarees a 
a ~ j . - i ois nena Tee Z 
4 _ a ae y —— 4 
: J felt |) wal SS , 
: \\ 1) | /L E. 
bs ae id 
a 3 bs ay - if ee j a 
_ \ \i “4 
= a: i 
Se \ | 4 
Ny} . 
e: s 
z 
| _ 
! : 
oa 
a 
oo 
7) Qe Ie: poe see a ae 
hoc 7 vcs GE Gee oe Hr oe in ae i oe . 


